
 



A publication of SP Home Run Inc. / +1 877-587-9580 / Do you need to grow your IDM revenue? 2 

Schedule your complimentary Identity Management Revenue Growth Assessment at IDMRevenue.com 

 

IDENTITY MANAGEMENT LEAD 

GENERATION BEST PRACTICES 
How IDM and IAM Providers Can Build Scalable, Predictable 
Revenue Growth as World-Class, Differentiated, Subject 
Matter Experts and Thought Leaders 

By Joshua Feinberg and Jennifer Feinberg  
Co-Founders of SP Home Run Inc. 
http://www.sphomerun.com  

 

 

 

 

 

  

http://www.idmrevenue.com/
http://www.sphomerun.com/
https://www.linkedin.com/in/joshuafeinbergconsulting
https://www.linkedin.com/pub/jennifer-feinberg/53/539/b34
https://www.linkedin.com/in/joshuafeinbergconsulting
https://twitter.com/joshua_feinberg
https://www.linkedin.com/pub/jennifer-feinberg/53/539/b34
https://twitter.com/jen_feinberg


A publication of SP Home Run Inc. / +1 877-587-9580 / Do you need to grow your IDM revenue? 3 

Schedule your complimentary Identity Management Revenue Growth Assessment at IDMRevenue.com 

 

CONTENTS 
Convert Visitors into Leads ............................................................................................................. 5 

Make It All About Them .................................................................................................................. 8 

Accelerate the Sales Cycle ............................................................................................................ 11 

Create Remarkable, Persona-Driven Premium Content ............................................................... 16 

Trade Value with Forms ................................................................................................................ 20 

Build Efficient Landing Pages for Each Persona and Buyer’s Journey Stage ................................ 23 

Advance the Sales Process with Thank You Pages and Confirmation Emails ............................... 29 

Build CTAs that Get Visitors to Your Lead Generation Assets ...................................................... 32 

Measure Results and Iterate ......................................................................................................... 37 

The Bottom Line on Identity Management Lead Generation ...................................................... 39 

Schedule Your Free IDM Revenue Growth Assessment ............................................................... 39 

 

 

  

http://www.idmrevenue.com/


A publication of SP Home Run Inc. / +1 877-587-9580 / Do you need to grow your IDM revenue? 4 

Schedule your complimentary Identity Management Revenue Growth Assessment at IDMRevenue.com 

Most CEOs, presidents, and founders of identity management companies have a lot on 

their plates.  

Much of their weeks are spent leading and overseeing their company’s operations, accelerating 

revenue growth, and identifying new market opportunities. 

Because innovation is such a big part of growing an identity management business, these 

leaders often roll up their sleeves and dive into long-term market strategy, product 

development, product management, and finding new ways to drive value. 

For venture-backed identity management providers, their company leaders also allocate a lot of 

time to raising capital and maintaining 

great relationships with their board 

members and investors. 

Most identity management CEOs face a 

number of challenges including market 

competition, compliance reporting, the 

consumerization of IT, maintaining 

rapid revenue growth, creating 

awareness in IT environments where 

identity management often doesn’t 

have a natural home, expectations for 

immediacy, employee turnover, the 

Internet of Things (IOT), mobile 

devices, integration hurdles, and 

executive sponsorship. 

Solving many of these revenue growth challenges often begins with effective lead generation – 

to reach the right influencers and decision makers, in the right context, and at the right 

moment. 

In this eBook, you’ll learn about nine essential lead generation best practices that you can use 

to develop a scalable, data-driven, marketing and sales funnel that powers growth. 
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CONVERT VISITORS INTO LEADS 

UNDERSTAND WHY YOU NEED TO CONVERT WEBSITE VISITORS INTO LEADS 

A few moments ago, we mentioned that identity management CEOs need to ensure that their 

companies grow their revenue -- which almost always requires effective lead generation. 

But why do you need to convert 

website visitors into leads in the 

first place?  

It’s real simple. According to 

Gleanster Research, 50% of leads 

are qualified, but not yet ready to 

buy.  

So, let that sink in for a minute 

the next time you think about 

letting website visitors walk out 

your virtual door without some 

way to continue the dialog. 

Contracting for identity 

management software and professional services is an information-rich, considered sales 

process. It’s not like walking into your local office supply superstore and leaving 30 minutes 

later with a printer or tablet. 

BENCHMARK YOUR AVERAGE SALES CYCLE LENGTH 

To appreciate why this is so important, you’ve got to know your sales cycle length.  

Identity management providers definitely have a sales cycle (these software licenses, 

hardware, and professional services are not exactly impulse buys). Sometimes it’s weeks. 

Usually, the sales cycle for identity management is measured in months, sometimes longer. 

Do you know your company’s average sales cycle length? 

The average sales cycle length is the difference between the date a lead is received, compared 

to the date that the lead materializes into a paying client. Then take the average of those 

differences. No Ph.D. is required. It’s just basic spreadsheets 101. 
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Now if you’re in the dark about your average sales cycle length, it’s a pretty big problem. And 

that should definitely be on your homework list. Why? Because sales cycle length is a big part of 

the whole reasoning behind why lead generation is so critical.  

But now that you know about this issue, it’s also a big opportunity...because most identity 

management providers are just plain missing the boat on generating leads from their websites. 

Most identity management websites are only able to sell to decision makers who are ready to 

buy immediately. Think about how often a decision maker is ready to pull the trigger on a long-

term services agreement during the very first conversation. 

It’s pretty rare that anything big happens on the spot.  

So, you need a mechanism to stay in touch and build value over time. 

Ignoring lead generation is a huge oversight. It’s totally unrealistic and it’s just not the way that 

the decision-making process works for most identity management providers. Even worse? Your 

company may not even get the chance to explain itself. Why? 

REVAMP YOUR FUNNEL TO BE RELEVANT TO THE WAY THAT DECISION MAKERS 

RESEARCH AND PURCHASE IDENTITY MANAGEMENT 

According to the latest research, as much as 70% of the buyer’s journey and decision-making 

process is over before potential identity management clients are ready to reach out to your 

sales team. 

