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IN-HOUSE EDITION
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BUILDING AND
LEAD-NURTURING
WORKBOOK

Use this workbook throughout all the CSP You will apply this training to lead-

training in January. generation and nurturing at your org.
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THEY COULD SIGN UP FOR ANYTHING. WHY YOUR STUFF?
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LIST BUILDING TARGETS

List, general

Now This month This year
List size
Lead magnet

Partners

List, other (e.g., newsletter):

Now This month This year

List size

Lead magnet

Partners
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WHAT ARE THE CONSTRAINTS TO LEAD GEN & LIST GROWTH?

AUTHORITY:
Thought leadership

AUTHORITY:
Partnerships

LEVERAGE:
Technology
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FIRESIDE CHAT: BORROWING OTHER PEOPLE’S LISTS

Other businesses have already built the list you want. That's why partnerships are a critical
part of business development and marketing. Who should you partner with?

PERSONAL BRANDS THAT INFLUENCE CORPORATE BRANDS MY ICP USES
KEY PERSONAS AT MY ICP AND/OR TRUSTS

The grouﬁ% leaders | want fo *arge* at /OOO—Person My ICP is built on Sholni@ Plus and uses K/awyo for
fintech comlpan/'es love Travis Kimmel and Raoul Pal their email mar/ee*ing. They love Andy Crestodina's

comleml.

OTHER ACTION
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LEAD-GEN PAGE OPTIMIZATION: DATA DUMP

New(er) studies and findings in optimizing lead-generation.

Approx 70% of leads generated by marketing departments with sales teams are not
pursued by the sales teams.

Although not directly tied to landing pages, studies show that ads located lower on a page
- not in the “desirable” topmost position - can have higher conversion rates (on the landing
page); ads located higher or at the top of the page have higher clickthru rates but lower
subsequent conversion rates. This insight can help us develop hypotheses for what to
place lower on a landing page vs higher and how to evaluate click tracking when
optimizing landing pages. Basically the old adage seems to be true: people who read are
people who buy.

Using social proof:

e Visitors, as people, seek homophily, and as such the social proof that performs best
features the most details about the person giving the testimonial or case study, as
long as those details align with the details of the prospect. Basically studies show that
Sally still wants things other Sallys approve of; the assumption in the studies is that
similarities between the testimonial-giver and the prospect reduce the prospect’s risk.
Note: This is especially true for new products / brands and for brands selling solutions
with lower financial risk.

¢ When uncertainty is high, social proof performs well up-funnel, including in ads and
on lead-gen pages.

For brand rank claims: consumers continue to respond better to numerical rank claims
when set sizes are smaller (<100) and to percentage rank claims when set sizes are larger
(>100). So you'd say “Ranked in Top 10% of All Courses on LinkedIn Learning” rather than
“Ranked #23 of All Courses on LinkedIn Learning,” where LinkedIn Learning is assumed by
users to have a lot of courses / large set size.

In what appears to be a completely unrelated study: when you increase friction for people
searching for sale products, you can increase not only conversion rates but also average
order value when, at last, they find the sale product they were seeking. We can use this
study to develop a hypothesis for introducing a lead-gen page, like a waitlist page, where
a product page should be; after joining the waitlist, the lead is dropped on a product page
or catalogue for higher priced items, anchoring them at a higher price and continuing to
keep friction in play re: seeking the original sale product. When the sale product they
sought out becomes available to them (e.g., by email), we hypothesize that we will see an
increase in conversions (in keeping with the original ecommerce friction study).
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LEAD-GEN PAGE OPTIMIZATION:

Conditional body content, presented dynamically.

Objective: Reduce bounce and drive engagement (in order to increase chances of
a click) by populating hero / intro copy conditionally, based on location or source.

STEP ONE: LEAD-GEN PAGE WITH CONDITION-BASED, DYNAMIC HERO SECTION

Set up lead-gen page with two hero sections:

1.For X audience.
2.For Not-X audience.

STEP TWO: APPLY CONDITIONAL DISPLAY SETTINGS

Identify the hero section for X audience, and in your CMS enable conditions to

Show Element when Geolocation is X (e.g., United States).

Edit Section
Q;‘ “I'm The Detective" // What kind of copywriter are you?
d

COPYHACKERS Workshops ~Teams Blog Al Prompts

~ UAE - Display Conditions

Enable Conditions

CMOs, VPs of Growth and Marketing Leads:

When Al Conditions Met

- copywriting skills?

United States (US) - Recent rounds of layoffs, combined with always-increasing growth
targets, mean that most of us are trying to achieve more with fewer
people today.

Your team may be responsible for strategy, messaging and
copywriting... with neither formal training nor hands-on experience to

help them succeed. They are guessing, and that guesswork feels, to
them, like the least-fun gambling ever. Gambling with their
performance bonus. Gambling with their career trajectory. Gambling
with their confidence, their mindset, even their mood.

