


INCo’s Professional Services Lead Generation Campaign 
Checklist
Marketing today is growing increasingly diverse, but disconnected tools 

and channels mean that it can be difficult to measure results and 

maintain an engaging experience for your leads. Using this checklist, you 

can build a framework to understand and develop the essential areas of 

an integrated Professional Services Lead Generation Campaign.

Align Sales & Marketing: It is important to ensure your 
Sales & Marketing teams are on the same page in all 
aspects of the Direct & Digital Campaign. Both teams 
will need a firm understanding of goals; the 
challenges; their roles in achieving those goals; and 
how their activities can support each other.

Identify your campaign audience. Understand 
your Buyer Persona before launching a 
campaign. The more you know about them, the 
better you can target them.

DUE IN PROGRESS DONETASK



Outline your value proposition. You know your 
organisation and your offering inside out but for this 
campaign, what are you actually taking to market? 
Is it just one product, a bundle, or even your brand? 

Set your goals + benchmarks. Setting SMART 
goals can help ensure that you’ll have tangible 
results and be more able to measure success. 
Define your ideal opportunity in order to clarify 
how your leads will be qualified by both Sales & 
Marketing.

Create your database. Use your Buyer Personas 
and goals to create a foundation database of 
possible prospects to be used in your direct 
campaign. This will be supplemented over time 
by contacts discovered through your inbound 

campaign.   
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Establish your staging system. Your prospects will move 
through the Buyers Journey at different rates with 
various requirements from both your Sales & Marketing 
teams. With a standardised staging system, both teams 
will be able to identify a prospect and understand both 
their position within their journey, and what is required 
to further their engagement. 

Team training. Not only should everyone understand 
the goals of the campaign, but they should have a 
sound knowledge of your Buyer Personas, their 
challenges, and how your solution or service can 
overcome these challenges. They should understand 
the specific value proposition of the campaign, and 
how that should be delivered to possible leads.

Create your guided call discussion. Scripted calls are 
inflexible and artificial, but the Sales team need 
direction. Compiling call objectives and a few key 
points into a single document mean that your sales 
team will have something to support their knowledge 
of the campaign.
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Do keyword research. Use your buyer personas to 
understand which search terms people will use to 

find you. Using long-tailed keywords and phrases 
will make your campaign SEO friendly, and will 
provide you with many more ranking opportunities. 
Make your keywords specific as it is better that your 
traffic be high in quality rather than just quantity.  

Create your content offer(s) + landing pages. Your 
content pieces are some of the most valuable 
components of your lead generation campaign. 
Content offers can attract, convert and delight your 
customers while encouraging them to engage with 
your brand. Your content and your landing pages 
should be influenced by your buyer personas and 
optimised for SEO. 

Email marketing.  Create a number of basic templates 
that can be used for a variety of different situations 
when engaging with your personas: requests for 

additional information; BASHO emails; content 
leveraging etc. Email is an essential part of your 
nurturing flow that helps progress prospects down the 
funnel.
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Create a central folder. Storing a copy of all your 
training materials, information about your Buyer 
Personas, value proposition, and published content 

in a central folder would mean that it is readily 
available for every member of your team. This allows 
them to reference it and update their knowledge as 
and when they need it.

Plan and build your automation + nurturing flows. 
Your campaign doesn’t end when leads convert on 
your landing page.  Plan and build your follow-up 
campaigns to nurture leads down your funnel.
Define lead metrics to ensure the Sales and 
Marketing teams understand at what point an MQL 
is passed on to Sales to qualify and progress.

Write a blog post. Use your blog post as an 
opportunity to introduce readers to the valuable 
content they’ll find in your offer. Consider your 
search engine ranking opportunities, and 
optimize for key words that will get you and your 
content offers discovered by your prospects. 
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Share it on social media. Promote your blog post 
and your content offers through social media to 
drive traffic into the top of your funnel. Social 
media can also be used to monitor what your 
prospects are saying about you, while also 
engaging with your target audience. 

Consider paid search and other channels. PPC 
campaigns or other paid social ads can be a 
great way to get directly in front of your target 
audience. However, they can require constant 
analysis and testing in order to contribute most 
effectively to a lead generation campaign. 

Track your URLs. Where is your traffic coming from, 
and how are visitors finding you? Creating a 
tracking code can help you analyse which 
content is performing most effectively, while also 
offering insight into the journey your prospects 
take as they engage with your content and 
website. 
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Understand how you’re going to run your lead 
management process. When someone engages 
with you online (either through your content or 
your website) consideration should be made for 
the next steps. Does the responsibility of furthering 

engagement fall to sales or marketing, and 
through which channels? What pieces of content 
should they be directed to next?

Inside Sales/ Business Development Team: The 
inside sales function of your lead generation 
campaign are tasked with directly engaging with 
your prospects and uncovering fully qualified 
leads.  Using a consultative approach they should 
be able to discuss the problems and challenges 
your prospects are experiencing – positioning your 
organisation as an industry thought leader. 

Report on your results. You set goals at the very 
beginning; now it’s time to measure your success. 
Organise and understand your numbers at the 
end of the campaign. What worked and what 
didn’t? It’s important to evaluate and report on 

your success throughout the campaign – not just 
at the end – so that you can continually adapt 
and improve your results.
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TASK DUE IN PROGRESS DONE

Close the loop: Once you have the results, it is 
important to share these with both Sales & 
Marketing while also getting their feedback. Each 
team might have a different opinion about what 
worked and what didn’t. The only way to avoid 

this in the next campaign is to create a closed 
loop feedback system. 



With 13 years experience, INCo provides a range of 
Direct & Digital marketing services which are tailored to 

create a strategy specific to your Lead Generation 
requirements.

Talk to a Direct & Digital Lead Generation Specialist 
today

http://www.inco-marketing.com/-organise-a-call-with-our-team

