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My	Promise	to	You	
 
By reading this primer you’re going to leave with a solid business growth plan to guide you 
through the treacherous and often budget blowing world of social media, lead generation and 
digital marketing.   
 
You will be armed with the exact strategy you must have in place to become known as the go-
to expert in your field, even if you are currently lagging behind the key players is clearly 
illustrated in this primer. 
 
You’ll have the skills you need to give clear instructions to your marketing team, or external 
marketing agencies, so they can drive an endless flow of prospects and leads towards your sales 
team for conversion into paying customers. 
 
Plus, you’ll learn exactly how to create endless leads, easy conversions, and extreme growth 
from your online activities. 
 
Susan Wallace 
 
 

Grow	by	Giving	

 
Download the Workbook, The Pain Island Metaphor and the full Audio Recording of this book. 
In doing so you’ll see how the system described in this book works. You can unsubscribe at 
any time. 
 
Visit www.resultsxo.com/grow 
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If you've ever struggled to make sense of social media or if you've fail to see the financial value 
in marketing, then this book will turn confusion into clarity and clicks into cash. 
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Foreword	

 
My name is Susan Wallace.  I help business owners cut through the bull droppings of digital 
marketing to create endless leads, easy conversions, and extreme growth. 
 
Is your website and social media driving a non-stop flow of qualified prospects to your sales 
team for conversion into paying customers?  
 
If the answer is no, then your online platforms are not the lead generating business assets they 
are supposed to be. 
 
This primer will show you how to fix them.  In doing so, your sales team will be able to break 
free from the vicious cycle of cold calling and chasing leads and bask in a virtuous cycle 
of endless automated leads, easy conversions, and extreme growth. 
 
The primer is written specifically for business owners and decision makers. The reason for this 
is because business owners often struggle to see the link between online activity and their 
bottom line.  If you don’t understand the true purpose of online activity then the chances are 
you’ll never recoup your investment in advertising and marketing.  
 
For example, when I was completing my dissertation for my Master of Science in Digital 
Marketing, my research showed that the majority of SME business owners weren’t able to 
clearly articulate what goals they wanted from their online activities and what key performance 
indicators would indicate that staff time and budget spent online was working to generate leads, 
customers and sales. 
 
Most business owners surveyed believed that their online presence and social media was about 
promoting their business.  But online activities should be a lot more than that.  
 
The savvy business owner will know that online marketing, website and social media are three 
of the most effective ways to help drive an endless flow of highly qualified leads towards your 
sales team for converting into customers.  If your online marketing, website and social media 
aren’t doing that, then your online channels are broken. 
 
This primer will give you the knowledge and understanding you need to be able to articulate 
clearly and concisely what you want from your online activities and your investment in online 
channels. 
 
The benefit of being able to clearly explain what you want, means that you’ll be able to get 
much better value for money on your marketing and advertising spend.  Your sales team will 
become much more productive because your online channels will be able to feed a non-stop 
supply of highly qualified prospects to them.  They will spend more of their time converting 
prospects into paying customers rather than chasing up cold leads.    
 
Plus, the system you will learn in these pages, will ensure that you will never, ever lose another 
lead again.   
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How good would it feel to have a business growth strategy that generates a non-stop flow of 
highly qualified leads into your business 24/7? 
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WHO	IS	THIS	BUSINESS	GROWTH	PRIMER	FOR?	

 
This business growth primer is for SME’s who work in the service sector.  The information 
contained within these pages is applicable for both B2B and B2C businesses. 
 
It also works for traditional bricks and mortar businesses that are struggling against larger 
multi-nationals in their catchment areas. 
 
 

WHAT	YOU	ARE	ABOUT	TO	LEARN…	

 
� The top growth mistakes that most business owners make that can cost you thousands 

of euros in lost revenue. 
� The exact strategy you must have in place to become known as the go-to expert in your 

sector; even if you are currently lagging behind the top players. 
� The most expensive flaw in most digital marketing campaigns that wastes thousands of 

euros on advertising campaigns. 
� Plus, I’ll reveal how I attract a steady flow of new clients into my business every single 

day.   
� Plus, I’ll share my exact system with you so that you can replicate it within your own 

business and achieve the same great results that I do. 
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DOES	THIS	SOUND	FAMILIAR?	

 
Here are some of the common problems that business owners I work with face on a daily basis.   
 
Do you… 
 

� Worry about where your next quarters worth of customers are coming from? 
� Start each quarter worrying about how you will pay for overheads and staffing costs? 
� Feel it is still hit and miss when it comes to finding new customers? 
� Become concerned because you don’t have an effective sales funnel set up to bring in 

a non-stop flow of new leads and new clients into your business daily? 
� Get frustrated when you see competitors getting ahead of you? Do you wonder what 

they are doing that you are not? 
� Suffer from overwhelm or confusion because you don’t fully understand the technical 

side of marketing and lead generation? 
� Feel like you are spinning your wheels and getting nowhere fast when it comes to digital 

marketing and social media? 
 
If even just one of the above sounds familiar, then the chances are that you haven’t applied the 
business growth solution that only 2% of business owners in Ireland use.   
 
But don’t despair!  I’m going to share the exact strategy that they use so you can get the results 
that they get.  
 
But be warned!  If you miss even one of the steps that I illustrate then your business and bottom 
line will continue to suffer. 

 
However, if you follow the nine steps in this system, then you stand to gain some major 
business advantages. 
 

� You will become known as the ‘go-to’ expert in your sector. 
� You’ll have the system that only the top 2% of business owners use to grow a larger 

proportion of market share. 
� You will have an endless flow of new leads and new enquiries to send to your sales tea 

for conversion into paying customers. 
� You will have an evergreen, automated lead generation system to help you grow your 

market share year after year. 
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DON’T	DO	AS	I	SAY.		DO	AS	I	DO.	

 
I’m not here to dish out good advice.  I’m here to demonstrate and show you a business growth 
system that works. 
 
In a few places, I’ll suggest that you follow a link and download some extra resources to 
accompany this primer.  These call to action requests will serve two purposes.  Firstly, the 
resources will bring clarity to the points discussed and will make it much easier for you to put 
what I am sharing into practice. 
 
Secondly, this book is working for me as a lead magnet. Because of the value, it offers it brings 
me in a non-stop flow of highly qualified clients into my own business. By following the links 
and downloading the resources you’ll see first-hand how great lead generation works.  
 
Then, if for any reason you no longer want to receive emails from me, all you have to do is 
unsubscribe and your details will be instantly removed from our email system. 
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NINE	STEPS	TO	SUCCESS		

I want to make the advanced business growth system in this primer as accessible and easy to 
absorb as possible.  Therefore, I’m using metaphors and symbols to make it easy to read and 
learn. 
 
There are nine steps in the system.  Here’s what you need to remember. 
 

1. Get the Wow! and the How? 
2. Don’t talk about your boat 
3. Don’t try and speak to everyone 
4. Think like a fisherman 
5. Get off the Social Media Ferris wheel 
6. Date your customers 
7. Teach fish to climb ladders 
8. Don’t push, pull! 
9. Never lose a lead again 
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1.	GET	THE	WOW!	AND	THE	HOW!	

 
The one of the growth mistakes that most business owners make is that they don't get a 'wow!' 
and a 'how?' response when they describe their business. 
 
Your value proposition should be short and to the point. It should elicit two main reactions 
when you describe what you do.  
 
“Wow! That's exactly what I need!" or “How do you do that?”   
 
Both responses open up a conversation that will allow you to offer something of value to 
prospects so they are more likely to become your customers. What you will offer is called a 
lead magnet. 
 
If you cannot describe what you do in two short memorable sentences, then you are likely to 
be forgotten. If you’re not memorable, your target market will quickly forget that you exist and 
therefore they will be less likely to buy from you. 
 
Coca-Cola spent billions to get one single message into the hearts and minds of its customers.   
 
Yet most of us can’t remember that four-word message even though it has been advertised 
consistently for over thirty years. So, think about it, if Coca Cola struggle to get a four-word 
message to a global audience, how memorable will your message need to be to become the 
number one choice in your sector? 
 
The problem most business owners face is that they find it difficult to get into the right mindset 
to write a memorable marketing message.  A message that clearly explains value their 
customers will get from doing business with them. 
  
There is a psychology that underpins the creation of a message that will get your business into 
the minds of millions of potential customers. If you understand the psychology behind it you 
will find that customers will warm to you and engage with you a lot more than they do with 
your competitors.   
 
