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How to Generate Sales Leads by 
Giving Away Free Information

Effective Marketing Through System Building
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Marketing Can and Should Be a 
Predictable System

The Goal:
Generate maximum sales leads 
with minimum effort and expense
Grow sales AND profits 
Remove dependence on hard to 
find, hard to manage, hard to keep 
“Sales Superstars”

Bob Berry
CEO

DPS Telecom

Effective Marketing Through System Building
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Marketing 101

You need Sales Superstars and 
classical sales tools only if your 
marketing SUCKS!
Classical “Hunter” sales reps 
waste time and money on travel, 
food and entertainment, while 
generating few and poor leads
What’s worse, the “Superstar” 
sales model leaves your business 
at the mercy of arrogant prima 
donna salesmen
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…and then I made two discoveries!

So I started looking at every 
aspect of my sales process —
how leads were generated, 
where  they come from, which 
leads produced the most 
profitable sales …
And then I learned something 
REALLY interesting …
Over 90% of my best sales 
started with an IN-BOUND 
CALL
Almost ALL of them had 
been to our Website



www.dpstelecom.com5 All Materials  2005 DPS Telecom

Quick Background on DPS Telecom

B2B Sales
Niche Product—We monitor 
equipment in unmanned locations 
over a large, geodiverse area
Product is $35K to $300K—no 
impulse buying
Budget and operations drive 
decisions—usually by committee
Our sales universe is limited but 
includes: Telecom, Power 
Utilities,Transport and Public Safety
Not a typical “Internet Play”
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Let Me Turn the Clock Back 1 Year

Approximately 4,000 
email addresses
1 Ezine per month 
Collecting 30 email 
addresses per week 
via Website
To collect email 
addresses, we had 
10 different popups 
in rotation
My marketing guy 
quits after July 4th

weekend
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And Today …

August Ezine sent to 
32,000 people: 6,000 
opens, over 2,000 clicks
Weekly unique visits to 
Website have tripled to 
almost 6,000
Ezine signups are 600-
700 per week. Week after 
week. (That’s 2,200% 
improvement!)
4 national magazines 
published our White 
Papers as articles
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Impact on DPS Telecom

Sales up 20% from last year
Profits more than doubled
Sales and marketing staff cut 
in half
The use of Webinars have 
reduced sales travel to zero, 
allowing 2-3 times as many 
product demonstrations per 
week
The impact of the technology 
developed for our web-based 
marketing is now being 
applied company-wide
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So How Did We Do It?
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Popups Extract Email Addresses

Promise of immediately useful 
information
Ask only for name and email —
reduce resistance
Instant PDF download
Automatically signs client up for 
DPS Ezine
Optimized for best response by 
statistical testing

All web visitors see popup ads for 
White Paper offers
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White Paper: Reward for Giving  Email Address

Downloadable PDF White 
Papers are the enticement for 
clients to give their email address
Information is the coin of the realm 
in Internet B2B sales
White Papers cover technical and 
business-case info in depth
White Papers give great 
validation—dense technical and 
business case info convinces 
skeptics
Helps researches look good to 
their boss
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You Gotta Start by Measuring

Created a secure 
web page which 
reported popup 
activity
In the 1st week, we 
turned off the poorly 
performing 
popups—and our 
Ezine signups 
climbed to 100
These early phases 
built skills for our 
web guys to create 
more complex 
reports later 
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Multivariable Testing is Easy with the Right Software
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3 Best Taguchi Models for Marketing Testing

Taguchi models allow us to extract 
the most information about 
variables with the smallest number 
of tests

3 Two-Level Variables = 4 Tests
7 Two-Level Variables = 8 Tests
4 Three-Level Variables = 9 Tests
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Pop-Up Rotation + Data Capture = Fast Market Optimization

Variables:

1. Graphic 
location

2. Subhead 
text

3. Button 
color

Small changes 
can wildly affect 
performance!