This represents a huge shift. Prospects have far more power than they used to. However, it also 

represents an opportunity. If an identity management provider can get in front of prospects 

well before that 70% point, it can really differentiate itself. The way to get in front of prospects 

is by using great content and context that generates highly-qualified, sales-ready leads. 

So, because of disruptive forces -- including mobile computing, search engines, social media, 

cloud computing, and selective consumption (where people have been trained to cherry-pick 

exactly the information where they want, when they want) -- if your website isn’t found in that 

first 70% of the sale process, it’s pretty much game over. Your company becomes invisible and 

irrelevant. Not a good place to be if revenue growth is a high priority! 
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MAKE IT ALL ABOUT THEM 
How do you get people -- especially qualified prospects that are in the market for identity 

management -- to trade their contact information for your content, so they can become leads 

for your company? 

Think about this for a moment: What is it going to take for someone to basically hand over the 

contents of their business card to your marketing and sales database? If this question is on your 

mind, as it should be, you’re in the right place. 

So, now that you’ve learned why you need to convert visitors into leads, let’s talk about how 

you’re going to generate those leads and what’s in it for them.  

Because in order to effectively generate highly-qualified leads from your website, the content 

that you’re offering can’t be focused on your needs. The premium content that you publish on 

your website must be all about their needs and their problems, not yours. 

PINPOINT WHEN SOMEONE IS READY TO TALK WITH SALES 

Unless someone is very far along in 

the buyer’s journey, no one wants 

to talk to a sales person -- except 

maybe their mom or dad. 

So, what do you do before then? 

How can you appeal to your 

website visitors who are qualified, 

but not yet ready to buy? 

The answer: To generate more 

leads on your website, you need to 

attract visitors with an offer that’s so amazingly irresistible, they can’t help but take you up on 

it.  

DEVELOP BUYER PERSONAS 

How do you know what’s irresistible? By researching buyer personas. 

A buyer persona is a semi-fictional representation of an ideal buyer of your identity 

management based on research, analysis, and educated speculation. 

Developing buyer personas is really all about gathering information on your clients and 

potential clients, then summarizing the commonalities, so you can draw some meaningful 
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conclusions on the kinds of people for whom you’re developing your content, products, and 

services. 

Buyer personas are usually built through surveys, analysis of search and social footprint, and 

individual persona interviews. 

After setting SMART goals (goals that are Specific, Measurable, Attainable, Relevant, and Time-

bound), creating buyer personas is the very next step in every well thought-out, full funnel, 

marketing and sales campaign. 

If you skip developing buyer personas 

or mess up your persona research, it 

can really hurt the effectiveness of 

everything you do with marketing, 

sales, product development, and 

services delivery going forward.  

Be very cautious of many low-cost 

digital marketing solutions out there 

that skip buyer persona research. 

Wow, does skipping buyer persona 

research doom your campaigns for 

failure! 

When marketing firms fail to conduct buyer persona research, they are basically saying that 

either: 

1. They don’t know how to do persona research. 

2. They’re willing to cut corners and hope no one notices. 

3. They think every client’s ideal buyers are identical. 

4. They don’t care if your company is differentiated enough to gain pricing power and 

improve its profit margins. 

Either way, it’s your results that will suffer if you don’t invest in ideal buyer personas. Don’t skip 

this step. 

When developing buyer personas for your identity management, you need to find out from the 

standpoint of one ideal buyer at a time: 

● What is their day like? 

● What problems do they have? 

● What are their goals? 
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● What could get them a career promotion? 

● What could get them fired? 

● What are they up worried about at 2 o’clock in the morning? 

● How do they research IT products and services, especially identity management? 

● Where do they hang out online? And offline? 

● What do they search for? 

CREATE IRRESISTIBLE OFFERS 

Once you know the commonalities and consensus about each of your ideal buyers, and these 

have been formalized into buyer persona documents, you’ll be in a much better position to 

create lead generation offers that address exactly what’s craved most by those described in 

your personas. 

This is the not-so-secret sauce for how you know -- not guess -- exactly what kinds of premium 

content offers will cause a given ideal buyer to convert from a website visitor to a qualified lead 

on one of your website landing pages and forms. 
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ACCELERATE THE SALES CYCLE 
So far, you’ve been introduced to the basics of converting website visitors into leads, as well as 

how to make your lead generation offers align with the shared goals, plans, and challenges of 

each ideal buyer persona. 

Now, let’s look at lead generation’s 

role in accelerating the sales cycle. 

Earlier on, we mentioned that 

website lead generation was critical 

because contracting for identity 

management is definitely not an 

impulse decision. It’s not like you’re 

walking into your local warehouse 

club and leaving 15 minutes later 

with a $99 SOHO wireless router. 

Identity management definitely has 

a considered sales process. To help 

you get your mind around the length 

and key milestones, as a starting 

point review the section earlier in this eBook on how to “Benchmark Your Average Sales Cycle 

Length.” 

Now bear in mind, lead generation is only half of the puzzle. The other part is lead nurturing, 

workflows, marketing automation, optimizing the sales funnel, and sales and marketing 

alignment.  

But for the sake of keeping things simple in this eBook, let’s look specifically at setting up the 

right foundation to use lead generation to accelerate the sales cycle. 

SEGMENT YOUR LEADS 

Now that we know the average sales cycle length (the number of days, weeks, months, or even 

years) that it can take a typical lead of yours to navigate the buyer’s journey for the first time, 

the question is, can the right content and context speed up your sales cycle, so more high-

value, long-term sales close sooner? Or more bluntly, so potential clients don’t go elsewhere 

for their identity management needs? 
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Remember, the reason you need lead generation in the first place is that without effective lead 

generation, your website will only be capable of interacting with those who are ready to buy, 

on the spot, on their very first visit.  

Here’s a simple analogy. Think about 

the last time you purchased or 

leased a car. What would’ve 

happened if when you entered the 

dealer’s showroom for the first time, 

the salesperson refused to talk with 

you because you didn’t have your 

checkbook out, ready to buy on the 

spot, on that first visit? 

