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The Ultimate Service-Based Lead

Generation Plan Template

This ultimate lead generation template is designed to help service-based
businesses create a powerful, comprehensive strategy that delivers BIG
results with minimal investment. This guide is detailed, actionable, and
scalable - perfect for small businesses with limited marketing experience
or budget. It will take you step-by-step through building and optimising

your lead generation plan, ensuring consistent growth.
Lead Generation Objectives (Long-Term Goals)

Set long-term goals for your lead generation strategy. These goals will
give your plan clear direction and help you focus on sustained growth
rather than short-term fixes. Think about where you want your business
to be in 6, 12, or even 24 months, and use these goals to guide your lead

generation efforts.
Key Elements of Long-Term Goals:

e Growth-Oriented: Focus on how you want your business to grow.
e Customer-Centric: Align your goals with what your ideal
customers need.

e Scalable: Ensure your goals allow room for expansion.
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e Measurable Milestones: Include milestones to track progress.
Example Long-Term Goals:

e Grow monthly website traffic to 5,000 visitors within 12 months.

e Increase customer retention rates by 15% over the next year
through nurturing and follow-ups.

e Expand local brand awareness, becoming the go-to provider for

home cleaning services in [your city] by the end of the year.
Your Long-Term Goals:

Goal 1:

Goal 2:

Goal 3:

Goal 4:

Goal 5:

Ideal Customer Profile (ICP)

Clearly define who your ideal customer is. Knowing this helps you target
the right people with the right messages, making your marketing more
efficient and effective.
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Key Details to Include:

e Demographics: Age, location, income level, occupation.

e Needs and Challenges: What problems are they trying to solve
with your service?

e Goals and Desires: What are they looking to achieve?

e Buying Behaviour: How do they research and make decisions?

(e.g., referrals, online search).
Example ICP:

e Demographics: Homeowners aged 35-55 in [Local Area].

e Needs: Regular home cleaning services due to busy work
schedules.

e Pain Points: Lack of time, previous unreliable service providers.

e Buying Behaviour: Prefers local businesses with strong online

reviews and easy online booking.
Your Ideal Customer Profile:

Demographics:

Needs:
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Pain Points:

Buying Behaviour:

Customer’s Decision Journey

Outline the typical journey your customer takes, from awareness of your
service to making a purchase decision. This helps you identify the key

moments to engage them and capture leads.

Stages of the Customer Journey:

e Awareness: They realise they have a problem and need a service.

e Consideration: They research their options, comparing different
service providers.

e Decision: They choose the provider they trust most and make a

booking.

Example:
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e Awareness: Customer realises they need an electrician after
experiencing a wiring issue.

e Consideration: They research local electricians, checking reviews
and pricing.

e Decision: They contact your business after seeing positive reviews

and clear pricing on your website.
Your Customer Journey:

Awareness:

Consideration:

Decision:

Marketing Channels

List the most effective channels to reach your audience. Prioritise cost-
effective platforms and strategies that align with where your ideal

customers spend their time.

Key Marketing Channels to Consider:
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e Google Business Profile: For local search visibility and reviews.

e Facebook & Instagram Ads: For targeted advertising to your local
audience.

e Local SEO: Optimise your website for location-based search
queries.

e Email Marketing: Build and engage your customer list with
relevant updates.

e Referrals & Testimonials: Leverage customer reviews and word-

of-mouth.
Example:

e Google Business Profile: To rank highly in local searches like
“plumber near me.”

e Facebook Ads: To target local homeowners looking for home
maintenance services.

e Instagram: Share before-and-after photos of your work to build

trust and showcase your skills.
Your Marketing Channels:

Channel 1:

Channel 2:

Channel 3:
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Channel 4:

Channel 5:

Channel 6:

Channel 7:

Channel 8:

Channel 9:

Lead Capture Strategy

Your lead capture strategy is the method you use to collect customer
contact details, such as enquiry forms or phone calls. Ensure these

methods are simple and accessible.

Key Considerations for Lead Capture:

Forms: Keep them short and easy to fill out.

e Calls-to-Action (CTAs): Make your CTA clear and compelling (e.g.,
“Get a free quote today!”).

e Mobile-Friendly: Ensure your forms and CTAs work well on mobile
devices.

e Lead Magnets: Offer something valuable in exchange for contact

information, such as a discount or free consultation.

Talk About Digital Podcast
www.talkaboutdigital.co.uk



TAS

#TalkAboutDigital

Example Lead Capture:

e Website Enquiry Form: Capture name, email, and service
request.

e Call CTA: "Call today for a free home consultation!”

e CRM: Use HubSpot to automatically track leads and follow up with

them.
Your Lead Capture Strategy:

Lead Capture Method 1:

Lead Capture Method 2:

Lead Capture Method 3:

Lead Capture Method 4:

Tool 1:

Tool 2:

Tool 3:

Content Strategy

Your content strategy should focus on providing value to your ideal
customers, answering their questions, and solving their problems. This
will help establish you as a trusted expert in your field.
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Types of Content to Consider:

e Blog Posts: Share industry tips and insights.

e Social Media: Post engaging content like before-and-after photos,
customer testimonials, or service tips.

e Videos: Create how-to videos or behind-the-scenes content
showcasing your work.

e Case Studies/Testimonials: Share success stories to build trust.
Example:

e Weekly Blog Post: Home maintenance tips or DIY tricks.
e Social Media Posts: Before-and-after shots of completed jobs,
customer testimonials.

e Monthly Newsletter: Send out tips, offers, and updates.

