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Do You Have a Leaky Lead Pipeline?
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Fix the Cracks in 

Your Lead Pipeline



Innovative Lead-Management Techniques
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On-Demand Lead Scoring

Automated Remarketing



On-Demand Lead Scoring
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Instantly Predicts a Leadôs Likelihood toé
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Boosting Results with Lead Scores

Å Prioritize leads 

Å Match leads with sales reps or call agent

Å Send the best leads to the agents best 

equipped to handle

Å

Å Send lower-potential callers to an overflow call 

center or IVR system

Å Vary follow-up communication strategies
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Donôt Stop There

Å Customize web content

Å Find more ñgoodò leads online via display ads

Å Optimize media planning and channels



Prosper, Inc.

One-on-one coaching services

Entrepreneurship

Real Estate Investing

Personal Finance

Stock Market Investing

eCommerce

$9K average customer lifetime value

ñPractical Learning for Higher Earningò
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Latest lead-scoring-driven campaign results:

3x sales DPL and still increasing

Thousands of media dollars saved / reinvested

Large shifts in lead providers

Doubled lead production and sales rep productivity

Optimal conversion rate

Lead Scoring Success Snapshot



Generating Leads at Prosper
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Affiliate Marketing

Joint Ventures

Books Seminars

DVDs

Paid Search

Resource Center

Subscriptions

Email

Qualified Leads

PURCHASE!

Pay Per Click

List Marketing



Turning a Lead into a $9K Customer
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Telemarketing CONVERSION! 

Email Email Email 

Qualified Leads
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Prosperity through Lead Scoring
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Getting Started with Lead Scoring
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Real-Time Delivery



Lead Scores in Action ïLead Generation

Å Match campaign messaging with audience

Å Monitor individual lead sources for quality

Å Add lead scores to traditional quality indicators in 

real time

Å Sort leads by most likely to converté by program

Å

15

V



Lead Scores in Action ïLead Nurturing

Å Utilize correct communication method

Å Match messages to lead priority and program fit

Å Pinpoint potential cross-sell offers

Å Maximize Dollar per Lead potential
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Lead Scores in Action ïLead Allocation

Å Adjust timing of sales method (better = faster)

Å Pass leads to sales teams in order of priority

Å Give best reps the best leads and the right leads

Å Adjust scripting (probe) and sales approach

Å
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Sales team morale

Ability to connect with leads

Effectiveness of media spend

Conversion rate

Dollar per Lead (profitability)

It Pays Off!

!

50%

20%

2x

3x
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Develop confidence in external lead scoring

Be creative in customizing how you use scoring

Have a hands-on use policy internally (buy-in)

Do not replace what you already know; add to it

Attach an ROI to all scoring initiatives

Allow the business to evolve with scoring wisdom

Tips for Getting Started



Key Steps to Lead Scoring

1. DEFINE what lead scores will say about your leads

2. DETERMINE how you will use the scores

3. DEVELOP a scoring model

4. DEPLOY scores in real time
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Winning Back Lost Leads
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Reclaim 

Lost Leads!
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ñSelling to people who actually want to hear from you is 

more effective than interrupting strangers who donôt.ò

-Seth Godin, Marketing Strategist

ñI consider every response to our 800#ôs as a lead. We 

convert 30% of inbound calls. I want to know and market 

to the other 70%.ò

-SVP of National Sales of a National Mortgage Lender

Why Automated Remarketing?
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Removing Obstacles to Remarketing

Non-Converting Callers

15%  of Callers 
Provide a                  

Name or Address

85% of Callers           
Unwilling to Provide 
a Name or Address