Writing copy without knowing how to write copy is uncomfortable for
them. It's hard for you to watch. And it's why we built Copy School
Professional, which is:

» Motion Effects

¥ Bite-sized, highly practical training for professionals,

Did you recently inherit a
o team that needs stronger

COPY SCHOOL
PROFESS

BOOK A CONSUI

To see if Copy School Profes
fit for your team, book a 15-t
consultation. If you like wha
we agree that we can help)
have a few more calls. Whei
your team gets white-glove
including:

v Private onboarding,
v Private roadmapping sess

v Printed materials to kicko
and

v As many 11s as they need
engagement.

Full name (first and last) +

Joanna

10
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STEP THREE: APPLY CONDITIONAL DISPLAY SETTINGS

Identify the hero section for not-X audience, and in your CMS enable conditions
to Show Element when Geolocation is not X (e.g., not United States).

Edit Section
4‘;‘ “I'm The Detective” // What kind of copywriter are you?
V)

yyyyyyyyyyy Advanced
COPYHACKERS Workshops ~Teams Blog Al Prompts
» Advance« d

~ UAE - Display Conditions
Enable Conditions
To Show Element

When All Conditions Met  +

o The key to unlocking market COPY SCHOO

C
_ share in the US could be PROPE:S
- conversion copywriting BOOK A CONSL

To see if Copy School Prof
for your team, book a 15-r

Americans buy differently than the rest of the world does. The you like what you hear an

techniques that persuade a person in New York are not the can help your team, we'll

techniques that persuade someone in York. When you're ready, your t
service, including:

Conversion copywriting was born in the Silicon Valley. It taps into
the most powerful mechanisms of direct response marketing and
combines them with data, both qualitative and quantitative. The

Local Time

¥ Private onboarding,

¥ Private roadmapping s¢

result is measurably improved copy that actually converts. v Printed materials to kic
And chances are good: your team needs to be writing it. ¥ As many s as they ne«
engagement.

But with neither formal training nor hands-on experience in
» Motion Effects conversion copywriting, they are guessing. And that guesswork
: it - " O

S R T TN S Y TR I

Full name (first and last)

STEP FOUR: PUBLISH

Publish and QA to ensure both versions do not run to the same visitor. Note that
the cleaner you make the division between who sees what and who doesn't, the
less likely you'll have quality / display issues. In this case, we use “is” and “is not”
in “geolocation United States.”
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LEAD-GEN PAGE OPTIMIZATION:

Conditional form for new vs returning visitors.

Objective: Make it easier for returning visitors to become leads (with a shorter
form), or get more info out of returning visitors (with a longer form).

STEP ONE: TWO FORMS

Before / When setting up lead-gen page, develop two forms:

1.First-time visitors.
2.Returning visitors.

Because your objective is to get more, better leads on a lead-
gen form, you'd need to first develop an hypothesis for why a
first-time visitor doesn’'t become a lead; that hypothesis helps
you develop the form for returning visitors.

Remember that the more form fields equals fewer lead
submissions but higher quality leads. (Generally.)

12
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STEP TWO: USE CONDITIONS TO SHOW / HIDE EACH OF THE TWO FORMS.

WOIRSHOPS  teans  DIOY  AIFTOmpES I

» Layout

~ UAE - Display Conditions

Enable Conditions on
T ShowElement  +
When Al Conditions Met
Conditions
Visitor Type o]
Visitor Type -

First Time Visitor -

Timezone Local Timezone

Timezone It
Leam more

» Layout

~ UAE - Display Conditions

Enable Conditions o
o ShowEement =
When AllCondiions et~
Condtions
Vistor Type ©
vistor Type -

s not =

First Time Visitor -

+ Add flom

Timezone Local Timezone

Timezone

Leammore

» Motion Effects.
» Transform

» Background

» Border

» Mask

» Responsive

» Attributes.

STEP THREE: PUBLISH

worksnops

reams

with their confidence, their mindset, even their mood.

Writing copy without knowing how to write copy is uncomfortable for
them. It's hard for you to watch. And it’s why we built Copy School
Professional, which is:

¥ Bite-sized, highly practical training for professionals,

v Delivered live so they can ask questions,

v Delivered live so they can practice and get feedback,

v Applied directly to what they're working on, and

¥ With 11 calls that give them access to a sounding board.

Most people on your team aren’t copywriters and don’t want to be. But
if they write copy or review copy every day, they have to know how to
do it well.

What if they could see how to do it well twice a week, for just 20 mins a
lesson? - and it was both productive and fun?

What if they could ask pro copywriters and directors questions?

What if they could get feedback on their copy, in real time?

Biog  AIFromprs
with their confidence, their mindset, even their mood.

Writing copy without knowing how to write copy is uncomfortable for
them. It's hard for you to watch. And it's why we built Copy School
Professional, which is:

¥ Bite-sized, highly practical training for professionals,

v Delivered live so they can ask questions,

¥ Delivered live so they can practice and get feedback,

v Applied directly to what they're working on, and

¥ With 1:1 calls that give them access to a sounding board.

