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STRATEGY FOR LEAD GEN + ROI
1. Share Good News

a. Content Strategy

i. Ideal Customer Profile
ii. Content + Editorial Calendar

b. Public Relations

c. Analyst Relations

d. Deliverables
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SUPPLY CHAIN EXPERTISE

Full-service outsourced PR, marketing 
and sales team.
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Tenured Supply Chain Specialists

Will Haraway: PR + Content

Kara Brown: Tech + Measurement

Team of 30 FTEs



SUPPLY CHAIN EXPERTISE
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Kara Brown Chief Executive Officer

Brown was one of the first employees at Echo Global Logistics which grew quickly in 
three years and her name is on the company’s 2009 IPO press release [NYSE: ECHO]. In 
2017 after a successful corporate career including SEKO Logistics, OHL (now Geodis), 
and Rubicon Global, she partnered with Will Haraway, another industry veteran, to start 
LeadCoverage. Brown is also an active force in empowering women leaders. She is on 
the board of the Entrepreneur's Organization Atlanta chapter, LaunchPad2x, and 
co-founded CloseHer, a community for women in sales.

Will Haraway Chief Content Officer

He has 20 years of executive experience in B2B Technology Marketing. Will is a certified 
analyst relations practitioner by the Knowledge Capital Group and has helped 
companies including Manhattan Associates, Aptos, BluJay, Everstream Analytics, and 
Rubicon Global improve their brand reputations with marketing results that help 
increase sales. 
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SUPPLY CHAIN EXPERTISE



“SPEED TO MARKET” LEAD GENERATION
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PHASE 1
(Branding)

Industry-wide long-term 
awareness

PHASE 2                       
(Demand Generation)

Turn passive interest prospects into active 
prospects

PHASE 3
(Lead Generation)

Build and deliver strategic content 
that nurtures brand-aware prospects

Tactics:

● Cohesive Messaging

● Thought Leadership

● Events

● Social Media Presence

● Public Relations

● Analyst Relations

Measurement: Share of Voice, 
Website metrics

Tactics:

● List segmentation per product/ICP

● Identify + acquire TAM per campaign

● “Low hanging fruit” 
re-engage/cross-sell/up-sell

● Content calendar + quarterly 
development

● Landing-page strategy development

● Paid media (Google, Social) 
brand-focused

Measurement: Lead to MQL delta, CPC, 
re-engagement

Tactics: 

● Lead pipeline development

● List segmentation per product/ICP

● Identify/acquire TAM per campaign

● ABM “light” approach

● Hyper specific content + multichannel 
delivery

● Landing-page specific per campaign

● Follow up + set meetings

● Paid media (Google, Social) lead-gen 
focused

Measurement: MQL to SQL, SQL to 
close, CPC, attribution



SHARE GOOD NEWS
(Branding)

● Content + Ideal Client Profile

● Public Relations & Media Buy

● Social Conversion

TRACK INTEREST    
(Demand Generation)

● CRM: Prospecting & Tracking

● Email: Marketing & Automation

● Research & Measure

FOLLOW UP
(Lead Generation)

● SDR Dials

● Connect + Sell

● Reporting + Forecasting
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LEAD GENERATION FORMULA



THREE FUNNELS
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● PPC (Google)

● Intent Paid (Terminus)

● Intent Enterprise (Demand Base + 
6Sense)

● Website (Analytics + Forms + CTA)

● Data Tools (Zoominfo + SalesIntel)

● Cold Email (Woodpecker + 
Lavender)

● Email (HubSpot + Marketo + Pardot)

● Content Marketing

● Microsites

● Webinars

● Data Append (Clearbit)

● Psychographics (CrystalKnows)

● ABM (HubSpot)

● Sequences (Outreach + SalesLoft) 

● Paid Retargeting (Social + PPC)

● Closing + Contracting

● Up Sell

● Cross Sell + Resell

● Customer Success

● Revenue Operations

● KPI “Source of Truth” 

PROSPECT NURTURE CUSTOMER



SHARE GOOD 
NEWS

Chapter 1



Donald Miller | Building a StoryBrand

“Pretty websites don’t sell 
things. Words sell things.”

Weizhen Tan
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IDEAL CUSTOMER: PROFILE + CONTENT

1. Hero: ICP

2. Internal/External Problem

3. Guide: Empathy/Authority

4. Philosophical Problem

5. The Plan

6. Call to Action

7. Ends in Success or Failure
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Donald Miller: Building a Storybrand

1.  A CHARACTER

3.  MEETS A GUIDE

2.  WITH A PROBLEM

4.  WHO GIVES 
THEM A PLAN

5.  AND CALLS THEM 
TO ACTION 6.  SUCCESS

THAT RESULTS IN…

7.  FAILURE



CONTENT PLANNING
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Sample Editorial Calendar Sample Editorial Calendar

We don’t scramble for content. 
WE MAP YOUR FULL YEAR



Industry-specific commentary 

Reposting PR content 

Longer form commentary on role and world 
events

Reposting lead generation company events

Highlighting webinars and/or trade show 
appearances.