Not exactly the way to build trust 

and a long-term relationship! 

So, there are two basic steps that 

can speed up the sales cycle. To 

close sales faster: 

1. Segment your leads in two ways: via buyer persona and buyer’s journey stage. 

2. Develop lead generation offers for each buyer persona and each buyer’s journey stage. 

DEVELOP THE RIGHT OFFERS FOR EACH STAGE OF THE BUYER’S JOURNEY 

To be really successful with lead generation that powers the full sales funnel, you have to be 

able to combine content with context.  

Here’s an example. Let’s say you’re planning a conference session on identity management at a 

popular event such as the European Identity & Cloud Conference (EIC), GartnerSEC, the Identity 

Management Conference in Amsterdam, Identity Summit, (ISC)2 Security Congress, or your own 

company’s own annual user conference.  

In order for that session to be well-attended, you need to know (a) who the conference session 

is for (for example, an experienced identity management decision maker or someone new to 

identity management) and (b) where that person is in their journey to acquire that skill. 
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So, to help ensure that the seats are all filled up for your conference session, you need to 

combine:  

(a) Content 

(b) Context 

What are the basic stages of the 

typical identity management 

buying process? (This is crucial 

because lead generation offers 

need to address context.) 

● Awareness 

● Consideration 

● Decision-making 

If you don’t address context, your 

website visitors will assume you 

aren’t listening and hit the back 

button. Not kidding! Context is 

critical. 
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OPTIMIZE YOUR LEAD GENERATION OFFERS FOR BUYER PERSONAS AND BUYER’S 

JOURNEY STAGE 

 

So, this is a pretty interesting diagram and a really important concept.  

We’re essentially looking at how to pick the right lead generation offer for where a lead is at in 

the identity management buyer’s journey. 

At the top of the sales funnel (on the left-hand side of the diagram), in the awareness stage, 

buyers are researching problems. During this part of the sales cycle, the lead generation offers 

that are usually most effective include white papers, eBooks (like this one), checklists, videos, 

and informational resource kits. 

During this second step of the buyer’s journey, the middle of the sales funnel -- also known as 

the consideration stage, your targeted decision makers look to establish their buying criteria. 
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What does that mean if you have no lead generation offers for buyers in the middle of the sales 

funnel? It’s like not showing up at all. Your company’s completely invisible and absent from the 

consideration set.  

So, if you need to use lead generation to accelerate the sales cycle, use tools like webinars, case 

studies, calculators, data sheets, and planning guides to help establish and strongly influence 

identity management buying 

criteria.  

Then, during the third part of the 

sales cycle, the bottom of the 

funnel -- also known as the 

decision-making stage of the 

buyer’s journey, your leads are 

evaluating vendors so that they 

can make their final purchase 

decisions. If you have persona-

specific lead generation offers for 

the bottom of the sales funnel 

leads, you’ll be in really good 

shape...definitely in the mix.  

If you don’t, no one’s going to look for you and no one’s going to find you. So, make sure that 

you take the time to build out lead generation offers for free trials, demos, needs assessments, 

and custom quote requests. 

The key is to develop the right lead generation offers to always keep your sales funnel filled. 

If you have a revenue gap -- meaning that you don’t have enough revenue to meet your goals -- 

it’s critical that you invest properly in the ideas introduced here: 

● Segment your leads by buyer persona and buyer’s journey stage 

● Develop lead generation offers for each buyer persona and buyer’s journey stage 
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CREATE REMARKABLE, PERSONA-DRIVEN PREMIUM CONTENT 
Part of buyer persona research involves uncovering the buyer’s journey (the path taken from 

lead to client). It’s kind of like 

“follow the yellow brick road” 

from the Wizard of Oz. 

Understanding the buyer’s 

journey helps you decide which 

kinds of premium content assets 

are most likely to move leads 

down through the sales funnel. 

Without this research, you’ll 

waste a ton of time and resources, 

and end up really frustrated. 

So again, each buyer persona 

requires its own set of highly-

customized lead generation offers. 

However, for most identity management providers, when you really look at common behaviors, 

goals, and pain points, there usually are only a handful of personas -- often just two or three. 

And again, each stage of the buyer’s journey requires its own set of lead generation offers.  

However, regardless of how many buyer personas are created for your identity management, 

there will be, in nearly all cases, only three main sections of the buyer’s journey: 

● Awareness 

● Consideration 

● Decision-making 

To get the best lead generation and sales acceleration results, you will need content for each 

buyer persona and each buyer’s journey stage. 

So let’s say, for example, you do extensive buyer persona research and uncover three ideal 

buyer personas: 

● Chris CIO 

● Dave IT Director 

● Frank CFO 
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You’ll end up with something like a tic-tac-toe board with nine boxes. Across the top row, you’ll 

see the three buyers’ journey stages. Down the left-hand column, you’ll see the names of the 

three ideal buyer personas. 

 

Now, your personas and their chosen names will vary. What always needs to be done is in each 

of the boxes, the cells in the worksheet, you need a lead generation offer -- at the intersection 

of the buyer’s journey stage and buyer persona. 

DIFFERENTIATE BETWEEN PREMIUM CONTENT AND NON-PREMIUM CONTENT 

Premium content powers lead generation. But what exactly is premium content and how does 

it differ from non-premium content? 
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Comparing premium content to 

non-premium content is kind of 

like comparing a fancy lobster 

dinner, in a fancy waterfront 

seafood restaurant, to a can of 

tuna fish in the grocery store. 

They’re both food. They both 

come from the ocean. But one has 

much higher perceived value, both 

in terms of the raw ingredients and 

the dining experience.  So, it 

commands a price that’s 10, 20, or 

maybe even 30 times higher. 

Premium content is content that’s 

so valuable to a particular persona that the reader is willing to “pay” for it with their contact 

information. 

Premium content is also sometimes called “gated” content because it’s locked up behind a 

landing page. 

And premium content -- that has a very high perceived value in the eye of the beholder, the 

buyer persona -- is also a big part of the secret sauce that converts targeted website visitors 

into leads. 