www.dpstelecom.com16 All Materials  2005 DPS Telecom

Plug in the Numbers, and the Software Tells You the Optimum
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Google Adwords Based on Optimum Popups
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Adwords Landing Page Collects Email Addresses

The Adwords 
landing page was 
optimized using 
Taguchi the same 
as our popups were
Remember: that our 
search engine 
marketing strategy 
is to close for the 
email address—it’s 
best to optimize 
for a single action
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Search Engine Optimization (SEO)

Traffic volume drives the engine; at conversion 
rates of 18-36%, the more eyeballs that go 
through the machine, the more email addresses 
you can capture.
Keyword density, all print materials (White 
Papers, Ezines user manuals, sales literature) is 
archived and searchable on Website
Make everything search-engine friendly
Popups don’t care what page they come to, and 
the Website is designed to close for the email 
address

SEO is the final piece of the email 
address extraction engine
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Web Site Virtual Product Catalog

Links in White Papers and 
Ezine direct clients to in-
depth product pages
Answer remaining 
questions about technical 
specs and capabilities
Funnel self-electing clients 
to establish 1-on-1 
communication by phone, 
email, live web demo and 
Factory Training
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We Need Eyeballs for Popups

All content is archived in web-searchable format on 
Website:

– White Papers
– User Manuals
– Ezines
– Product Catalog
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The Email Address Extraction Engine

Popups
White Papers
Webstats
Taguchi Optimization
Google Adwords
Search Engine 
Optimization
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Now that you have all these email 
addresses …

What do you do 
with them?
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Ezine: Constant Contact with Client

New material published 
monthly
Features offers for more 
White Papers, client 
Success Stories, Product 
Information
Constantly reminds clients 
who you are and that you 
can solve their problems
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Ezines and the Buying Cycle

The purpose of the Ezine is to 
be a constant reminder …
So that when an event, timing 
or budget appropriation makes 
the client ready to buy …
The client thinks first of DPS. 
(Top of mind)
“All I ask is a tall ship, a 
star to sail her by, and first 
shot at all their wallets, 
every time they buy” –
Bob Berry The Buying Cycle
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Ezine Articles Inform and Sell

Ezine article is same format 
as White Paper, but shorter:

– Focus tight on one topic: client 
story, technical/business 
problem, or product

– Again, use stories and outside 
evidence to set buying criteria 
and present DPS as only logical 
choice

– Link Ezine article directly to in-
depth product info on Website
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Success Stories

Client case studies 
describe how DPS 
products solve real 
world  problems
Provide 3rd-party 
validation for 
marketing claims
Constant source of 
client testimonials
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Success Stories Build Credibility

Every success story is 
turned into 2 wall 
plaques—1 for us, 1 
for client
For the client, it’s a 
nice thank you
Our plaque goes up at 
DPS HQ, building our 
credibility with every 
visitor 
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Client Testimonials Are the Best 3rd-Party Validation

Solicit testimonials 
from all clients
More wall trophies 
to build our image
Sales reps 
incented to get 
testimonials:

– $100 for good 
testimonial with 
logo

– $50 for good 
testimonial

– $20 if it doesn’t 
slam us
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Factory Training at DPS HQ

Hosted 10 times a year at 
DPS headquarters
Promoted on Website, 
Ezine and White Papers
Teach clients how to use 
tech — plus I have clients 
for 4 days of intensive 
relationship building and 1-
on-1 marketing
Grassroots market 
research of issues that 
really matter to clients
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Press Releases Add Web Presence

Press releases get posted 
on numerous websites
Boost relevance of DPS 
Website
Much cheaper and more 
effective than advertising

– www.ereleases.com
– $399 for 500 words
– Released to over 17,500 

news outlets
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White Papers Make Excellent PR

Announce White 
Paper offers in 
press releases

Magazine editors 
queried us to 
request articles 
based on our White 
Paper content
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Industry Magazine Articles

Cover Story, Outside Plant Magazine, July 2005

In the past year, we’ve been published in four
national industry magazines
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Industry Magazine Articles

