
Shift from lead 
generation to 
demand generation.

A checklist to help you:



CHAPTER 1

Get to know your 
ideal customer. 
Connect with the people you are trying  
to reach. Segment your audience but don’t  
stop there—actually speak to them.

In order to get to know your ideal customer,  
follow these steps: 

 Т Understand your Ideal Customer Profile (ICP) 
firmographics.

• Industry: ___________

• Location: ________

• Company size: ________

• Status / Structure: ________

• Performance: ________

 Т Talk to 1 customer a week. 

 Т Answer these 4 questions about your customers.

• How do they think? 

• What do they aspire to do? 

• How do they feel about their existing marketing? 

• What are they trying to grow into?



CHAPTER 2

Build your  
marketing system.
Build a single funnel that converts  
well and optimize other channels by  
their own metrics.

Here are the things you need to consider to build a 
marketing system.  

Foundational Elements

 Т Visual Identity

 Т Your brand story & values
 
Execution
Answer these two questions: 

• Where is your ICP (ideal customer profile) paying 
attention? 

• How do you capture attention in those places? 

Follow these steps to build your marketing system:

 Т Build one single funnel that converts well.

 Т Build your marketing model on other channels to drive 
traffic. 

 Т Assess the effectiveness of each channel based on its 
own metrics.



CHAPTER 3

Optimize your 
marketing channel. 
Optimize relentlessly to learn what works for you 
and listen to your audience to serve them what 
they’re asking for. 

Here are some ideas on variables you can play with: 

 Т Different content formats (video, image, vlog)

 Т Different narratives (vlog, educational, interview)

 Т Posting times 

 Т Posting frequency 

To do organic well, make sure you consider all of the following: 

 Т Make audience-first content

 Т Prioritize engagement 

 Т Be community-oriented

 Т Listen and incorporate feedback

 Т Create access. 



CHAPTER 4

The problem with 
marketing attribution.
Attribution in general restricts marketers to do 
certain things that are easily measured. 

Make sure you don’t limit your growth by doing the following: 

 Т Measure channels by their own metrics.

 Т Consider qualitative feedback. 

 Т Answer these questions: 

• How do you get into the market? 

• How do you drive your narrative? 

• How do you create demand for your product? 

• How do you build affinity for your brand?



CHAPTER 5

Generate demand, 
not just sales.
Communicate with customers before they  
are in “buy” mode. Transactions come easier 
when your product does the talking.

Give people information that nobody else has, they 
consume the information which leads awareness to 
you, and allows them to consider you when they 
are ready to buy. 

How to communicate with customers when they aren’t in 
“buy mode”?

 Т Understand your data

 Т Change your team’s metrics. 

 Т If necessary: set a small group of people, that are 
free from conversion metrics, to work on brand. 

 Т Identify qualitative signals like feedback.