Some popular examples of premium 

content include: 

● White papers ‒ White 

papers are usually utilized in 

the awareness stage of the 

buyer’s journey. 

● Downloadable planning 

guides ‒ While 

downloadable guides are 

also typically an awareness 

stage premium content 

offer, the guide’s content 

and context may sometimes 

shift it into the consideration stage of the buyer’s journey. 
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● Webinars and on-demand webinar recordings ‒ Webinars are most often positioned as 

consideration stage premium content. However, it depends on the content and context. 

Webinars can sometimes also be excellent premium content to use in the awareness 

stage and decision-making stage of the buyer’s journey. 

● Needs assessment ‒ By the very nature of how labor intensive it is, and how it is 

delivered one-on-one, a needs assessment is universally considered a kind of offer that’s 

used in the decision-making stage of the buyer’s journey. 

CREATE NON-PREMIUM CONTENT TO DRIVE TRAFFIC 

Your non-premium content has to be remarkable too. It’s just a different kind of remarkable.  

Non-premium content is content that’s so remarkable to a particular persona that the person 

finishes reading with a burning 

desire to find out “what else” you 

have to read; for example, your 

Premium Content. 

Some popular examples of non-

premium content include:  

● Blog posts 

● Podcast episodes 

● YouTube channel 

● Twitter profile 

● Facebook business page 

● LinkedIn company page 

Non-premium content is often used 

to attract website visitors to premium content. So, even non-premium content still has to be 

awesome and remarkable. 
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TRADE VALUE WITH FORMS 
Forms are such a big part of commerce and pop culture, it’s no surprise that they play such a 

vital role with digital marketing and sales enablement. 

Lead generation forms usually reside on dedicated landing pages, but also often appear in 

shortened form within sidebars on blogs and websites. 

But there’s kind of a trade-off. 

With shorter forms, there’s less friction in the conversion process because a website visitor 

doesn’t have to click through to a landing page. But with fewer fields, you’re sacrificing lead 

qualification data because it’s awkward to ask for more than a few fields in a blog or website 

sidebar, even if the offer is simply awesome. 

Without forms, your website cannot collect leads. 

PINPOINT FOUR REASONS WHY YOUR DIGITAL MARKETING AND SALES FUNNEL 

MUST HAVE FORMS 

In the context of lead generation and landing pages, forms take on some very important roles: 

1. Forms collect visitor information. 

2. Forms add that information to a database (or via native integrations or application 

programming interfaces (APIs) to more than one database). 

3. Forms can trigger actions and workflows that send information automatically to 

website visitors. 

4. Forms are usually configured to transfer website visitors to a confirmation page, or 

thank you page, after they successfully complete and submit the form. 

OPTIMIZE YOUR FORMS WITH BEST PRACTICES 

Form best practices can have an enormous bearing on your lead generation success.  

With that in mind, what are some of the most important best practices for using forms to 

generate leads? 

1. Make the form’s headline text consistent with the call to action (CTA) text and landing 

page headline text. Consistency helps. Inconsistency hurts. 

2. Use an action verb in your headline. “Download the EBook” or “Attend the Webinar.” 

Make it crystal clear what action website visitors need to take. 
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3. Ask for enough 

data to properly 

qualify leads, but 

not so much to 

scare people away. 

Ask your sales and 

customer service 

teams which data is 

most helpful to 

figure out whether 

a lead is qualified 

and likely to be a 

good fit long term 

as a client. If you 

personally are both 

sales and customer 

service, in other words, you wear both hats, check your support ticket database or 

customer relationship management (CRM) system reports. 

4. Decide on required vs. optional fields. It’s expensive to maintain a database of the right 

decision makers. So don’t settle for half-baked contact records cluttering up your 

database. 

5. Link to your privacy policy. It’s a sign of the times. People are incredibly anxious about 

what companies do with their data. This one little step though shows your website 

visitors that you care...in theory at least. And Google wants to see a link to your Privacy 

Policy too, as do most trustmark providers. 

6. Use drop-down lists, radio buttons, and checkboxes to capture structured data for your 

marketing automation and lead scoring needs. Without this, you wouldn’t believe how 

many creative ways there are for website visitors to come up with ever-so-slight 

variations of responses that totally mess up your segmentation and metrics. 

7. Change the default text on the “Submit” button to be consistent with the form 

headline. The form’s button text should be consistent with the action verb in the landing 

page headline and action verb in the form headline. For example “Download the EBook” 

or “Attend the Webinar” rather than just “Submit.” Bear in mind that no one really 

wants to “Submit” -- as the word itself has negative connotations. 

8. Consider your buyer persona’s current and future needs when planning fields. Think 

ahead about what you need to segment your database and personalize your efforts to 

accelerate the sales cycle. 
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9. Decide which fields only need to be asked once if you’re using progressive profiling. For 

example, if you ask what your business model is, or how many employees work at your 

company, your leads shouldn’t have to answer the same questions more than once with 

good software. 

10. Use the buyer’s journey stage (Awareness, Consideration, or Decision Making) to decide 

what kinds of data to gather. The general rule of thumb: Early on in the buyer’s journey, 

use fewer fields and be less intrusive. Later on: As the perceived value of your offers 

increase, ask more questions as you’ve got to know how qualified and sales-ready leads 

really are to avoid wasting time and resources. 

Now, just a cautionary note. Forms should usually be built before landing pages because forms 

get inserted into landing pages. A landing page doesn’t have much value without a form.  
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BUILD EFFICIENT LANDING PAGES FOR EACH PERSONA AND 

BUYER’S JOURNEY STAGE 
Landing pages are like 24/7 employees that once set up properly, sit there days, nights, 

weekends, and even holidays -- 

and collect your leads. No 

vacation days. No national 

holidays. No sick days. No office 

politics. No friction with co-

workers. 

Even for identity management 

providers that only do business in 

one country, it’s shocking how 

many leads come in after hours. 

Seriously, check your metrics on 

this. 

SEE HOW LANDING PAGES CAN BE A VERY POWERFUL SUPPLEMENT TO YOUR 

SALES TEAM 

A new landing page needs to be created for each and every premium content offer.  