Pure information, 
no selling
Address well-known 
problem
Position yourself as 
the expert
Establish 
preeminence Remote Site & Equipment Magazine 

June/July 2004
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Manage the Sales Process 
Electronically, Too

What you learn in 
marketing can 
improve process 
throughout your 
business
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SalesPro: In-House Created CRM

Created entirely in-
house
Forced us to look at 
our real sales 
process
Allowed tight 
coupling with 
marketing, web, 
support, production 
and management
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QuotePro Proposal Generator

Cover page
Executive summary
Application drawings
Business cases
Success stories
And, oh yeah, a price 
quote

Easy to generate 30 pages of customized, 
client-focused sales information:
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Info Packet Tool

Creates customized sales 
White Paper within one minute 
of speaking to client
Simple checkboxes target the 
message 
Generates a PDF that is 
immediately emailed to client
Blow client’s socks off before 
competitors even know of the 
opportunity
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Live Web Demo

Scripted web slideshow 
presentation combined 
with conference call with 
clients and sales reps
Effectiveness of a personal 
sales call without the 
expense
Effective closing tool that 
leads directly to purchase
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How to Write a White Paper

It’s faster and easier 
than you think
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Expert Consultative Sell

Set yourself up as “The” 
Expert
Set buying criteria to your 
products & services
Freely give away high 
“perceived” value 
information to build 
credibility
Don’t worry about what the 
competition will do with the 
info—educate your clients
The White Paper is the 
perfect vehicle to 
accomplish the 1-on-1, 
expert consultative sell on 
the Web
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White Paper: Unbiased Info and Marketing Tool

Find a problem that affects your 
clients
Present the problem in emotional 
and compelling terms
Present your product as the 
solution to the problem
Prove your solution works
Credentialize yourself as an 
expert
Invite readers to take the next step 
— call you and ask for a 
consultation

How to Develop a White Paper:
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White Paper Front and Back Covers

The White Paper is 
salesmanship in print, as 
much as it is focused 
information
The goal is to get a phone 
call—so contact info is on 
the front, back and every 
inside page
The cover design and title 
are tested and optimized 
via popups
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White Paper Format is Important

Pure information 
to answer clients’ 
questions about 
technology and 
business issues
Carefully position 
your product as 
the only answer to 
the problem
Sidebars present 
mini-articles and 
outright ads that 
present products 
and services 
directly
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Reuse Success Stories, Testimonials, etc.

All material created in 
other phases of your 
marketing program can 
be used in White 
Papers:

– Client success stories
– Testimonials
– Product information 

features
– Client advisories, 

checklists, and “must-dos”
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Researching a White Paper

Sales people—who is the 
target audience, what are the 
clients’ problems this solution 
applies to, and what 
information do clients need to 
make a decision?
Engineers—how does this 
product technically solve 
these problems?
Clients—what problems did 
this product solve for you, and 
how did our solution work for 
you?

Your White Paper writer will interview:
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White Papers for Every Problem

We currently offer 17 
different White Papers on 
variety of topics
Broad range of offers 
catches interest of more 
people
White Papers are a great 
publicity tool
Source of content for 
industry magazine articles, 
Ezine and Website
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InstaGuide to Writing a White Paper

Define audience and 
objective of White Paper
Research the most vital 
questions/problems of 
target audience
Highlight your product’s 
capabilities—focus on 
problems you can solve
Keep it short and to the 
point
Divide into short, easy-
to-write and easy-to-
read segments
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Things to keep in mind when you get 
back to the office

Marketing is 
continuous, not 
single shot
Most people resist 
change
Rome wasn’t built in 
a day – start with 
plan and stick to it
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What Will I Do Next?
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Questions and Comments

This PowerPoint and my 
other two are available as 
PDF …

Download from 
www.AskBobBerry.com

Access code: CEN

Email comments or questions 
to: bob@AskBobBerry.com