Learning how to describe your value proposition so that it naturally pulls customers towards 
you rather than the traditional push sales approach is key to consistent growth. 
 
Here’s my description of my business. 
 
“My name is Susan Wallace. I help business owners cut through the nonsense of marketing to 
create endless leads, easy conversions, and extreme profits.” 
 
My description highlights one of the key pain-points most business owners suffer from as well 
as three massive benefits of working with me.  My message isn’t about me.  It is about my 
clients and the value I offer to them. 
 
To help you understand the psychology behind creating a marketing message that will get a 
Wow! and How? response, I have created a short five-minute tutorial that will change the way 



 14 

you think about marketing forever. More importantly, it will give you a massive advantage 
over your competitors. Simply click on the link below and the five-minute video tutorial will 
be delivered to your inbox.  I promise 'it's the real thing'! 
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2.	TAKE	ONE	PERSON	TO	PLEASURE	ISLAND	

I have a very powerful metaphor I’d like to share with you.  The way to get the best from it is 
to watch it.  It will only take five minutes of your time but I promise it will be worth it. After 
watching it, you’ll be streets ahead of your competitors because you’ll have created a marketing 
message that will grab the attention of your ideal clients.   
 
Here's a review of the instructions I will give you in the video tutorial. 
 
Think of the problem you solve for your customers. 
Name that problem. 
Imagine that all of your potential customers are stuck in a place called Pain Island. 
Most of them are desperate to escape from the pain they are suffering from.  Therefore, they 
are waiting at a pier for someone to come and rescue them.  (The pier could be Google's search 
engine, Facebook, Twitter, LinkedIn or any other forum or platform where your potential 
customers gather.) 
Then you come along in your boat. 
Your business is your boat. 
The purpose of your boat is to get as many people off of Pain Island as possible. 
However, the waters around the pier are crowded, noisy and busy. 
Many other boats, including your competition, have congregated around the pier and they are 
all looking for new business. 
You are Captain of your boat.  Like all the other Captains you’ve got a loudspeaker to help you 
communicate with people on Pain Island. 
What do you use the loudspeaker to say to those people that are desperate to get off Pain Island? 
Because when boat owners pick up the loudspeaker this is when they make a massive 
communication mistakes.  Massive mistakes that can cost your business hundreds of thousands 
in lost revenue and lost sales. 
Your marketing message is your loudspeaker. 
So, what do you want to say to people on Pain Island? 
How can your marketing message cut through the noise from of all the other boat owners 
shouting at those poor people stranded on Pain Island? 
How can your marketing message grab attention so that people on Pain Island want to get on 
your boat and not some other business boat in the congested harbor? 
Of course, what most business owners don’t realize is that people on Pain Island don’t want to 
get on your boat, they simply get on board so they can get to where they want to go. 
Listen to the five-minute recording to discover exactly where they want to go and how you can 
take them there. 
 
“When you pick up your loudspeaker, make meaning not noise.” 
 
Remember, every boat owner has a loudspeaker. Every business is shouting messages at the 
thousands of potential customers on Pain Island.  
 
You can clearly see this in action on Facebook, Twitter and Google AdWords where businesses 
are constantly shouting about their boat or trying to hard-sell people to get on their boat. ‘Buy 
This’, ‘Book Now!’ ‘Free Trial’ etc. etc. Nowadays people just keep scrolling when they are 
faced with a hard-sell message. 
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Therefore, the marketing efforts of most businesses are wasted on an audience that’s immune 
to their hard sell tactics. 
 
Communicate with the One! 
 
How can you cut through the noise and distractions from all the other loudspeakers in the busy 
online ports?  After all, the other Captains are trying to get as many people off of Pain Island 
and onto their boat as they possibly can. 
 
To cut thorough the noise you’ve got to stop trying to communicate with everyone.  Instead 
speak to just one person when you communicate with your customers. This might sound 
counter intuitive but think about it for a moment.   
 
The more people you try and speak to the more diluted your message will become and the less 
interested your customer segments will be.  
 
You’ve got to imagine that you are speaking to just one individual on Pain Island. Talk to that 
one person.  Communicate with him or her in the exact same way that you would talk to a 
person you’ve just met. Talk to him or her by letting them know that you understand the pain 
that they are in. Talk to him or her as an individual. Talk to them as you would to someone 
who you know needs your help but has no reason to trust you. Yet. 
 
By crafting a sincere message to one individual you are much more likely to get the attention 
of a lot more people on Pain Island. The reason for this is because the message will be 
fundamentally different from the noisy self-promotion from the other loudspeakers. It will be 
sincere, personal and meaningful. 
 
Think about just one single person on Pain Island. Pick someone who represents the kind of 
customer you want to attract into your business. Imagine picking up your loudspeaker and talk 
to them as if they were a real person – not just a customer demographic or a graph on a sales 
chart. 
 
Your customers aren’t abstract demographics. They are groups of individuals with real 
problems and emotions that drive them to look for solutions. They don’t want to know about 
your boat or your business. They don’t even care about the features of your product or service. 
They want someone they can get to know, like and trust.  
 
They want a Captain on a boat (business) they can trust.  They want someone who has the 
experience, knowledge and expertise to take them on the customer journey from Pain Island to 
Pleasure Island. 
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Your Ideal Customer Persona 
 
Let’s say for the sake of argument, that you can rescue just one single person from Pain Island 
today. Out of the thousands of people that are desperate to get off of Pain Island you have to 
choose just one person to save today.  
 
Pick someone who most closely represents the kind of customer you would love to serve in 
your business.  Who would that one person be?  Who is your ideal customer? 
Which one of those thousands on Pain Island is the one you most want to rescue? 
Which one is best for your business? 
Which person on Pain Island would energies and inspires your sales team to do their best work? 
 
Which person would energize and inspire you to deliver your best service? 
 
Pick just one person and let’s take a few minutes to get to know him or her.  
 
Together we will build a profile of your ideal customer (avatar). Doing this will mean that 
when you pick up your loudspeaker you will rise above the noise of the other Captains hawking 
their wares. 
 
Some of these questions below might seem odd but they are very relevant questions if you were 
trying to get to know just one single person.  And this is exactly what you are trying to do.   
 
You’re about to develop deep customer insights that will give you a highly competitive edge.  
You’re about to develop a profile of someone who represents your ideal client.  Therefore, 
answering the questions will help you create a 3D mental image of an actual person that 
represents your target customers.  
 
Once you’ve got clarity on exactly who your ideal customer is, then you will find it much easier 
to write a meaningful message that will grab attention and build excitement for what you have 
to offer.  Because when your marketing message is written with one person in mind your 
message will be perceived as heartfelt and authentic. Just go with it, I promise it will be worth 
the effort. It will only take a couple of minutes of your time. 
 
Surely you can spend a few minutes getting to know the person that should be at the center of 
your business model? To make it really easy, just answer the questions below and your avatar 
of your ideal customer will be created in minutes.   
 
PS:  If you ever decide to advertise on Facebook or Instagram, the best digital marketing 
agencies will charge you to create an avatar like this! 
 
If you could rescue just one person from Pain Island, who would it be? 
Would it be a man or a woman? 
Give him or her a name. 
How old is he or she? (no not an approximate age, give him or her an exact age) 
Is he or she married? Single? Divorced? 
Does he or she have kids or not? 
If yes, how old? 
What does he or she do for a living? 
Is it a job or a career? 
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What is the problem that keeps him or her stuck on Pain Island? (this should be related to the 
solution your business offers) 
 
How does this problem keep him or her up at night? 
How does this problem worry him or her about the future? 
What does he or she need to have solve this problem? 
What does he or she need to do solve this problem? 
What does he or she need to hear to invest in the solution? 
How will having this solution change his or her life? 
What does your product or service need to offer? 
What is stopping him or her from investing in it? 
If your product or service could do anything for him or her what would he or she love it to do? 
If you asked him or her if your product or service could be anything what would it be? 
 
So now you know you've built up a 3D representation of your ideal customer, why not find an 
image in a magazine or online that represents him or her? Put it beside your computer and when 
you write always write as if you are writing to this ideal customer. This will give you one clear, 
focused and authentic voice to use over all communication channels: blog, email, website, 
Twitter, LinkedIn and Facebook. 
 
Better still, call a meeting and ask your sales and marketing team to create a profile for each 
ideal customer for all of your products or services. 
 
Key Insight:  Pain Island to Pleasure Island 
 
Be careful when you are describing the benefits of Pleasure Island.  Many business owners 
confuse features with benefits. Features are factual reasons to buy. Benefits are emotional 
reasons to buy. Remember customers buy for emotional reasons. 
 