Often, you’ll even want more than one landing page for each premium content offer if you’re 

A/B split testing or personalizing certain kinds of landing pages by buyer persona. 

In the same way that well-trained sales professionals know to personalize the conversation to 

the buyer persona and where a lead is in your buyer’s journey, by having different premium 

content and landing pages for each buyer persona, as well as each stage of the buyer’s journey, 

you can be sure that your hardest working 24/7 landing pages deliver a highly-relevant 

experience to each website visitor, lead, and client. 

FIND OUT HOW DIFFERENT KINDS OF LANDING PAGES, MAPPED TO THE THREE 

STAGES OF THE BUYER’S JOURNEY, FEED DIFFERENT PARTS OF THE SALES FUNNEL 

Now, different kinds of premium content and different kinds of landing pages need to be built 

depending on where a particular lead is in relation to your sales funnel. 

For example, a newsletter subscription landing page would usually be created as a top of the 

funnel offer for those currently researching problems. 
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White paper download landing pages are another popular option for the awareness stage of 

the buyer’s journey, early on in the 

sales process, at the top of the 

sales funnel. 

Now, moving more to the middle 

of the sales funnel, the 

consideration stage of the buyer’s 

journey, where decision makers 

are establishing their buying 

criteria, you’ll often find something 

like a webinar registration landing 

page. 

While the subject matter (content) 

and buyer’s journey targeting 

(context) can vary quite a bit with 

webinars, webinars are most often used as a sales cycle accelerant. Why? Because webinars 

demand more of a time commitment -- often one hour -- and help to simultaneously educate 

and build trust. 

Towards the bottom of the sales funnel, at the end of the sales cycle, in the decision-making 

stage of the buyer’s journey, you’ll often find a landing page offering some kind of free 

consultation or free needs 

assessment.  

If your identity management 

business is relatively new to lead 

generation best practices, and you 

only have one or two landing pages 

on your website, there’s a pretty 

good chance you have some way 

for sales-ready leads to raise their 

hands. 

But often, with under-developed 

websites, this particular page or 

two is the only place where a website visitor can convert to a lead -- again as mentioned earlier 

in this eBook, ignoring the overwhelming majority of website visitors who are a good fit for 

your identity management solutions, but simply aren’t ready for a sales conversation today. 
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OPTIMIZE YOUR LANDING PAGES FOR BEST PRACTICES 

Again, just as with forms, there are a number of really basic, but really important landing page 

best practices to optimize: 

● Use a clear, benefits-focused headline.  

● Introduce your value proposition. Keep the features locked away. Discuss benefits only. 

● Use bullet points. People can’t process full paragraphs. Everyone skims. 

● Add a form with four to eight fields. Think Goldilocks. You want your top of the sales 

funnel leads to be not too cold, not too hot. Just right. 

● Use white space. It gives your message a little breathing room.  

● Keep everything above the fold, at least on a laptop or desktop, if you’re to have any 

chance on mobile devices.  

● Say “no” to the navigation menu and “no” to extraneous links. Keep the visitor’s 

attention focused on the single goal at hand on this one landing page.   

● Use a related image to make your premium content offer more tangible. Most of the 

time, for premium content, this can be a cover page or title slide, or an author’s photo.  

● Redirect automatically to the confirmation page following successful form completion 

and submission. 

● Deliver the promised offer automatically by email. 
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EVALUATE LANDING PAGE METRICS AND PERFORMANCE 

So kind of like professional sports, everything with digital marketing, website lead generation, 

and sales enablement is 100% data 

driven. Metrics rule. 

That’s personally why SP Home 

Run loves full-funnel, persona-

centric Inbound marketing, and 

Inbound sales, and why you should 

too. And it’s also why we despise 

other forms of unaccountable 

marketing that depend on hunches 

and the HIPPO -- the Highest Paid 

Person’s Opinion.  How do you 

judge the performance of your 

landing pages? 

Conversion rate percentage is kind 

of like the batting average in baseball. They’re both very pervasive, easy to understand 

numbers.  

The conversion rate of a landing page is the number of website visitors who completed a form 

and became a lead, compared to the number of website visitors who saw that landing page. 

For example, if 25 website visitors complete a form on a landing page and become leads, 

compared to 100 website visitors who saw the form on that landing page, the conversion rate 

of that landing page is 25% (25 form submissions divided by 100 website visitors who saw the 

form on that landing page). 

While landing page conversion rates are not the be-all and end-all of digital marketing and 

website lead generation, landing page conversion rates should be monitored weekly. 

What’s a “good” conversion rate? It depends greatly on the buyer persona and where that 

buyer is within the buyer’s journey. 

When discussing landing page performance and metrics, many often wonder just how many 

landing pages you actually need. 

At a minimum, you need to cover your buyer personas and each stage of the buyer’s journey.  
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Bear in mind that companies with 40 or more landing pages get 12 times more leads, compared 

to those with only 1 to 5 landing 

pages (Source: HubSpot State of 

Inbound Marketing Report).  

Let that sink in for a moment. If 

your identity management 

website currently has, for 

example, just two landing pages 

and you’re averaging 10 leads per 

month, by increasing your landing 

pages from two to at least 40, 

your lead volume may go up as 

much as 12x or up to 120 leads 

per month.  

What would that increase in 

marketing qualified leads do to your annual revenue? To really scale up your full-funnel digital 

marketing and website lead generation, you need to be aware of key lead generation tipping 

points like this. 

BEWARE OF THE HIPPO  

It’s very important that you don’t let the HIPPO’s personal use of and personal feelings about 

mobile, search, or social impair your judgment about how to best reach your ideal buyer 

personas. 

For example, while your CEO may 

not be a big fan of, or user of 

LinkedIn, nevertheless, if LinkedIn 

is a dominant channel for a 

particular buyer persona that 

you’re trying to reach, your 

marketing and sales teams simply 

must be growing their reach on 

LinkedIn and sharing remarkable 

content on LinkedIn. 
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REMEMBER THAT YOU ARE NOT YOUR TARGET MARKET 

If you have any school-aged children, grandchildren, nieces or 

nephews, you may recall a popular animated children’s movie a 

few years back with a very relatable pro-environment 

conversationalist storyline: Dr. Seuss’ The Lorax. As with many 

similar movies, the producers attracted high profile actors 

including Danny DeVito, Ed Helms, Zac Efron, and Betty White -- 

as well as pop music star Taylor Swift. 

