MAR TING

¢ Paid Search FIRST EDITION
That Converts 2026

e Smart Bidding o
Strategies EXECUTIVE

e Hi dgh Converting PLAYBOOK
Copy

e Account Based
Marketing

e Al Powered Growth | =
Framework ‘

L[ JULTINIAVE GUIDE TO
JANARDAYENERATION

VN @01y rehen Bk for High Converting Paid
NZuigeh, Smutg@ililslint > Account Based Marketing

:1118) DEMAND. DRIVE REVENUE. SCALE FAcy]3;¢



The Ultimate Guide to
Demand Generation

A Comprehensive Playbook for High Converting Campaigns, Smart
Bidding, Account Based Marketing, and Revenue Focused Growth

MARKETING EMPOWER

By Marketing Empower



Contents

1 What is Demand Generation?

2 Why Traditional Lead Generation Doesn’t Work
3 The Modern Demand Generation Funnel
4 The Demand Generation Framework

5 Paid Search That Converts

6 High Converting Paid Search Copy

7 Landing Pages That Convert

8 Smart Bidding Explained

9 Audience Targeting

10 Account Based Marketing (ABM)

11 LinkedIn Demand Generation

12 SEO + Demand Generation

13 Email Nurturing

14 Marketing Automation

15 AI in Demand Generation

16 KPIs That Matter

17 Common Demand Generation Mistakes

18 90 Day Demand Generation Blueprint

19 The Marketing Empower Demand Gen Framework

Final Thoughts

A W N

(6}

10
1"
12
13
14
15
16
17
18
19
20
21
22
23



The Ultimate Guide to Demand Generation Marketing Empower

Chapter 1
What is Demand Generation?

Demand Generation is the process of creating awareness, trust, interest, and purchase
intent before someone becomes a lead.

Instead of chasing prospects, businesses build authority that attracts buyers.

Traditional marketing asks:
"Who wants to buy today?”

Demand Generation asks:
"How do we become the obvious choice when they're ready?”

The objective isn't simply more leads. The objective is:
* Better leads

* Faster sales cycles

* Lower acquisition costs

* Higher customer lifetime value

* Predictable revenue

QUICK QUIZ

Which of these best describes Demand Generation?

O Getting as many leads as possible
O Creating awareness and nurturing prospects before they are ready to buy
O Running Google Ads

O Sending cold emails
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Chapter 2

Why Traditional Lead Generation
Doesn’'t Work

Many businesses rely on:

« Cold emails
* Generic Google Ads
* Purchased databases

* Broad Facebook campaigns

The result:

* Low quality leads

« HighCPL

* Poor conversion

* Wasted budget
Modern buyers:

* Research independently

« Compare competitors

* Read reviews

* Watch videos

* Visit websites multiple times

According to Google, most B2B buyers complete nearly 70% of their research before
contacting a business. That means marketing must educate before selling.

SPOT THE MISTAKE

Cold Purchased Customer Generic
Email Database Trust Ads

Circle the one that doesn't belong.
3
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Chapter 3

The Modern Demand Generation
Funnel

Awareness
!
Education
!
Interest
l
Consideration
!
Evaluation
l
Purchase
!
Retention
!
Advocacy

Most companies only advertise during the Purchase stage. Winning companies influ-
ence every stage.
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Chapter 4
The Demand Generation Framework

Marketing Empower uses a seven stage framework.

Stage 1: Audience Research

Identify:

* Industry

* Company size

* Revenue

* Decision makers
* Pain points

* Buying triggers

Stage 2: Positioning

Instead of talking about your services, talk about your customer’s problems.

Example
Wrong: "We build websites.”
Right: "We build websites that convert visitors into customers.”

Stage 3: Content Marketing

Create:
* Blogs
* Videos

* Case studies
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* Whitepapers
* Industry reports
* Checklists

* Webinars

Stage 4: Paid Advertising

* GoogleAds

* LinkedIn Ads
* MetaAds

* YouTube

* Display

* Remarketing

Stage 5: Lead Nurturing

* Email

* Retargeting
* WhatsApp
*SMS

* CRM Automation

Stage 6: Sales Enablement

Marketing should help sales with:
* Case studies

* Proposal templates

* ROI calculators

» Competitor comparisons

 Testimonials

Stage 7: Customer Expansion

* Upsell

* Cross sell
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* Referral campaigns
* Review generation

» Customer success

CHAPTER 4 BUILDING A DEMAND GENERATION ENGINE

GROSSWOR R

TEST YOUR KNOWLEDGE

5
ACROSS

2. The group most likely to benefit from
your product or service.

4. Valuable articles, videos, or guides used
to educate potential customers.

6. A dedicated web page designed to
conwvert visitors into leads.

8. Companies identified as high priority
prospects in an ABM strategy. !

DOWN

1. The first step before planning any
marketing campaign

3. How a biano difterentiates itself
from competitors

QUICK CHALLENGE

5. Encouraging satisfied customers to

recommend your business

7. Showing ads again to people who
have previously visited your website,
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Chapter 5
Paid Search That Converts

Google Search still delivers some of the highest intent traffic. The key isn't spending more.
It's matching the searcher’s intent.