Even office equipment like photocopiers are purchased for emotional reasons.   
 
“Are you tired of endless paper jams interrupting your work flow?  Our deluxe copier will end 
the distraction of expensive maintenance, helpdesk hold and callout charges.  You’ll get an 
endless flow of crisp, clean copies to showcase the work that you do.” 
 
Instead of pushing your product on customers you will be pulling your customers towards the 
benefits they crave.  Pull marketing is far more effective than traditional push marketing. 
 
Key Insight:  Writing a Great Marketing Message 
 
When you are communicating with potential customers it is important you speak with one 
voice that is consistent over all channels. The more people you try and speak to in your copy 
the more diluted the message becomes and the less powerful and effective it will be. 
 
When you write a marketing message for just one person you’re much more likely to make a 
lot of people listen because the message is clear and concise and will resonate with everyone 
who has a similar problem 
 
 
 



 19 

Remember that writing marketing and sales copy is a bit like having a loudspeaker in a busy 
port. 
You’ve got to make sure your message is heard above the noise of other businesses. 
Speak to one person in a heartfelt, compassionate way instead of trying to sell to the crowd. 
Instead of taking about your business or the features of your products put the needs of your 
ideal customer first. 
Write a message for just one person and everyone else will listen because they will perceive it 
as a meaningful conversation instead of the usual sales pitch. 
Talk about the symptoms they suffer from and the benefits they crave. 
In your sales and marketing copy let your ideal customer know that you understand his or her 
problem. 
Explain how you have rescued other people from Pain Island. Testimonials are a great way to 
do this. 
Describe Pleasure Island in terms of the benefits they will receive from using your products or 
services. 
This approach will establish your business and you as the authority of Pleasure Island. 
Because you are the authority on the benefits your customers will be motivated and inspired to 
do business with you. 
 
 
Key Questions to Consider 
 
By adopting the tactic of speaking to just one person, you’ll have an immediate advantage over 
your competitors who are always talking about how great their ‘boat’ is! 
 
You won't just grab their attention, but you will also get them excited about the prospect of 
obtaining the benefits that await them on Pleasure Island.  Therefore, they will be far more 
interested in getting on your boat. 
 
But let's drop the analogy for a moment and think about business growth in the real world, 
think about how great it would be if you could grab the attention of your potential customer on 
social media or when they visit your website? 
 
Your message is what will get them to stop for a moment.  On average you can expect them to 
stop for just three seconds – three seconds! 
 
So, what do you do then?  You’ve only got a few seconds before they start scrolling again.  The 
best thing you can do is use that time to encourage them to give you their email address.   
 
Once you have their email address you could have a quiet conversation with them outside of 
the busy distraction filled portals such as social media or website browsing. 
 
If you had their email address you could... 
 

� Get to know them and they could get to like you and trust you. 
� Take your time and explain to them how they can escape from their Pain Island 

(symptoms). 
� Explain the benefits that await them on Pleasure Island (benefits of purchasing your 

products or services). 
 



 20 

Map out a customer journey for them that consistently gives value every step of the way. 
Share testimonials with them. Testimonials would let them know how safe they would be if 
they choose your business as the boat to take them on the customer journey to Pleasure Island. 
 
Not only has this exercise helped you craft a meaningful message but it has also provided you 
with the tactics required to create a lead magnet.  This is an irresistible free digital gift that you 
can offer people on Pain Island.  Something so desirable that your potential customers will be 
willing to give you their email address for. 
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3.	THINK	LIKE	A	FISHERMAN	

 
If you were to ask a fisherman for advice on how to get new customers, he would tell you to 
go fishing.  Easy enough now that you’ve got a big boat, a loud speaker, a powerful message 
and a destination.  But if you’re going to go fishing, you’ve got to figure out where the big fish 
congregate and you’ve got to have the right bait. 
 
Most business owners don’t know how to use bait to capture customers when they go fishing 
for clients.  With the right bait, you can get people off of Pain Island and onto your boat.  
 
When they are on your boat, (or in your email list) you can take them on the customer journey 
from being a lead (person on Pain Island), to becoming a prospect (person on your boat) to 
becoming a loyal customer (person on Pleasure Island). 
 
Quote:  The business owner who figures out how to use the right bait to catch their big 
fish will be the leader in that sector. 
 
The bait that successful business owners use is called a lead magnet.  As previously mentioned, 
this is an irresistible free gift that your customers must be willing to give you their email address 
for.  Once you’ve got the right bait or lead magnet then all you have to do is find out where the 
big fish congregate and dangle the bait in front of them. 
 
Fish congregate in groups 
 
The big fish you want to capture all hang out with other similar big fish.   
They congregate with groups of people who are similar to themselves.  Therefore, they are 
easy to find once you know where to look.   
 
Key to finding them is knowing where to fish and what bait to use. If you go fishing in the right 
place and use the right bait, you will net hundreds of new leads for your business. 
 
You’ll find them congregating in Facebook groups and communities.  They’re hanging out on 
Twitter (they follow your competitors), and they are in your competitors LinkedIn network.  All 
you have to do is divert their attention for a few moments.  You can do this with your marketing 
message.  Dangle your lead magnet (bait) in front of them and offer to send the free gift to their 
inbox. Voila!  You have a new lead for your business. 
 

“Once all of your online communication channels are dangling an attractive bait in 
front of your ideal customers then you'll have online marketing working 24/7 for you.” 
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Creating the Right Bait with a Lead Magnet 
 
The most effective way to get potential new customers into your business is to offer them a 
free gift or bait that they would really love to get their hands on.  The days of hard selling and 
product pushing are over.  Today customers want to feel drawn or pulled towards your products 
and services. The way to pull customers towards your business is with a lead magnet. 
 
A lead magnet should be designed to demonstrate your expertise in your sector. It is a free gift 
that you give to your potential customers in return for their email address. The lead magnet 
should be something you know your ideal customers would be willing to give you their email 
address for.  It must be perceived as highly valuable.  It should answer a burning question or 
give them practical assistance on some of the symptoms they suffer from. But at the same time, 
it mustn’t alleviate those symptoms.  If you alleviate the symptoms they will come back.  
Remember, your product or your service solves their problem by fixing the underlying cause. 
 
Alternatively, it should inspire them to take action so they can get the massive benefits that 
await them on Pleasure Island. 
 
It is absolutely essential to avoid using the lead magnet as an opportunity to try and push your 
products.  Instead, create something that you know they will be genuinely delighted to receive 
and that they will find useful.  Remember you are getting their email address in return for the 
gift so there is no rush or push for a sale.   
 
You’ve heard it said before, we don’t get a second chance to make a first impression.  Think 
about the outcome of this action.  What would you really like people to say about your lead 
magnet?   
 
When you’re getting email testimonials from happy people saying how impressed they were 
with your free gift you know you’re on the right track. 
 
There are some great advantages to creating an irresistible free gift for you potential customers.   
 
It will  
 

� Demonstrate that you care and you are ready to offer help right now.   
� Showcase your authority and expertise.   
� Show that you are a leader in your business space and that you are a cut above the 

competition. 
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Keep it simple 
 
Keep your lead magnet simple.  Start small.  A one-page pdf is just as attractive to most 
customers as a 100-page report.  Bite-sized chunks that people can digest quickly will work 
better than a 100-page report that triggers the “I’ll look at this later” response. 
 
My favorite lead magnets are simple one-page PDFs, Infographics, Cheat Sheets, and 
Checklists.  They are simple to produce and work just as well as the more complicated ones 
such as eBooks, video courses and webinars.  Of course, different businesses will have different 
customers with different needs.  What is most important is that you create the right lead magnet 
for your audience. 
 
No matter what sector you are in, there is a lead magnet that your customers would love to 
get.  I’ve created lead magnets for artists, craft butchers, musicians, designers, heating oil 
companies, coaches, consultants, fitness instructors, healthcare providers, insurance brokers, 
financial advisors, garages, hairdressers and multi-national corporations.   
 
Every business, including yours, has expertise that your customers would find valuable and 
that you can give away for free.  Information that would position you as the authority in your 
sector, so that when your leads are ready to buy, you will be their first choice. 
 
Typical lead magnets include a Free Report, Infographic, ‘How To’ guide or something that is 
easy for you to create.  Something that you are happy to offer for free in return for getting email 
addresses of thousands of potential new customers.  Other lead magnets include webinars, e-
books and free video courses.  These are my personal favorites but are more difficult to create.  
However, I find that they teach my target audience all of the basics I need them to know.  This 
means that when they decide to work with me, I can dive deep and provide them with tons of 
value that will quickly make a difference to their bottom line very quickly.  This book is a 
sophisticated lead magnet and it saves hours of consultation time with busy business owners.  
This means that when we get together we are ready to start implementing an automated 
business growth system. 
 