EXEC THOUGHT LEADERSHIP
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Our team executes roughly 10 LinkedIn 
posts a month per executive (roughly 
2/week) that cover a mixture of: 



SAMPLE 2022 CONTENT PLAN
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Lead Gen

Q1 2022 Q2 2022 Q3 2022 Q4 2022

Jan 2022 Feb 2022 Mar 2022 Apr 2022 May 2022 Jun 2022 Jul 2022 Aug 2022 Sep 2022 Oct 2022 Nov 2022 Dec 2022

Paid Ads Prospect Ads Prospect Ads Prospect Ads Prospect Ads Prospect Ads Prospect Ads Prospect Ads Prospect Ads Prospect Ads Prospect Ads Prospect Ads Prospect Ads

Vendor Ads Vendor Ads Vendor Ads Vendor Ads Vendor Ads Vendor Ads Vendor Ads Vendor Ads Vendor Ads Vendor Ads Vendor Ads Vendor Ads

PR + Bylines
Byline Byline Byline Byline Byline Byline

Email 
Prospect

Modex Pre 
Show Carrier FreighWaves FreightWaves Carrier Prospects Peak Peak Tech 2023 Planning Carrier

Index
Monthly Monthly Monthly Monthly Monthly Monthly Monthly Monthly Monthly Monthly Monthly Monthly

Account-Based 
Strategy Five Below

Bed Bath & 
Beyond Foot Locker

Husqvarna 
Group Icon H&F

Inteplast/Minig
rip

Lifetime 
Brands MTD Products NFI Global Peloton Ross Stores Rooms To Go

ABM x2 ABM x2 ABM x2 ABM x2 ABM x2 ABM x2 ABM x2 ABM x2 ABM x2 ABM x2 ABM x2 ABM x2

LinkedIn Organic
2x Leadership 2x Leadership 2x Leadership 2x Leadership 2x Leadership 2x Leadership

2x 
Leadership 2x Leadership 2x Leadership 2x Leadership 2x Leadership 2x Leadership

Campaign Posts
Campaign 
Posts Campaign Posts Campaign Posts Campaign Posts

Campaign 
Posts

Campaign 
Posts

Campaign 
Posts Campaign Posts

Campaign 
Posts

Campaign 
Posts Campaign Posts

Trade Shows 
Sequence

Modex
FreightWaves 
Invite Blast

FreightWaves 
Event

Tradeshow 
Connect Invite Blast EDGE

Supply Chain 
USA

Tradeshow 
Connect

Email +LP 
+Social Email +Social Email +SDR

Email +LP 
+Social Email +Social Email +Social Email +SDR

Lead Nurturing

Chinese New 
Year / Power 
Crisis / Covid?

Chinese New 
Year / Power 
Crisis / Covid?

2022 Forecasting 
- Index Content Tour/Flexible Tour

Current 
supply chain 
events?

Current supply 
chain events?

Digital Drayage 
App new 
features Peak Planning Peak Planning Peak Planning

Existing 
Customer 
Outreach

Existing 
Customer 
Outreach

Existing Customer 
Outreach

Existing 
Customer 
Outreach

Existing 
Customer 
Outreach

Existing 
Customer 
Outreach

Existing 
Customer 
Outreach

Existing 
Customer 
Outreach

Existing 
Customer 
Outreach

Existing 
Customer 
Outreach

Existing 
Customer 
Outreach

Existing 
Customer 
Outreach

https://www.modexshow.com/
https://live.freightwaves.com/
https://live.freightwaves.com/


EXECUTIVE THOUGHT LEADERSHIP: DEEP BENCH
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AUG 2020 - AUG 2021: DEEP BENCH
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THOUGHT LEADERSHIP: DEEP BENCH
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PUBLIC RELATIONS MEASUREMENT
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Mention Analytics

Notable Mentions: WSJ Logistics Report, NBC Bay Area, TD Ameritrade, FreightWaves, CSCMP Supply 
Chain Quarterly, Morningstar.com, SupplyChainBrain, Transport Dive, Quartz, Multichannel Merchant

Total Online News Audience:
126, 086,609

Total Online News Publicity:
USD $223,039



THOUGHT LEADERSHIP



ANALYST RELATIONS = LEAD GEN
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Play to your strengths: leverage your 
(highly visible & very expensive)
Analyst Relations program for 
Lead Gen results

“Gartner Predicts 2021” report
Press Release
Drives to Landing Page
Form Fill to access Gartner Predicts Report
Captures Prospects/Buying Signals