Most people on your team aren’t copywriters and don’t want to be. But
if they write copy or review copy every day, they have to know how to
do it well.

What if they could see how to do it well twice a week, for just 20 mins a
lesson? — and it was both productive and fun?

What if they could ask pro copywriters and directors questions?
What if they could get feedback on their copy, in real time?

What if they could stop gambling?

v As many 11s as they need during the
engagement.

Full name (first and last) «

Joanna

Work email *

joanna@copyhackers.com Verify

How many team members are you
considering upskilling? *

Full name (first and last)

v As many 11s as they need during the
engagement.

Full name (first and last) «

Joanna

Work email *

joanna@copyhackers.com Verify

How many team members are you
considering upskilling? *

Let's chat >

Full name (first and last)

Work email «

(no gmail, no hotmail)

LinkediIn profile URL *

How many team members are you
considering upskilling? *

Publish and QA to ensure both versions do not run to the same visitor. Note that
the cleaner you make the division between who sees what and who doesn't, the
less likely you'll have quality / display issues. In this case, we use “is” and “is not”
“First Time Visitor.”
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LEAD-GEN PAGE OPTIMIZATION:

Conditional form fields, presented dynamically, with
leads landed on targeted pages.

Objective: Send good-lead (SQL) phone numbers to Sales without delay, so Sales
can call while the lead is hot. During operating hours only.

STEP ONE: LEAD-GEN PAGE WITH CONDITION-BASED, DYNAMIC FORM |

N / 7
Prospect arrives on page and sees two fields: N Z
1.First name. P <
2.Email address. =
Behind the scenes, you've set conditions for the form. DON'T WAIT
TO SEGMENT.
If { email address does not contain gmail*, hotmail* } and {
time is between 8am and 5pm } then display third field:
3. Phone number.
The lead submits the form by clicking the button, on which TYPEEORM &
you've set conditions for where to land them: TALLY MAKE
THIS EASY.
If { time is between 8am and 5pm } then land on X page. Else,
land on Y page.
STEP TWO: X LANDING PAGE (FOR SQLS) STEP TWO: Y LANDING PAGE (FOR MQLS / OTHER)
Lead has been pre-qualified as an SQL Lead has not been pre-qualified
and sees this headline: and sees the control landing
page, owned by marketing and
Hang on. We're calling you now. intended to get them into the

marketing funnel.

14
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FOR EXAMPLE...

STEP ONE: LEAD-GEN PAGE WITH CONDITION-BASED, DYNAMIC FORM

Log In

2. zoominfo Products v Solutions v Pricing  OurData  Resources v Contact Sales Free Trial A

It's Our Business to
Grow Yours

Get the B2B data and software you need to connect with and close your most
valuable buyers — all in one operating system.

(5 * % % % 4 8,000+ G2 Reviews

D You are also agreeing to receive information and offers relevant to
Zoominfo's service, and can opt-out at any time.

By submitting this form, you agree to receive Al calls from Zoominfo. You also agree to Zoominfo's Privacy Policy and Terms of Service.

TRUSTED BY 35,000+ BUSINESSES

54{5 snowfloke ~ Ja\ Adobe = Z200M P PayPal @ airbnb  Gartner.

(NEW FIELDS APPEAR)

2. zoominfo Products v  Solutions v  Pricing OurData  Resources v

It's Our Business to
Grow Yours

Get the B2B data and software you need to connect with and close your most
valuable buyers — all in one operating system.

(3 * % % % 1 8,000+ G2 Reviews

0 1 | Bk

You are also agreeing to receive information and offers relevant to Zoominfo's service, and can opt-out at any time.

By submitt; lorm, you are agreeing to Zoominfo's Privacy

TRUSTED BY 35,000+ BUSINESSES

S:o:'gsnowflake J\\ Adobe ZOOM P PayPal &oirbnb Gartner

15
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FOR EXAMPLE...

STEP TWO: X LANDING PAGE (FOR SQLS)

Hang On! We're How can we best help y
ca"ing you how. ——

Make the most of your time with us.

Please take a moment to tell us how we can best respond to
your request.

STEP TWO: Y LANDING PAGE (FOR MQLS / OTHER)

We need one S
more thing from [
you!

vant to Zoominfo's service, and can opt-out at any t
itk it sda iy =

Please take a moment to tell us how we can best respond to

your request.

16
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TOFU MARKETING:

How to Coach the Conversion for New Leads or Subscribers

What they opted in for

The offer (goal of the
flow)

Reality as it exists for them today The new reality we are creating for
(MoHT) them (MoHP)

The beliefs we are coaching them

Their set of beliefs today toward

19
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MICRO ACTIONS (MILESTONES)

What needs to happen to make saying yes to your offer feel
like the natural next step?

Milestone 1,
microaction A

Milestone 2,
microaction B

Milestone 3,
microaction C

Milestone 4,
microaction D

Milestone 5,
microaction E

Milestone 6,
microaction F

Milestone 7,
microaction G