If you follow the system I am going to recommend, then all of the new leads you can collect 
from all online and offline sources will be automatically added to your email lists.  This means 
the next time you have a stand at an Expo or conference, people will be able to submit their 
email address into an iPad or Tablet on a stand and they will automatically receive your free 
gift into their inbox. 
 
You won’t have to waste valuable staff time manually inputting information when you return 
to the office. You’ll be seen to be a polished, highly efficient, fast action business that is 
focused on customer value.  Plus, your email lists will be compliant with data protection law. 
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Email Engagement 
 
Once you’ve got their email address you can start a meaningful relationship with your prospects 
through email.  Email is the perfect way for prospect to get to know you, like you 
and trust you.  Once they know you, like you and trust you they are much more likely to buy 
from you.  Plus, your lead magnet will establish you as the expert and authority because of the 
clarity with which you speak to your ideal client.  Your authority and expertise will be 
unquestionable because you can clearly communicate to them that you understand their pain, 
the symptoms they suffer from and exactly what benefits they can expect to get by going on 
the customer journey with you to Pleasure Island.  
 
  



 25 

4.	END	SOCIAL	MEDIA	MADNESS	
 

“Use social media posts to drive leads towards your lead magnet” 
 
Many business owners often find their marketing team can get caught up in the social media 
madness of pointless posting that lacks a clear line of sight between online activities and sales.  
 
Social media is an excellent way to attract highly qualified new leads into your business but 
it’s not the place to sell. When you adopt this approach, social media suddenly becomes a 
sophisticated business tool. But there are some rules you have to pay attention to. 
 
Even though you’ve got a Facebook page, Twitter account and lots of followers, you don’t own 
the pages or the traffic on your social media platforms.  You borrow it.   
 
The problem with borrowed space and rented traffic is that your business is constantly fighting 
to grab the attention of potential customers. 
 
Although there are thousands of potential customers there, the platforms are like crowded and 
congested ports. Remember Pain Island?  Well social media platforms are like the busy ports 
that sit alongside Pain Island. This is where all the boat owners (in their boats) are congregated.  
And they are all shouting into their loudspeakers, trying to get the attention of potential new 
customers. 
 
Organic reach for posts and tweets is declining because the platforms are forcing businesses to 
use paid-for advertising to improve their reach.  Because the platforms are constantly updating 
their terms of service, it’s hard to keep abreast of changes and many businesses are getting 
penalized for breaking the rules.  Getting your account closed down and losing the audience 
you’ve built up over time can be a devastating blow to your business.   
 
No one would argue that these online platforms get tons of traffic.  Facebook has thousands of 
your ideal clients logging in daily.  Not only that, their highly-sophisticated algorithms gather 
gigabytes of consumer data and insights.  This means that you can use the platforms to advertise 
your lead magnet and reach the kind of customers you want to reach.  Their exact targeting 
algorithms will help you reach new customer segments much more easily than traditional 
advertising or even Google AdWords.  In fact, you can even upload a list of your customers’ 
telephone numbers or their email addresses. 
 
With that valuable data, Facebook can do two things: 
 
1.  Facebook will find the profiles of those people based on the email address or telephone 
number they used to create their account.  You can then create a custom audience and keep 
your business in the front of their mind by using Facebook’s remarketing feature 
 
2.  You can also use those telephone numbers or email addresses to create what Facebook call 
‘look alike audiences’. These are audiences that look like your ideal clients and meet criteria 
that you decide up such as geographical location and demographics such as age and sex.  So, 
for example you can upload the email addresses or telephone numbers of your top buying 
customers and Facebook will create an audience that looks like them. 
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The True Purpose of Social Media 
 
One of the biggest growth mistakes that most business owners make is that they don't leverage 
social media for lead generation.  Most business owners don’t realize that the most effective 
use of social media is targeting new leads and remarketing to existing ones.  You can use social 
media to collect the email addresses of the thousands of potential customers that are on 
Facebook, Twitter, LinkedIn, Instagram, Snapchat, YouTube or whatever platform your 
business uses. 
 
Platforms like Facebook, Twitter and LinkedIn are like exceptionally busy race tracks.  Your 
potential customers are like cars racing around the circuit. Your business is like a billboard on 
the side faring. There are thousands of potential customers passing by, they see your business, 
but they don’t engage with you. If you are lucky they will give you three seconds of their time 
before moving on. But seriously what benefit is there in that?   You’ll be lucky if they like your 
page, like your post, add a comment or even share it.  Even then, what does that action really 
achieve?   
 
This is part of what I call social media madness.  We make a lot of effort to get a small amount 
of attention only to be forgotten about in mere seconds.  So how can you get your ideal 
customers who are scrolling through posts to screech to a halt and pay attention to you?  How 
can you turn those few precious moments into something meaningful? 
 
You could offer them entry into a competition, and force them to like your page, comment and 
share the post. However, this breaks Facebook's terms of service and your page can be pulled 
down without warning. Anyway, ask yourself what does this kind of practice really achieve 
over the long term? 
 
Sure, you will get a lot more page likes by using this rule-breaking tactic.  But are they 
representative of the kind of customers you want to reach? Or are they people who are only 
interested in entering the competition and getting something for nothing?  
 
If you engage in this common practice, you’ll discover that when you try and reach your page 
fans your organic page reach will be really low. This means that when you advertise with 
Facebook the page likes from competition entrants that have no genuine interest in your 
products and services.  Furthermore, it will skew Facebooks highly sophisticated algorithm, 
and you'll end up targeting people that are like your page fans; competition fans, friends and 
family rather than reaching genuine potential customers.  You will waste a lot of your 
advertising budget serving adverts to the wrong sort of audience.  So, resist the temptation.   
 
Instead, create a lead magnet and advertise it the right way through Facebook.  Facebook will 
use its sophisticated algorithms to meet your marketing objective if you ask it nicely – in other 
words if you set your adverts up right. 
 
This will ensure that people who are genuinely interested in what you have on offer will click 
on the link to the lead magnet and give you their email address.  You will gather highly 
qualified new leads for your business.  
  
Just think about how much more effective would your social media activities would be if every 
post and picture you uploaded had a link to your lead magnet… 
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Here’s a highly effective four step social media tactic to grab thousands of new leads from 
Facebook, Twitter, LinkedIn, YouTube and all other online channels. 
 

� Create a diversion with your lead magnet. Grab their attention for a few minutes with 
an interesting sponsored post in their news feed that offers them something they would 
love to get. 

� This opens up a landing page that explains the benefits of the free gift. They enter their 
name and email address in the opt-in or capture box. 

� A 'thank you' page opens. This reminds them that the free gift will be in their inbox in 
a minute or two.  The thank you page also invites them to like your Facebook page or 
follow you on Twitter or share your free gift. When they click the like or share button 
they are sent back to the social media circuit again. 

� Creating the two webpages - the landing page and thank you page is simple. No coding 
is required.  I recommend that you use affordable third party software and pre-designed 
templates that are optimized to convert as many visitors as possible into email 
subscribers.  It takes approximately forty minutes to create the three pages in this lead 
generation sequence.  Even the most basic landing page will convert over 20% of leads 
provided you have the right lead magnet to inspire your audience. Anyone with basic 
secretarial skills can create these pages. 

  



 28 

Key Insight 
Summary 
Here is a useful acronym to keep you focused on getting the most from social media. 

 
 
 
Social media is pointless if you don’t have a social leads strategy. 
Social media is a goldmine if you’re using it for lead generation and to gather highly qualified 
leads. 
 
Once you’ve captured the names and email address of the people you want to do business with, 
you can start a meaningful conversation away from the noisy distraction filled environment of 
social media. 
 
The right place to do that and to get people into your sales pipeline is in the calmer environment 
of email – don’t waste your time trying to do this on social media. 
 
Once they subscribe to your email list you can start an email engagement campaign that 
carefully nurtures the relationship and gently leads then through your sales pipeline. 
 
 
If they don’t buy from you straight away, you can retarget them on social media by creating a 
custom audience and a retargeting campaign.  Because they are warm leads Facebook makes 
retargeting advertising very affordable. 
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5.		DATE	YOUR	CUSTOMERS	
 
Now that you have a non-stop flow of new leads being added to your email lists, you can start 
an email relationship with your potential new customers.  Most business owners think that 
email is a sales tool.  But it isn’t. Email is a dating tool. 
 