ANALYST RELATIONS = LEAD GEN
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TRACK 
INTEREST

Chapter 2



STRATEGY FOR LEAD GEN + ROI
2. Track Interest

a. Know Your TAM

b. Ideal Customer Profile

c. Customer Lifecycle Management

d. HubSpot/Technology

e. Email Domain Authority

f. Paid Media (Google + Social)
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BUYING SIGNALS FEED THE PROCESS

1. Form Submission

2. Website Click

3. Email Open / Click

4. Call to Action Click

5. View Website / Specific Website Pages

6. Clicked on an Ad

7. Engaged with Social Media

8. Requested Free Demo
24

CONTENT TECH

MEASURE CONTACT

THE 
PROCESS



TECH STACK SAMPLE

Marketing Funnel: Sales Pipeline:

Demo Scheduled

Demo Run

Docs Out

Docs Signed

Onboarding

Nurture

Lost

COLD

WARM

HOT

OPEN DEAL

CUSTOMER

CLOSED
LOT

25

+ ABM Module

Full TechStack 
Reporting



Contacts with no recent activity receive a 
series of nurture emails to stay top of 
mind. (Cold)

Contacts who complete a webform, visit 
the website, are received via referral are 
subscribers (warm). Sales team receives 
notification to follow up upon buying 
signal.

Contacts who request a demo, meeting, 
or additional info are leads (hot). Receive 
messages around onboarding and demo 
feedback. 

Customers receive monthly emails on 
new promotions and referring friends. 
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AUTOMATED EMAIL DRIP FLOW

SUBSCRIBER 
LIST

PROSPECT 
 LIST

COLD
 LIST

ACTIVITY

12W NURTURE
WORKFLOW

ACTIVITY

UPDATE
EMAIL LIST

UPDATE
EMAIL LIST

12W NURTURE 
WORKFLOW

LC
COLD

COLD
 LIST

WEB
FORM

REFERRAL 
FORM

WEB TOUR 
FORM

LC
SUBSCRIBER

LC
PROSPECT

LC
LEAD

30D REQUEST
TOUR

THANKS FOR 
INTEREST

WEB TOUR 
FORM

TOUR 
BOOKED

THANKS FOR 
BOOKING

TOUR
FOLLOW UP QWILR

BOOK
TOUR LINKED

UPDATE
EMAIL LIST

UPDATE
EMAIL LIST

REFER
FRIENDS

NEW 
CUSTOMER

LC
CUSTOMER
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LEAD GEN STRATEGIES: EXEC REPORTING

CURRENT REPORTS:

● New Contacts + Deals Created + Deals Won

● Deal Revenue Forecast by Stage

● Deal Closed Totals vs. Goals

● Deal Stage Funnel w/ Conversion Rates

● Deal Time Spent in Each Stage

● Deal Totals by Source

● Meetings Booked by Day

● Website Traffic by Type

● Contact Creation Trend Data

● New Contacts by Source

Dashboard:



     Conversion Rate: 12.3%

YTD PAID PERFORMANCE  VS. 2021 FORECASTED

Lead to MQL:
7.94% 

YTD Paid Performance:

28

Form Submissions: 1,258

Company Leads: 100

Searches 
Won: 9

$ Revenue: $924,450

(Qualified: 65)

Conversion Rate: 9%

Lead to MQL: 
8% 

2021 Forecasted Paid Performance:

Form Submissions: 1,425

Company Leads: 114

Searches 
Won: 14

$ Revenue: $864,000



AD PERFORMANCE
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2021 YTD INBOUND PERFORMANCE

● 2021 Marketing Budget : 

$400k

● ROI YTD: 

$1.159M

● All-Time ROI (Multiple Searches): 

$3.084M 

Quarterly  Paid Performance Breakdown

Action 2020 Total Q1 Q2 Q3

Spend $41,332.23 $32,635.98 $32,970.58 $35,655.61

Impressions 49,898,698 2,903,249 705,063 883,189

Clicks 32,805 16,057 13,929 19,672

Cost Per Click $1.26 $2.03 $2.37 $1.81

CTR 0.07% 0.55% 1.98% 2.23%

Candidate Leads 379 576 549 293

Client Leads 29 39 38 46

Total Conversion Rate 1.16% 3.59% 3.94% 1.49%

Cost Per Conversion $109.06 $56.66 $60.06 $121.69



FOLLOW 
UP

Chapter 3



STRATEGY FOR LEAD GEN + ROI
2. Follow Up

a. SDR Program

b. Measurement

c. Resources
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SDR PROGRAM

LEADCOVERAGE SDRS WILL:

● Identify contact targets inside an 
organization based on a contact list. 

● Warm up these targets with hyper-specific 
content. (1:many + 1:1) 

● Monitor for a buying signal. 
(+DemandBase)

● Make the first call to understand the 
potential client’s needs. (Connect and Sell) 

● Hand off qualified lead to AFS sales team 
to close.