Your Content Strategy:

Blog Topic Idea 1:

Blog Topic Idea 2:
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Blog Topic Idea 3:

Blog Topic Idea 4:

Blog Topic Idea 5:

Social Media Posts Outline 1:

Social Media Posts Outline 2:

Social Media Posts Outline 3:

Email Campaign Content Idea 1:

Email Campaign Content Idea 2:

Email Campaign Content Idea 3:

Lead Nurturing Strategy
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Lead nurturing keeps your leads engaged until they're ready to buy. Set
up automated email sequences, personal follow-ups, and reminders to

build trust over time.
Lead Nurturing Tactics:

e Email Sequences: Send a series of follow-up emails with tips,
testimonials, and offers.

e Personalised Follow-Ups: Call high-value leads and offer a free
consultation or answer any questions.

e Reminders: Send SMS reminders for upcoming bookings or follow-

up after service.
Example Lead Nurturing Strategy:

e Email Automation: After an enquiry, send 3 follow-up emails
(introduction, benefits of service, special offer).

e Follow-Up Call: Call leads who don’t respond to emails within a
week.

e SMS Reminders: Send a "Booking Reminder” SMS the day before

a service.

Your Lead Nurturing Strategy:
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Email Automation:

Follow-Up Process:

SMS Reminders:

Tracking and Measuring Success

Tracking performance is essential to knowing what’s working and where to
improve. Use tools like Google Analytics (GA4) to monitor website traffic,

lead form submissions, and user behaviour.

Key Metrics to Track:

e Lead Volume: The number of leads generated.

e Conversion Rate: The percentage of leads that become paying
customers.

e Cost Per Lead (CPL): The cost of acquiring each lead.

e Traffic Sources: Where your website traffic is coming from (social,

search, ads).
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Example:

e Google Analytics (GA4): Track traffic, conversion rates, and lead
sources.

e Lead Tracking Spreadsheet: Record all enquiries and where they
came from.

e Review Metrics Monthly: Adjust your strategy based on insights

from your metrics.
Your Tracking Tools and Metrics:

Tracking Tool 1:

Tracking Tool 2:

Tracking Tool 3:

Metrics to Measure 1:

Metrics to Measure 2:

Metrics to Measure 3:

Reviewing and Adjusting the Plan

Set regular review dates to evaluate the effectiveness of your lead
generation efforts. Use data insights to make informed adjustments to

your strategy, focusing on what’s working best.
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Review Checklist:

e Monthly Review: Check lead volume, conversion rate, and lead

sources.
e Quarterly Review: Evaluate overall performance and tweak low-
performing channels or content.
o Customer Feedback: Gather feedback from leads and clients to

understand how they found you and why they chose your service.
Example Review Plan:

e Monthly: Assess lead volume, conversion rate, and customer
feedback.

e Quarterly: Refine marketing efforts, shifting focus to the most
effective channels.

e Adjust Tactics: If Facebook Ads underperform, increase focus on

Google Business Profile.

Your Review Plan:

Monthly Review Task 1:

Monthly Review Task 2:
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Monthly Review Task 3:

Quarterly Review Task 1:

Quarterly Review Task 2:

Quarterly Review Task 3:

Feedback Collection Process:

Budgeting and Timeline for Implementation

Create a detailed budget and timeline to execute your lead generation
plan efficiently. Focus on high-impact, low-cost activities, and set

deadlines for key actions.
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Budgeting Tips:

e Allocate Resources: Invest in what’s working, such as paid ads,
tools, or specific content.

e Track Spend: Keep a close eye on how much you're spending on
lead generation activities like ads, software, or paid tools.

e Free Tools: Use free tools like Google Analytics, Google Business

Profile, and free versions of CRM software to minimise costs.
Example Budget & Timeline:

e Budget: £150 per month for Facebook Ads, £30 for email
marketing software, free CRM tools.
e Timeline: Launch ad campaigns in Week 2, post weekly blog by

Week 3, email newsletter in Week 4.
Your Budget and Timeline:

Budget Allocation:

Timeline:
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Staying Consistent and Adapting

Consistency is the key to success. Stick to your content schedule,
regularly review your progress, and adjust as necessary. Always focus on

what’s working and be prepared to refine your plan over time.

Key Takeaways:

e Stay Consistent: Stick to your plan and execute regularly.

e Track Progress: Use tools like Google Analytics and CRM reports
to monitor your efforts.

e Adapt as Needed: Be ready to shift your focus to higher-

performing channels and tactics based on your data.
Action Steps:

1. Set regular review dates and stick to them.
2. Track your KPIs and adjust your plan based on performance.

3. Celebrate your small wins and stay motivated!

This ultimate template offers the most comprehensive approach to
building a lead generation plan. It's designed to help small service-based
businesses maximise their marketing efforts, stay focused on high-impact

activities, and continually refine their strategy for long-term success.
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