Email Dating 
 
Building an email relationship with your leads is similar to dating. When they give you their 
email address and opt into your email list, they have given you the dating equivalent of their 
phone number. It doesn’t mean that they want to marry you! Plus, it certainly doesn’t mean 
that they are ready to buy from you! 
 
You’ve simply been given a chance to start the process of convincing them that you’re ‘the 
one!’ 
 
Thus far, you’ve made a great first impression with your lead magnet. So, don’t blow it by 
coming on with a hard offer and risk the chance of rejection! 
 
Start an Email Engagement Sequence 
 
To continue to grow the relationship, the first email campaign you can run is called the 
‘engagement sequence’. 
 
This is a series of five or six emails that are focused on nurturing new prospects and offering 
them value rather than trying to push products.  The content of the emails will help your leads 
to get to know your business (and you), like you for your value your integrity and trust you 
with their money. 
 
When your email subscribers know, like and trust you; they are much more likely to buy from 
you when you make an offer. However, if you make an offer before they know, like and trust 
you they are more likely to reject your offer, hit the spam button or unsubscribe from your list. 
Losing valuable leads in this way can easily be avoided by treating the email relationship like 
a real relationship. 
 
Write up a series of emails that tells your subscribers how you plan to treat the relationship and 
how you intend to give them value.  Once written you can put them into an autoresponder. This 
means that every new prospect will get every email in the series automatically and that each 
one will be personalized with his or her name. This means that no matter what time of the day 
or night someone finds your lead magnet, as soon as they submit their email address, they will 
automatically receive their free gift, and their details will go straight into your email 
autoresponder and the engagement sequence will just roll out on autopilot. 
 
Quote:  Imagine how enjoyable it will be to have an automated lead generating system 

in your business? Consider how much more free time would you have available to 
support your paying customers. 
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Steps in the Engagement Sequence 
 
You can start the engagement sequence by asking your subscribers if they got your lead 
magnet. Remind them of the key points in the free gift. Send them the link again. 
 
In the next few emails, talk to them about their Pain Island pain-points or symptoms. Make it 
clear that you understand exactly where they are right now. Offer them advice and provide 
them with assistance on how they can manage the pain-points they are experiencing.  Let them 
know that you will have something special for them shortly. 
 
Demonstrate your expertise by sharing comments and testimonials from happy customers and 
quotes from industry experts. These will increase your social proof and help them realize the 
benefits they will get by buying from you or working with you. 
 
When the time is right make it clear that the symptoms they are experiencing are part of a much 
deeper problem. Offer to provide them with a free solution.  You can do this by inviting them 
to book a 'strategy call' with someone in your senior sales team (or customer support specialist 
might sound better).  Once you have them on the phone, give great value and use a sophisticated 
sales questioning technique to help highlight the gap between where they are now (Pain Island) 
and where they want to go (Pleasure Island).  Your products and services will naturally fill the 
gap. 
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Key Points to Consider 
 
Email marketing is one of the most effective ways to convert leads into customers.  When you 
place a post on social media you get three seconds of your audience's attention before they 
move on to another post. Social media isn't the place for deep engagement. Email is. 
 
Email is one of the most effective ways to connect with your audience and to hold their 
attention long enough to build a relationship. It’s a calmer, quieter environment than the 
crowded, cluttered and distraction-filled environment of Facebook and Twitter. 
 
The other benefit of email marketing is that you own the traffic in your email list. You don’t 
have to pay to promote your products or services through email. Plus, you can automate the 
emails you send to subscribers. This means you’ll spend a lot less time in front of your 
computer and a lot more time delivering value to your customers and making more sales. 
 
 

� Use social to acquire leads and use email to sell.  But don't try and sell your products 
straight away. 
Take the time to get to know your potential customers. Give them the opportunity to 
get to know you, like you and trust you. 

� Remember to always provide value to potential customers when you send emails. 
� Asking them to buy your product is like asking someone to marry you after you’ve just 

got their contact details.  It’s a big no-no and a massive turn off! 
� If they can look forward to getting emails from you because they enjoy the content and 

get value from them, it’s just a matter of time before they buy from you. 
� Establish the gap between where they are now and where they want to be.  Provide the 

solution to them for free in the form of a free Strategy Call with one of your senior sales 
team. 
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6.	TEACH	FISH	TO	CLIMB	LADDERS	
 
Did you know that only the top 2% of highly successful business owners appreciate the 
importance of teaching their fish (ideal customers segments) how to climb a value ladder? 
 
In fact, most SME’s don’t even have a value ladder.  A value ladder is how a business converts 
one-time customers into lifetime customers and extends the customer lifetime value. 
 
Your value ladder is how you offer your customers different price points or packages for your 
products or services. The further up the value ladder your customers climb the more they invest 
in your business and the more support and service they get from you. The lead magnet you 
create is the first step on your value ladder. 
 
Email marketing is a long-term sales strategy that can encourage your ideal customers (big 
fish) how to ascend your value ladder. But most SME’s don’t have a clearly defined value 
ladder and don’t have a clearly defined customer journey to take their clients from being a 
prospect into becoming a life-long customer.  
 

Quote:  Your value ladder should mark the stages of the customer journey your 
customers take to get from Pain Island to Pleasure Island. 

 
When you create a value ladder for your business it is good practice to create different price 
point products and services.  Offering choices will encourage your ideal customers to climb 
your value ladder.  The reason for this is that when we are faced with choices we have a 
tendency to go for the option that most closely suits our needs rather than just saying 'no' 
 
Dentists tend to be very good at using value ladders. Here’s the story of how I climbed my 
dentist's value ladder and ended up with braces (product) and a confident smile (Pleasure 
Island benefit). 
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My Dental Journey to Pleasure Island 
My local dentist was offering a free dental check-up. 
I took advantage of the offer and booked an appointment. 
During the check-up he told me my teeth were suffering from plaque build-up (Pain Island 
pain-point). 
 
He explained how having the plaque removed would help prevent gum disease and make my 
mouth feel cleaner and fresher (Pleasure Island benefit). 
I booked an appointment to have my teeth cleaned for €50. 
 
When I was having my teeth cleaned, he asked me if I smoked. 
I said 'no I don’t'. 
He asked me if I drank coffee or tea. 
I said 'yes'. 
 
He commented on the staining and the yellow color of my lower teeth (Pain Island pain-
point). 
He suggested a course of teeth whitening and explained the cosmetic benefits of having a 
brighter smile. (Pleasure Island benefit). 
 
I took him up on the offer and booked myself in for a whitening treatment. 
During the cosmetic whitening treatment, he said it appeared that I had decay in one of my 
molars. He asked me if I was sensitive to hot and cold drinks (Pain Island symptom). 
I said 'yes' so he took an x-ray of my mouth. 
He said that I needed a filling. He pointed out that if I didn't do something about it now that it 
would cause bad breath (Pain Island pain-point).   
More importantly he said it was likely to cause decay in the tooth beside it and eventually 
both would have to be removed or filled (Pain Island pain-point). 
He said that making the effort now would ensure that I would have healthy teeth for years to 
come (Pleasure Island benefit). 
He also suggested that I should choose a white filling (upsell) so that it would be invisible 
when I smiled or laughed out loud (Pleasure Island benefit). 
 
While I was having my tooth filled he asked me if I had ever worn braces? 
I said 'no'. 
He explained how my teeth were moving and he asked me how long they had been crooked? 
He told me about a patient who came to him recently who was reluctant to smile because of 
her crooked teeth (Pain Island pain-point). 
He explained how getting her teeth straightened had helped her become a lot more confident 
and happier in herself (Pleasure Island benefit). 
 
At no time did he talk about the features of the braces, or the process of having them fitted 
(just as well, it took 18 months and half of that time I spoke with a lisp, not great if you make 
training videos for a living!) 
 
Instead, he continued to discuss the benefits of having straight teeth including feeling a lot 
more confident making work presentations, lovely smile and a more professional look 
(Pleasure Island benefit.).  
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Those benefits were very appealing to me on a number of levels. 
He referred me to an orthodontist and booked me in for a check-up six months later. 
 
Result! 
His lead magnet; the offer of a free check-up ended up with me paying a hefty bill.  I bought 
into the sales ladder, not because of the features of having braces (ugh) but because the 
Pleasure Island benefits I would get from going on this journey.  
 