● Connect and Sell (Discounted $.50 a dial)
Set Meetings, Deliver Quality 
Leads

Email Templates

Outbound Calls

Custom Sales Script

Onboarding, Training, Management
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SAMPLE SINGLE CAMPAIGN CALL REPORTING

CONNECT & SELL STATS YTD: 4/3/20-7/31/20

● Meetings Booked: 45

● ML5 - Passed to Sales: 18 accounts

● ML6 - Sales Accepted: 9 accounts

● Y1V: $3-$10M

● Total Opportunity: *$36-$120M

*12-18 month buying cycle



STRATEGY FOR LEAD GEN + ROI
2. Follow Up

a. SDR Program

b. Measurement

c. Resources
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VOLUME VELOCITY VALUE 35

LEAD GENERATION FORMULA

ROI Model

https://docs.google.com/spreadsheets/d/1bTJjBvawLQ9Sp-utBt0E4sqW0TTC1jUlP-FseoSNTtg/edit#gid=0


REPORTING: WEB + EMAIL
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REPORTING: WEB + EMAIL
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REPORTING: LINKEDIN EXAMPLE (PAID + ORGANIC)
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REPORTING: LINKEDIN EXAMPLE (PAID + ORGANIC)

AUGUST 2021:

● Total Posts: 6 (+2)

● Views: 10,224 (+233%)

● Reactions/Comments/Reshares: 256 
(+184%)

● Engagement Rate (ratio of 
engagements to total views): 2.50% 
(+29%)

● InMail/Connection Requests*: 4 (+1)

● Profile Views: 214 (+27%)

● Total Followers: 3,080 (+1%)
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STRATEGY FOR LEAD GEN + ROI
2. Follow Up

a. SDR Program

b. Measurement

c. Resources
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QUESTIONS

Conclusion



LINKEDIN HACKS

1. Canva

2. Autoschedulers: 
Sprout Social

Hootsuite

Social Champ 

PR

1. Critical Mention: Paid to earned value at scale 

2. HARO: Help a Reporter Out

SALES HACKS

1. Lavender: write better email

2. Crystal Knows: psychographic profiles

3. Bombora: Intent data 

4. DemandBase: Intent data on steroids 

5. Abstrakt: Coach reps in real time

6. Fireflies: Record and transcribe every call 

REPORTING: LINKEDIN EXAMPLE (PAID + ORGANIC)

DATA SOURCES

1. Zoominfo

2. SalesIntel

3. Clearbit

RESEARCH SOURCES

1. G2 Crowd 

2. Trustpilot 

BOOKS

1. ABM is B2B

2. Predictable Revenue 

3. From Impossible to Inevitable 

4. MOVE - GTM 

5. Building a Storybrand
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https://www.canva.com/
https://sproutsocial.com/
https://www.hootsuite.com/
https://www.socialchamp.io/linkedin-scheduler/
https://www.criticalmention.com/
https://www.helpareporter.com/
https://www.trylavender.com/
https://www.crystalknows.com/
https://bombora.com/
https://www.demandbase.com/
https://abstrakt.ai/
https://fireflies.ai/
https://salesintel.io/
https://clearbit.com/
https://www.g2.com/
https://www.trustpilot.com/
https://www.amazon.com/Abm-Is-B2B/dp/194085895X
https://www.amazon.com/Predictable-Revenue-Business-Practices-Salesforce-com-ebook/dp/B005ERYEGU/ref=sr_1_1?keywords=predictable+revenue&qid=1647522040&s=books&sprefix=predictable+rev%2Cstripbooks%2C65&sr=1-1
https://www.amazon.com/Impossible-Inevitable-Hyper-Growth-Companies-Predictable-ebook/dp/B07SC4RS1Q/ref=sr_1_1?keywords=from+impossible+to+inevitable&qid=1647522078&s=books&sprefix=from+impossi%2Cstripbooks%2C62&sr=1-1
https://www.amazon.com/MOVE-4-question-Go-Market-Framework/dp/1544523378
https://www.amazon.com/Building-StoryBrand-Clarify-Message-Customers/dp/0718033329/ref=sxts_rp_s1_0?cv_ct_cx=building+a+storybrand&hvadid=78615152153930&hvbmt=be&hvdev=c&hvqmt=e&keywords=building+a+atory+brand&pd_rd_i=0718033329&pd_rd_r=952cdb9a-a2b6-4c94-95c4-672050ca27d1&pd_rd_w=7C8SQ&pd_rd_wg=jWBax&pf_rd_p=5d10c7b7-657f-44a1-8312-8b406103e1ce&pf_rd_r=HBM457R95NNMGKM9SKHW&psc=1&qid=1648762191&sr=1-1-f0029781-b79b-4b60-9cb0-eeda4dea34d6