In the main storyline, the Once-ler character played by Ed 

Helms (best known for his roles as Andy Bernard in The Office 

sitcom and dentist Stuart Price in The Hangover movies) 

develops this product called the Thneed -- harvested from trees 

-- that he believes is a revolutionary new product with dozens 

of uses. The Lorax, played by Danny DeVito, as guardian of the 

forest, is both adamantly against the harvesting of the trees and believes no one will buy a 

Thneed. 

After hearing Helms’ planned sales pitch for the Thneed, DeVito fires back “But nobody is going 

to buy that thing.” 

Helm’s sarcastic response is, “Good to know.” And then he adds, “Well, fortunately, you are 

not the target market, weirdo.” 

It turns out that the Lorax was right. The Once-ler’s sales pitch for the Thneed was completely 

rejected. He was publicly ridiculed and even had tomatoes hurled at him on the gazebo stage in 

the center of town. But like many product innovators, the Once-ler tried again. And he was 

rejected again. 

And just when the Once-ler gives up on the Thneed and concedes that the Lorax was right, a 

mob of hundreds of buyers shows up at his door, chanting the song in unison, “Everybody 

Needs a Thneed,” showering the Once-ler with money and advanced orders for the Thneed. 

It turned out that the Once-ler knew its buyer persona much better than the Lorax’s wishful 

thinking. Millions of Thneeds are sold. The Once-ler and his hillbilly family become filthy rich. 

The forest is completed ravaged and environmental apocalypse sets in. 

If you haven’t seen Dr. Seuss’ The Lorax, it’s a cute little film -- even if there’s no one in the 

room with you under 12. 
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ADVANCE THE SALES PROCESS WITH THANK YOU PAGES AND 

CONFIRMATION EMAILS 
Next up, let’s look at how thank you pages and email confirmation messages support your lead 

generation efforts and how they can advance and accelerate your sales process. 

OPTIMIZE YOUR THANK YOU PAGES FOR BEST PRACTICES THAT ADVANCE LEADS 

ALONG THE BUYER’S JOURNEY 

After a website visitor completes a form on a landing page and clicks the button, that visitor is 

redirected to a “thank you” page -- also sometimes called a confirmation page. Whether you 

realize this is happening or not, you probably participate in something like this, at least, a few 

times every month. And you definitely reached a thank you page when you signed up to get 

access to this eBook. 

So in the case of this eBook’s landing page and form, when you click the button at the bottom 

of the form for “Download Free EBook Now,” your visitor session is redirected from the landing 

page to the corresponding thank you page. What’s the job of a thank you page? 

A thank you page: 

● Follows up with new leads 

● Makes good on the landing page promise 

● Manages expectations about what’s coming next 

● Recommends the next logical CTA, further along in the buyer’s journey -- further down 

the sales funnel 

In other words, when done well, 

thank you pages accomplish a lot! 

Just like landing pages, thank you 

pages are business assets that work 

for you 24/7.  

Think about how many marketing or 

sales professionals that your 

company employs who are able to 

convert strangers into visitors, and 

visitors into leads 24 hours a day, 7 

days a week. No paid holidays. No 

vacation days. No time off needed for being under the weather. 
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Think about how many marketing or sales professionals that your company employs who are 

able to take newly generated leads and immediately, 24 hours a day, 7 days a week, start 

providing new leads with (a) the promised offer and (b) suggested next steps to accelerate 

them along the buyer’s journey -- to being sales-ready faster. 

And that word asset is very important. Creating content for digital marketing, website lead 

generation, and Inbound marketing, in general, is not an expense. It’s asset building that can 

pay dividends literally for years.  

Did you know, for example, that with SP Home Run’s own campaigns and many of our clients, 

often as much as 60% to 80% of leads generated in a given month come from content that was 

not created that month? 

This is the argument for making sure that your content strategy centers around relatively 

evergreen topics. 

But this long-term asset value is a very different mindset than Google AdWords advertising, or a 

magazine ad, or a trade show 

booth, or a postcard mailing -- 

where as soon as you stop paying 

to interrupt people, the visitors 

stop arriving. 

SP Home Run, for example, has 

very simple YouTube videos 

created over five years ago, that 

probably took three to four hours 

each to create, that are still 

generating leads pretty much every 

single month, several years later.  

If your business values long-term 

clients and long-term referral 

sources, this kind of Inbound 

marketing is a great approach. 

OPTIMIZE YOUR CONFIRMATION EMAILS TO MIRROR THE VALUE OF YOUR THANK 

YOU PAGES 

An email confirmation message delivers largely the same information as the thank you page, 

except it goes directly to the email inbox for longer-lasting value. 
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An email confirmation should come from a real person and allow for a two-way dialog. 

Don’t use noreply@ or info@. While some digital marketers used to do this many years ago, 

savvy marketers stopped hiding behind email aliases for a bunch of reasons. Why?  

For starters, it hurts email deliverability and pretty much kills your chances for a two-way dialog 

with recipients. 

An email confirmation message should follow all of the standard email marketing best practices 

including CAN-SPAM compliance. 

What goes into a successful email confirmation message following a lead generation form 

submission? 

● A personalized greeting ‒ Since you’re asking a lead for his or her first name, don’t drop 

the ball. Be sure to use personalization with a merge field to open the email with “Hi 

Bob,” “Hi Susan” or if you have a blank first name, “Hi There.” 

● An above the fold image ‒ The latest research indicates that human beings can process 

images 60,000 times faster than text. So, even if only a small percentage of your email 

recipients have images displayed by default in the email inboxes, this is still a very 

powerful best practice. 

● Multiple clickable links with CTAs ‒ Readers skim. So make it easy for readers to take 

the next step with your email by including at least three opportunities to click through -- 

typically at the beginning, middle, and end of the email. Also, include an action verb in 

as many of the links as possible -- the minimum price of entry for a CTA to be considered 

actionable. 