I bought-in on the benefits: a confident smile and greater contentment and happiness with the 
way I would look. 
Free checkup €0 
Teeth cleaning €50 
Teeth whitening €60 
X-ray and white filling €160 
Braces €4,400 
6-month checkup €50 
Total cost of the free check-up: €4,720 
 
Key Questions to Ask 
 
What is the value ladder you can offer to your customers? 
How will purchasing products or services from you take them from the pain-points of Pain 
Island to the benefits of Pleasure Island? 
Communicate with your customers (big fish) in a way that inspires them to ascend up your 
value ladder. 
Energize and inspire them by sharing testimonials from customers who have experienced the 
Pleasure Island benefits by investing in your products or services. 
 
ADD VALUE LADDER IMAGE HERE 
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7.	DON’T	PUSH,	PULL	
 

“Offer your customers the next step instead.” 
 
Now that you have watched the video tutorial you have just developed very deep insights into 
the hearts and minds of your customers. With those insights, you can now write a message that 
will pull thousands of customers towards you.  This pull marketing approach is far more 
effective than the traditional push sales approach that most of your competitors are still using.   
 
Not only will it help you stand out from the competition it will create engagement with your 
business and your brand. 
 
Most business owners make the mistake of trying to push or sell their products and services 
from sales pages on their website. While that may work in some instances it’s not the most 
effective strategy for high-ticket sales or services. 
 
In today's highly competitive world of consumer’s choice, the business that offers to help 
customers before they become customers is the one most likely to close the sale. Therefore, if 
you want to be the business that closes the most sales, then avoid pushing your products and 
services through old fashioned selling methods.  Instead, pull your potential customers towards 
the next step. 
 
The next step is an opportunity that you offer to your email subscribers and online visitors. 
This is where you acknowledge that they are looking for a solution and you make it clear to 
them that you are willing to share your expertise. 
 
Offer them a discovery session or a clarity call or a strategy session. Call it whatever you think 
is appropriate for your sector. But remember that it is a highly-sophisticated way to encourage 
your email subscribers to book themselves in for an appointment with your sales team.  Mostly 
these are done by phone or Skype but of course you can also hold them in-person. 
 
The overall objective of the session is to help them make the decision to buy from 
you.  Although it is a sales call it is better not to think of it as such.  It is much better if you 
consider that the session is an opportunity to help your prospects discover exactly what action 
they need to take to get the results they want. 
 
And you know exactly what they want.  They want to get from Pain Island to Pleasure Island 
and reap all the benefits that await them.  Benefits that you have clearly mapped out to 
encourage them to go on the customer journey with you. 
 
When the time is right and they know, like and trust you, send them an email invitation to join 
you for a strategy session.  You will clearly describe the value they will get by booking this 
time limited and highly valuable session.  When they click on the link the link will take them 
to an automated appointment booking page. 
 
Use the appointment booking page to explain exactly what value they will get from the 
session.  Here’s a copy of part of mine. 
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For a limited time only, Susan is offering a business growth strategy call to help business 
owners figure out how to skyrocket their profits.   
 
On this coaching call, you will – 
 

• Gain crystal clear understanding of the actions you need to take to start releasing 
endless equity from your products or services. 

• Uncover any hidden obstacles that might be sabotaging your financial success. 
• Leave the call with an action plan so you are ready to get the results you want 

 
This high-value strategy session usually costs €250 but a limited number of appointments are 
available for readers of this book. Book your place immediately as places usually get booked 
within hours. Please note: this offer is only available to readers of this book. 
 
When they click on the ‘book now’ link they are taken to an automated appointment booking 
page where they choose a date and fill out a short form.  New appointments notifications are 
automatically sent to your senior sales agents.   
 
All your sales agent has to do is to show up for the appointment and do what they do best – 
convert prospects into paying customers. 
 
Even if you don't have any web coding skills you can quickly create an automated 
appointment booking page by using third party templates.  It takes about twenty minutes to 
set up and will bring in thousands of leads on auto-pilot.  
 
This means that your sales team will be able to spend their time converting warm leads into 
customers rather than wasting their valuable time chasing cold leads and cold calling. 
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Key Questions to Ask 
Summary 

• In addition to offering your products and services from your website and sales pages, 
you can also offer your prospects 'a next step' strategy session. What are the three big 
symptoms they are suffering from? 

• How can a strategy session with your sales team help guide them towards making a 
decision to purchase your product or service? 

 
Offer tremendous value and create a sales page that is designed to encourage your prospects to 
book themselves in for the call. 
 
Connect the strategy session sales page to an appointment generating calendar and 
appointments will be automatically fed into your senior sales agents’ diaries. 
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8.	NEVER	LOSE	A	LEAD	AGAIN!	
 
Most business owners don’t realize that they can optimize and automate all of their online and 
off-line channels to gather leads 24/7 and 365 days a year. 
 
The simple way to do this is to put the URL (www.address.ie) of your lead magnet landing 
page on every single communication platform. You can place it on all of your online 
communication channels: Facebook, Twitter, LinkedIn, Instagram, Pinterest, Snapchat, 
YouTube, your website, your email signature and even at the end of every one of your blog 
posts.  
 
You can also put it on all of your offline channels too. You can put the URL link on your 
business card, brochure, and other printed media.  You can even add it to all newspaper, 
magazine and TV adverts. 
 
This will mean that every single online and offline channel will be optimized to make sure you 
capture as many new email subscribers as possible. It will help ensure that you never miss a 
lead again.  Not only that but your lead magnet will also showcase your expertise and authority 
in your sector, and you rise above the competition. 
 
The great news is that this can be fully automated so that you don't have to do anything. It will 
just work on auto-pilot 24/7. 
 
Optimize all of your online and offline channels to collect leads 24/7 and 365 days a year.  You 
can do this by: 
 

� Creating a lead magnet.  Link the lead magnet to your email autoresponder. 
� Put the link to the lead magnet below your email signature and at the end of every blog 

post you publish. 
� Put the link on all your social media pages and staff LinkedIn profiles. 
� Add the URL of the lead magnet to off-line publications such as your business card, 

marketing materials, and adverts. 
� Squeeze every last ounce of value out of your advertising budget by creating ‘custom 

audiences’ and 'lookalike' audiences on Facebook.  
� Reach and collect the email addresses of the thousands of people in your customer 

segments with some sponsored posts on Social Media by offering your lead magnet to 
them.  
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KEY	RECOMENDATIONS	
 
You are now armed with the most effective lead generation strategy to drastically grow your 
customers base and drive sales.  The next thing to do is to put it all into action.  There are two 
things that I recommend that you do. 
 

1. Stop Outsourcing Lead Generation 
2. Appoint an In House Chief Growth Officer In-house 

 

#1:		STOP	OUTSOURCING	LEAD	GENERATION	

 
One of the biggest growth mistakes that most business owners make is that they outsource the 
process of lead generation to digital marketing agencies. 
 
The reason why so many business owners do this is because they think that the process of 
creating landing pages and thank you pages is difficult to do. They think that connecting those 
pages to sales appointment software and to an email autoresponder service is highly technical, 
difficult to understand and very expensive to do in-house. 
 
This is simply not the case.  The system I have described in this primer is simple to learn, very 
easy to replicate, very easy to scale and it is very easy to maintain. In fact, it is also 
evergreen.  What this means is that once you have created it, it will work 24/7 and 365 days of 
the year with little or no maintenance.   
 
The system will cost you about very little to set-up.  Before investing in any kind of system 
there are some questions you need to ask yourself. 
 
How much time does your secretary spend inputting email addresses into your email database 
after conferences or expos?  
How much time do your staff spend trying to increase engagement on social media?  
How many leads are lost because your sales team don’t have a lead magnet to drive prospective 
clients into your sales funnel? 
How much time do your sales team spend chasing cold leads when they could be spending 
their time converting warm leads into customers and delivering value to existing customers? 
The most difficult part of implementing this lead generation system is creating a lead magnet 
that is right for your customers.  
The next most difficult part is coaching your sales team so that they can deliver the strategy 
call and convert as many leads as possible paying customers. 
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Finally tweaking your advertising to get the largest click through rate at the lowest cost can be 
difficult for most business owners on a tight advertising and marketing budget.  The learning 
curve of trying to implement a system like this can be time consuming and costly if you don’t 
know what you are doing.  But we make it really easy for SME’s to implement a system like 
this because we will teach and help you every step of the way.   
 
But even if you decided to go ahead and implement this system yourself, one this is certain, 
the cost of implementing a system like this will be a fraction of the cost of paying a digital 
marketing agency to do it for you.  There are a number of compelling reasons why you should 
resist the temptation to outsource the function of lead generation in your business. 
 