● Bullet points for skimmers ‒ Even a short 200-word email message may be too long for 

your readers. So include bullet points to appeal to both the readers, who’ll hang on your 

every word and the skimmers, who will make a decision on your email message in just a 

few seconds. Even better, bold the first few words of each bullet point for even greater 

impact. 

● Social sharing icons that promote the landing page with a message of encouragement  

‒ Even if only a small percentage of your ideal buyer persona is active on one or more 

social media channels, as little as two or three readers out of 100, or out of a 1,000, can 

be all it takes for your email’s message to spread like wildfire on social media. Make it 

easy for your strongest supporters to tell their friends via email, LinkedIn, Twitter, 

Facebook, or Google+. 
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BUILD CTAS THAT GET VISITORS TO YOUR LEAD GENERATION 

ASSETS 
So far, you’ve been introduced to how and why you need to convert website visitors into leads. 

You’ve heard why you must create content that’s all about their needs, not yours -- especially 

in the early awareness stage of the buyer’s journey. 

You’ve seen how segmentation by buyer persona and buyer’s journey stage is critical for 

accelerating your sales cycle -- so qualified leads turn into sales opportunities faster. 

You’ve learned the key differences between premium content and non-premium content and 

why each is critical for your website lead generation. 

And you’ve gained a basic understanding of how forms, landing pages, and confirmation pages 

work. 

What’s next? 

Once you’ve built out the basics of a conversion path with remarkable content for a given buyer 

persona, our next goal becomes how to get more qualified visitors to your highest performing 

landing pages for that persona. 

The CTA is the key piece of the 

puzzle and the final part of 

building an efficient and effective 

website lead generation system 

and conversion path. 

A CTA is usually a graphical 

button or text link that sends 

website visitors to a particular 

landing page. 

Even if you didn’t know it was 

called a CTA, there’s a pretty good 

chance you’ve seen them all 

around the web -- at least on 

websites where lead generation and sales cycle acceleration are a priority. 

To meet the strict definition of a CTA, it really should have an action verb. 
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Download the Free EBook. Watch the Webinar Recording. Schedule a Demo. Request a Needs 

Assessment. 

But many CTAs can do very nicely even without an action verb...usually because they contain a 

hyper-relevant, attractive cover image or title slide making something intangible seem more 

concrete. 

LEARN HOW TO USE CTAS TO GET MORE WEBSITE VISITORS TO YOUR MOST 

EFFECTIVE LANDING PAGES 

For a simple conversion path, here are the most common tried-and-true steps for a top of the 

sales funnel, awareness stage premium content offer -- such as an eBook, white paper, or 

planning eBook: 

1. CTA ‒ Placed in a contextually appropriate place on your website, the CTA takes the 

website visitor to the landing page for the lead generation offer that’s promoted in the 

CTA. 

2. Landing page ‒ A landing page is a specialized page whose entire purpose is to convert 

website visitors into leads. It does this by offering an extremely attractive value 

proposition, in the eyes of a particular buyer persona, at a particular stage of the buyer’s 

journey. 

3. Form ‒ A landing page is basically worthless without a form. And forms have limited 

value without landing pages. So, 

these two lead generation assets 

are kind of like peanut butter and 

jelly. Although on some identity 

management websites, you’ll find 

forms with varying degrees of 

effectiveness on other website 

pages -- not landing pages -- and in 

sidebars. When designed properly, 

your website visitors enter their 

“business card” information into 

landing page forms, to trade for 

the offers that are gated up on the 

other side of the landing pages (on 

the confirmation pages). With well-

designed forms and high perceived 

value offers, you should be able to 
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immediately distinguish qualified leads from non-qualified leads. 

4. Thank you page (also known as a confirmation page) ‒ Once a lead converts on the 

landing page and form, the lead ends up on the thank you page where the premium 

content is either delivered, or expectations managed, and the next logical step in the 

buyer’s journey is recommended. 

5. Thank you email (also known as a confirmation email) ‒ Essentially reinforcing the 

same information as the thank you page, the thank you email usually arrives a few 

moments later in your lead’s email inbox, providing a more permanent reminder of how 

to access the premium content and continue moving forward on the buyer’s journey. 

Remember, don’t try to do too much with any one asset. A CTA has a very simple purpose: to 

get the right website visitors to the right landing pages, at the right time. It’s kind of similar to 

the subject line of an email message. 

Or quantitatively (because metrics rule): The CTA’s role is to generate a high click-through rate 

(CTR percentage) and a high landing page conversion rate (CR percentage) among targeted 

website visitors who belong to a given buyer persona and buyer’s journey stage. 

Think about it: If a CTA has a high click-through rate, but the landing page can’t convert, what 

good is that CTA?  

And if the landing page has an awesome conversion rate, but nobody gets to the page to scale 

the volume, what good is that landing page? 

So, the key is that both the CTA and landing page have to work together in tandem. 
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UNDERSTAND WHERE ELSE TO PLACE CALLS TO ACTION 

Besides appearing as a button, CTAs commonly appear in: 

● Email marketing 

● Social media status updates 

● News releases 

● Videos 

● Blog posts 

● Podcasts 

When digital marketing and website lead generation is properly implemented, you’ll see CTAs 

just about everywhere. And your company’s website and related channels need CTAs just about 

everywhere too. 

PINPOINT WHAT MUST BE CREATED BEFORE YOU CAN BUILD AND TEST AN 

EFFECTIVE CALL TO ACTION 

A CTA is often one of the first things a website visitor -- basically a potential lead -- sees on your 

website. 

Many who teach about lead generation and building conversion paths tend to talk about CTAs 

first. But that approach, while it makes sense from the standpoint of your website visitors, is 

backward from the standpoint of those building and optimizing your website’s various 

conversion paths. 

For building an effective conversion path, this is the order that needs to be followed: 

1. Start with a premium content offer that’s created specifically for a buyer persona and 

buyer’s journey stage (essentially a sales cycle stage). 