� A marketing agency won’t have the passion or genuine interest in your business that 
you do. 

� They will grossly overcharge you to design a system like the one described in this 
primer. 

� You won’t gain the knowledge that comes from learning what works and what doesn’t. 
� You’ll miss out on building a meaningful relationship with potential customers and 

getting to know what they want. 
� When you want to change your lead magnet or alter a sales page you will have to pay 

them again. 
� You won’t get to take an opportunity to look at the back-end of the system to see what 

is working and what needs to be tweaked and changed to optimize your conversion rate. 
� You won’t have the opportunity to learn just how simple this system is to replicate and 

maintain. 
� They will probably assign a junior member of their team to handle your account. 

 
 
Do you know this? Or do you do this? 
 
In today's information age, we very often fail to make a distinction between I know this versus 
I do this. 
 
When you implement an automated lead generation system you open your business up to three 
things important performance indicators. 
 

� Endless leads 
� Easy conversions 
� Extreme growth 

 
This brings me to my second recommendation.  Instead of outsourcing lead generation and 
business growth, bring both of these functions in-house. 
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#2:		APPOINT	A	CHIEF	GROWTH	OFFICER		

 
There is one final massive growth mistake that most business owners make.  They don't 
promote someone in their business to the position of Chief Growth Officer. 
 
When someone in-house is given the responsibility of managing your lead generation and sales 
pipeline you take back control of one of your most important business assets:  business growth 
intelligence. 
 
Therefore, I recommend is that you promote someone in your business to the position of Chief 
Growth Officer.  Someone who has an interest in Social Media and digital technology is perfect 
for the role. They don’t need to have web-coding skills or other technical skills.  Creating an 
automated online lead generation system is very easy when you have someone to coach you. 
Solution 
Promote someone in-house as your Chief Growth Officer and give them the opportunity to 
learn the seven-step system that will automate the process of lead generation and sales 
conversion so it runs on autopilot 24/7. 
 
The Endless Leads, Easy Conversions, and Extreme Growth system I teach is: 
 

• Easy to learn 
• Easy to implement 
• Easy to replicate 
• Effortless to maintain 
• Evergreen. This means it appears fresh, runs on autopilot, 24/7 even when the office is 

closed. 
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LEAD,	CONVERT,	GROW	ACADEMY	
The training is aimed at SME’s who want to dramatically improve customer acquisition, 
retention and upsell.  It provides an affordable, easy-to-replicate solution to outsourcing 
marketing campaigns to marketing agencies. This system is perfect if you want to promote 
someone in-house to the position of Chief Growth Officer. There are two training options, you 
can send them to us for training or we can run an in-house consultancy service. 
 
At the end of the process, you will have a low cost and scalable in-house lead generation engine 
that drives highly qualified prospects to your internal sales team for conversion to paying 
customers. Plus, you will have a sophisticated but easy to manage system to convert more leads 
into customers through retargeting and perpetual referral.  
 
Here are the seven tactics you need to implement to get your lead generation and sales 
conversion process automated.  
 
#1: Create a ‘Lead Magnet’ 
Create a highly desirable free gift (called a lead magnet) that your customers are willing to 
give you their email address for.  Use it to showcase your authority and expertise. Put it into a 
‘landing page’ and link it to your iPad stand in your shop, office or trade show and put a link 
to it onto all of your online platforms including your website, social media platforms, blog 
and even your email signature. 
 
#2: Use an iPad to Collect Leads in High Footfall Areas 
Set an iPad or tablet up to collect the contact details of thousands of potential new customers. 
Elegantly capture leads at your point of sale or at exhibitions by using your lead magnet 
landing page uploaded to your iPad or tablet.  New contacts are instantly put into your 
automated email engagement sequence. 
 
#3: Automated Email Engagement Sequence 
Funnel all leads from all sources into an automated email engagement sequence.  This is a 
series of emails that are focused on getting to know your subscribers and not pushing 
products.  You’ll need an automated email service provider for this.  For example, Mailchimp 
or Aweber provide automation services.  Aweber offers a free $1 trial so you can test it out. 
 
#4: Automate a Strategy Session Sales Page 
Create a high converting strategy session sales page. Offer your email subscribers the ‘next 
step’ rather than a cold sale.  Encourage them to book a high-value strategy session. Make 
sure the strategy session offers great value. For example, you can help them end sabotage, 
discover opportunities and develop a plan of action. Your expertise and your support will 
ensure they choose you when they buy. 
 
#5: Automate an Appointment Booking calendar 
Create an Automated Appointment Booking System so customers can book themselves in for 
the free Strategy Session.  New appointments are automatically fed into your senior sales 
agents’ diary.  All he or she has to do is show up for the appointment and do what they do 
best – convert prospects into paying customers. 
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#6: Create a Value Ladder 
Use a value ladder to ensure each customer can find the right price point to purchase your 
products or services.  Your value ladder coupled with advanced sales conversion techniques 
will help ensure that no prospect gets left behind. Use this as part of your strategy session 
customer conversion tactics. 
 
#7: Automated Everything! 
Automating the system is very easy when you know how.  It also costs a fraction of the spend 
of outsourcing.  You will have an automated lead generation system, a strategy session sales 
pages and a lead targeting and remarketing system up and running in no time at all. 
 
Everything will be linked together and it will run on autopilot so your new lead generation 
and sales pipeline collects new leads and converts prospects 24/7.   
 
You will be able to put the landing page URL on all your communications channels. You’ll 
be able to get thousands of new email subscribers from all your – 
 
Online communication networks: Including your iPad or tablet, mobile phone, email 
signature, website, social media platforms and pay-per-click advertising. 
Offline communications:  Adverts, brochures, conferences, trade shows and expos. 
 
In addition to getting this seven-step system set up and working for your business you will also 
have the following: 
 

ü A powerful How and Wow description for your business. 
ü An avatar of your ideal client so that you can be 100% clear on the kind of person you 

want to attract into your business and the kind of message that will resonate with them. 
ü A clear and concise marketing message designed to position your business as the 

experts and authority in your niche. 
ü A lead magnet or multiple lead magnets to attract hundreds and thousands of your ideal 

clients into your sales funnel. 
ü A social media strategy that is focused on lead generation and retargeting existing leads. 
ü Social media retargeting strategy to keep your business front-of-mind to increase lead 

to new customer conversion rates. 
ü Streamlined strategy to place the URL for you lead magnets on all online and off-line 

channels to maximize lead generation. 
ü Automated email campaigns that nurture leads and grow your customers base by 

showcasing your expertise. 
ü Team training on the Never Lose Another Lead Again strategy so that all team members 

can feel comfortable generating new leads by offering your lead magnets and strategy 
calls to potential customers.  

ü Your sales team will refine the art of closing with the option of a high-value strategy 
session that demonstrates your expertise to get people from Pain Island to Pleasure 
Island. 

ü Perpetual referral system explained to your sales team to help convert every new 
customer into three more new customers. 

ü The fully automated system explained to your whole team so they understand the 
process of capturing new leads, booking new prospects in for a sales call and selling 
more products and services. 
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ü Value ladder with multiple price points created to ensure you capture as much new 
business as possible and that you are there ready to offer the next step in the value ladder 
to existing customers. 

ü Key Metrics installed across multiple platforms to consistently analyze and improve 
conversion rates and budget performance across all channels. 
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FINAL	THOUGHT	
 
The most expensive marketing mistake that most business owners make is not having an 
automated lead generation and retargeting system.  This mistake can cost you thousands of 
euros in lost revenue.  As Robert Kioyasaki in Rich Dad, Poor Dad said, 
 

“Your biggest expense is the money you’re not making” 
 
Implementing an automated system like this is the most affordable and cost effective way to 
get endless leads, easy conversions and extreme growth.  
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ABOUT	SUSAN	WALLACE	
 
My name is Susan Wallace and I’m on a mission to help SME’s win more customers.   
 
I’ve been teaching the psychology of priming, purchasing, and persuasion for over twenty 
years.  I believe that the purpose of marketing is to help business owners encourage their 
customers to make a commitment – not to you but to themselves.  A commitment to take action 
and get the benefits they want by buying the right product or service from the right business.   
 
The right business is the business that demonstrates their authority and expertise with a high-
value lead magnet and has a value-laden customer journey. Visit my website and see what I 
have done within the Health and Wellness sector.   
 
I have a number of lead magnets that are designed to attract my top clients’ segments. When 
they sign-up for the lead magnet of their choice they are automatically entered into my online 
sales funnel.  The conversion point from lead to buyer is when they sign-up for an online course 
or a live course with me. 
 
90% of my business is automated and more than 75% of my revenue comes from the services 
I offer online. 
 
This has given me the freedom to spend more time working with Irish SMEs and teaching them 
how to implement the same lead, covert, grow system I use in my own business. 
 
The business that gives amazing value to customers long before they become customers is the 
one who will win the most business.  This modern sales philosophy works for all businesses 
including B2B and B2C, traditional bricks and mortar businesses to businesses selling services 
and products online. 
 
When you offer value to your potential customers you get the opportunity to showcase your 
expertise and your leadership and to compete against tougher competition.  Therefore, when 
they are ready to purchase - you become their number one choice.  You become the only choice 
because you have nurtured a relationship with them from the moment they found you. 
 
www.resultsxo.com/grow 
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CASE STUDY:  TOMMY’S CRAFT MEATS 
 
Here's two examples of how the system works for a low-tech bricks and mortar business.  If 
this business growth system can work for a traditional off-line business think how effective it 
would be for your business. 
 
In this example, Tommy’s revenue grew by 200% in a six-month period. 
. 
Tommy is a sole trader.  He’s a third-generation craft butcher.  He owns small premises at the 
top of a High Street. His business has seen a 50% drop in customers over the past two years.  A 
new shopping center quarter of a mile away has stripped the town center of trade.  Tommy has 
an ageing customer base and seldom gets any new customers into his shop.  He advertises 
regularly in his local newspaper in the hope of attracting new business from younger families 
with growing children.  However, he hasn’t seen a noticeable improvement in visitors’ numbers 
to justify the costs of advertising.  When we spoke to him, he said that our lead generation 
system would be a waste of time in his shop and we had to agree. Most of his customers are 
pensioners and don’t have smart phones or an email address.  But we looked past the obvious 
and examined what he really wanted from his business and how we could help make it possible. 
With a bit of persuasion, I convinced Tommy to meet for a coffee. I sat down with Tommy and 
we worked out the strategy I’m about to share with you.  He came on board 100% because he 
could see the benefits of it once he understood the lead generation system. 
 
Tommy bought an iPad, and signed up for an email autoresponder. He put the iPad in a lockable 
stand and placed it in his shop. Tommy used it as a talking point and as an opportunity to share 
his dream of being a busy retailer again with his aging customers. 
 
But most importantly of all Tommy rented a pop-up space in the shopping center for three 
months in the run-up to Christmas.  He created a temporary kitchen in the main 
thoroughfare.  He held cookery demonstrations and showed passers-by how to oven roast 
turkey and ham for a fuller richer flavor.  The samples were snapped up in seconds.  He talked 
to potential customers about the best way to cook meat and happily shared his knowledge.  His 
iPad was hard at work beside the trays of samples and it was set up to collect the names and 
email addresses for his new customer list.  He offered a Christmas Hamper as a raffle prize to 
one lucky person who signed up to his email list. 
 
Visitors were presented with a landing page that offered his free gift (lead magnet), they clicked 
on the link and added their email address, they hit the submit button and a thank you page 
opened. 
 
His ‘irresistible free gift’ was simple. It was a cheat sheet that summarizes what he 
demonstrated. “How to Oven Cook Turkey & Ham for Maximum Flavor”. 
 
The pop-up kitchen enabled Tommy to get the exposure he needed to the new customer 
segment he wanted to attract; namely young mums with young families. 
Tommy knows that convenience matters when it comes to shopping at Christmas.  He 
continued to capture new leads into his auto-responder for all of September, October and 
November.  Then in November he wrote to his subscribers with the gift of another free recipe 
and told them that he would be offering Christmas meat hampers with free home delivery. 
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His intercept technique meant that he could outwit his strongest competition; namely the multi-
national supermarkets.  His emails are accompanied by a simple slogan ‘One less thing to worry 
about!’ 
 
For the six-week run-up to Christmas Tommy created a sponsored post and advertised it on 
Facebook. He optimized it to reach a local audience. He uploaded the email addresses of all 
his email subscribers into Facebook. He created a custom audience and paid for retargeting.  
 
This tactic reminded his email subscribers that ordering meat was 'One less thing to worry 
about'. He also reminded them that he was offering Christmas meat hampers and free home 
delivery.  Tommy didn't need people to click through on this sponsored post as he already had 
their email addresses.  He simply wanted to remind them that he was there before he asked for 
their business by email. 
 
He also used the uploaded email addresses of his subscribers so that Facebook could create a 
'lookalike' audience for Tommy. This allowed Tommy to target local people who 'looked like' 
his email subscribers, namely young mums with young children. He offered his lead magnet 
and added another 214 email subscribers to his email list. 
 
Tommy achieved a 205% increase in meat sales last Christmas.  He is getting new business 
into his High Street shop from the new contacts he makes in the shopping center and from 
people who have subscribed to his email and who have used his home delivery service. 
 
His warm personality, his great food, and his hi-tech approach is a hit with the customer 
segment he wants to reach.  He enjoys connecting with the younger families and he is getting 
to know their ‘wants’ and ‘needs’ want when it comes to buying and cooking meat. 
 
His next demonstration will be in the run-up to Easter.  He will demonstrate how to pot roast 
cheaper cuts of meat and make nutritious and easy midweek meals for busy working mums. 
He will use the time to remind his new customers that he is also delivering for Easter. 
 
If a butcher, a low-tech, traditional business can create an ‘irresistible free gift’ and win over a 
new generation of customers by using an iPad and an email autoresponder and landing page 
software then how could it dramatically improve your business? 
 
Tommy is now planning to create a YouTube channel and has started posting live videos on 
his Facebook page.  Every time he posts, he uses it as an opportunity to promote his lead 
magnet. 
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On the next page, is a simple post card that you can use to keep you 100% focused on how to 
welcome endless leads, easy conversions, and extreme growth into your business.  Put it in a 
place where you can see it every day so you don’t get lost in social media madness or strategies 
that will blow your advertising budget on pointless activities. 
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ENDLESS LEADS, EASY CONVERSIONS, AND EXTREME GROWTH 
 
Step 1: Optimize an iPad or tablet to collect the email addresses.  
Of all visitors in high footfall areas such as your retail outlets, showrooms, exhibitions, 
conferences and tradeshows.  Link it to your automated email service provider and automate 
the delivery of emails to potential new customers.   
 
Step 2: Create a ‘Lead Magnet’  
Free digital gift you give your target customers in return for their email address. 
 
Step 3: Create an opt-in page an a Thank You page  
These pages are optimized to convert visitors into prospects.  Place the URL of the opt-in page 
on your website, Facebook, Twitter, YouTube, Blog, Instagram, LinkedIn account.  You’ll 
even get new leads from business cards, brochures and newspaper adverts. 
 
Step 4: Create an Automated Email Nurturing Campaign. 
By automating your email delivery, every new lead will get a sequence of emails from you that 
are designed to give value and give potential customers the time they need to get to know you, 
like you and trust you. When they are ready to buy, they buy from you because they have a 
relationship with you. 
 
Step 5: Create an Automated Sales Page. 
Use a sales page to make irresistible offers. Your prospects will be able to buy direct from your 
through your automated email campaigns.   
 
Step 6: Create an Automated Strategy Session Sales Page. If prospects aren’t ready to buy, 
offer them an appointment with your sales team. Offer to give them the help and assistance 
they need. Link this automated appointment booking page directly to your sales team diaries 
so your sales team can close the deal. 
 
Step 7: Create Retargeting Campaigns by analyzing the back-end data.  Segment lists and 
create segmented email campaigns for warm prospects.  Discretely follow prospects around 
social media with a retargeting campaign to build your authority, social proof and expertise.  
 
Get non-stop new leads and customers 24/7 
 
Link everything together.  Put it all on autopilot.  Your automated sales pipeline will collect 
non-stop new leads, nurture prospects and sell products and services 24/7.  The sequence is 
fully automated so once it’s up and running it requires almost no maintenance.  It will work 
seamlessly 365 days a year, even when your office is closed and staff are on holiday. 
 
You’ll get thousands of new email subscribers and prospects from all your – 
 
Online communication networks:  Including your website, social media platforms, blog, email 
and Pay-Per-Click advertising.   
 
Offline communications:  Including iPads and tablets, printed media, newspaper and press 
advertisements, exhibition spaces, conferences, expos and trade-shows.    
 
 