2. Deliver that premium content offer on a thank you page and in a confirmation email. 

3. Design a form whose number of fields -- and ability to qualify leads -- is proportional 

to the perceived value of the premium content. In other words, other things being 

equal, you’re “entitled” to ask more questions on a form for a 20-page eBook than for a 

one-page downloadable checklist. The form handles the mechanics of lead generation. 

4. Create a landing page -- that embeds the form -- and uses persona-driven copywriting 

to convert website visitors into highly-motivated visitors eager to complete the form. 

The copywriting on the landing page sells the value of filling out the form. 

5. Build a very simple, action-oriented CTA that links to the landing page ‒ At a loss for 

what text to place in your CTA? Just repeat what’s in the landing page headline. The 

more consistent your conversion path is -- from CTA to landing page, from landing page 
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to form, from form submission to thank you page -- the better your results, other things 

being equal. 

OPTIMIZE YOUR CALLS TO ACTION WITH INDUSTRY BEST PRACTICES 

Throughout this eBook, we’ve looked at simple, but essential best practices to follow when 

creating effective and efficient conversion paths to drive your company’s lead generation 

campaigns. What are the most important best practices for CTAs? 

● Use an action verb whenever possible. Note how most bullet points in this eBook -- and 

the outline of this eBook as a whole -- use action verbs and parallel structure. 

● Include the same keyword phrase that’s found throughout the destination landing 

page. Remember, consistency helps conversions. Inconsistency hurts conversion rates. 

● Select a contrasting color so that the CTA stands out visually. 

● Keep most CTAs above the fold. The notable exception? Include a targeted CTA after 

each blog post. To get the most mileage out of your CTAs following blog posts, make 

sure that the offer featured in the CTA is very closely related to the topic of the blog 

post. 
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MEASURE RESULTS AND ITERATE 
In the final section of this eBook, we’re going to very briefly point out some of the key metrics 

that you need to pay attention to with website lead generation. 

ANALYZE THE THREE MOST IMPORTANT HIGH-LEVEL METRICS 

Which metrics matter most when it comes to generating more leads from your website? 

1. Visits 

2. Contacts (also called leads) 

3. Clients  

 

So first, keep track of how many 

unique website visitors arrive 

each month. 

Then, look at how many of those 

unique website visitors convert 

into contacts (also known as 

leads).  

Depending on the perceived 

value of the premium content 

offered on the landing page, in 

many cases we can include 

enough form fields, also known 

as contact properties, to 

automatically segment between 

leads and marketing qualified leads (MQLs). 

And we’re particularly interested at this point in first-time conversions, rather than 

reconversions. Now reconversions -- website visitors who return and fill out another form on 

your website -- can also be a very powerful metric to watch. 

But reconversions are beyond the scope of this eBook and have more to do with closing leads 

into sales with paying clients.  

For the purpose of this eBook on lead generation best practices, we’re really just focusing on 

the initial lead conversions that transform first-time website visitors into leads.  
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And the final metric that you need to keep tabs on is the number of leads that close into paying 

clients.  

SLICE AND DICE YOUR DATA FURTHER TO GET MORE PRECISE GUIDANCE ON THE 

EFFECTIVENESS OF DIFFERENT CHANNELS 

After you have a good handle on the quantity of visits, contacts, and clients generated in a 

given time period -- such as a 

month -- look at the sources of 

visits, sources of contacts (again, 

also known as leads), and sources 

of clients. 

And when you do that, be sure to 

split out the sources by: 

● Organic search 

● Referrals 

● Social media 

● Email marketing 

● Paid search 

● Direct traffic 

IMPLEMENT CLOSED LOOP REPORTING 

One final metric and concept that’s extremely important to pay attention to is the idea of 

Closed Loop Marketing -- which is the ability to know which sources of website visitors 

ultimately monetized into paying clients.  

It’s named “closed loop” because it’s closing the knowledge-gap loop between sales and 

marketing.  

Closed loop marketing helps set the stage for more productive sales and marketing alignment 

(also known as “Smarketing”). 

Often the key missing piece of the puzzle, for effective sales and marketing, alignment isn’t just 

about better communications or working towards common goals or quotas.  

To be successful, closed loop reporting almost always requires that your marketing software 

platform is fully integrated with your CRM system. 
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THE BOTTOM LINE ON IDENTITY MANAGEMENT LEAD GENERATION 
In this eBook, you’ve been introduced to nine major areas that must be addressed if you’re 

counting on your website to generate highly-qualified leads at scale. 

If you’re like most identity management executives, you face a variety of challenges – including 

market competition, compliance reporting, the consumerization of IT, maintaining rapid 

revenue growth, creating awareness in IT environments where identity management often 

doesn’t have a natural home, expectations for immediacy, employee turnover, the Internet of 

Things (IOT), mobile devices, integration hurdles, and executive sponsorship. 

You’re also likely focused on leading your company’s operations, accelerating revenue growth, 

identifying new market opportunities, spearheading long-term market strategy, chiming in on 

product development and product management, as well as finding new ways to drive value. 

Solving many of these revenue growth challenges often begins with effective lead generation – 

to reach the right influencers and decision makers, in the right context, at the right moment.  

However, with 70% of the buyer’s journey over before potential clients are ready to engage 

with you and your sales team, it’s critical to make sure that your identity management brand is 

getting found in those early stage searches by the right decision makers, and in the right 

context, so you can establish trusted advisor status, and generate highly-qualified leads. 

SCHEDULE YOUR FREE IDM REVENUE GROWTH ASSESSMENT 
Growth doesn't happen by accident. You need goals and a plan. Take the next step and find out 

how your current website and identity management revenue growth strategy stacks up against 

the competition and industry best practices. Designed for IDM CEOs, sales directors, business 

development directors, and CMOs, you’ll  

 Learn how to improve your IDM marketing and sales results 

 Understand what’s working best for other IDM and IAM companies 

 Pinpoint some of the biggest gaps that are holding back your growth rate 

 Develop an action plan for concrete next steps 

Schedule Your Free Identity Management Revenue Growth Assessment now at 

IDMRevenue.com 
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