Commercial Keywords

* Best CRM software
* Marketing agency near me
* Healthcare RCM company

* Digital marketing for dentists

Informational Keywords

* How to improve SEO
* Demand generation strategy

* Marketing automation guide

Transactional Keywords

* Hire PPC agency
* Buy CRM software

* Marketing consultant

Focus budgets on commercial and transactional keywords.
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Chapter 6
High Converting Paid Search Copy

A great ad answers four questions immediately.
1. What?
2. Why?
3. Why you?

4. Why now?

Example:

Headline: Grow Qualified Leads Faster Headline: Al Powered Demand Generation
Headline: Book Your Free Strategy Session

Description: Generate more qualified leads with data driven campaigns, Al powered
optimization, and conversion focused landing pages. Book a consultation today.

Copywriting Formula

Problem _, Pain - Solution - Proof — Call to Action

Use: Numbers, Statistics, Benefits, Urgency, Trust.
Never write about features first. Lead with outcomes.

QUICK QUI/

TEST YOUR KNOWLEDGE

E Which element is the most important

in a high converting paid search ad?

Complete the formula:

A leng product description

Problem —» Pain - __ —= Proof = CTA
A clear benefit that solves the user's problem

Using as many keywords as possible

Adding multiple call to actions
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Chapter 7
Landing Pages That Convert

A landing page has one objective. Conversion.

Essential Elements

* Strong headline

* Supporting headline
* Benefits

* Trust badges

* Testimonials

+ Case studies

« CTA (Call to Action) ¢
Lead form

* FAQs

* Mobile optimization *

Fast loading

Remove navigation menus. Reduce distractions.
A
TRUE OR FALSE

QUESTION

A landing page should have

mulliplc mu’igati()n menus. |
TRUE QLSE
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Chapter 8
Smart Bidding Explained

Google Al bidding works best with sufficient conversion data.

Popular Strategies

Maximize Conversions
Ideal for new campaigns.

Target CPA
Optimizes for cost per acquisition. Best for mature campaigns.

Target ROAS
Optimizes for revenue. Perfect for ecommerce.

Maximize Conversion Value
Ideal when purchase values vary.

Manual CPC
Useful for testing. Less scalable.

MATCH THE STRATEGY

Maximize Conversions Generate More Leads
Target ROAS Maximize Revenue

11
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Chapter 9
Audience Targeting

Target by:

* Industry

* Location

« Company Size
* Job Titles

* Revenue

* Interests

* Intent

* Behavior

Custom audiences consistently outperform broad audiences.

FIND THE ODD ONE

Industry

Job Title Circle the odd one out.
Weather Forecast

Revenue

12
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Chapter 10
Account Based Marketing (ABM)

Instead of targeting thousands, target your dream 100 accounts.

Steps

CreateTargetAccountlist - IdentifyDecisionMakers — Personalize Messaging — Run
LinkedIn Ads - EmailOutreach — SalesCalls - RetargetVisitors - CloseDeals

ABM works especially well for:

* Healthcare

* Manufacturing

* Technology

* SaasS

* Professional Services

* Enterprise Sales

UNSCRAMBLE

TCAOUNC
ABM starts with this.

13
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Chapter 11
LinkedIn Demand Generation

Ideal for: CEOs, Founders, Marketing Directors, HR, IT Leaders, Healthcare Executives.

Campaigns:

* Thought Leadership

* Lead Generation Forms
+ Conversation Ads

* Sponsored Content

* Document Ads

* VideoAds

CHECK ALL THAT APPLY
LinkedIn works best for

o CEOs

0 HR Leaders

o College Students
0 Business Owners

14
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Chapter 12
SEO + Demand Generation

SEO builds demand over time. Paid ads capture existing demand. Together
they dominate search results.

Publish:
* Industry guides

* Original research

» Case studies

» Comparison pages

* Location pages

* FAQs

FILL IN THE BLANK

SEO creates demand.

SEO helps businesses generate traffic over time.

High quality improves search engine visibility and builds trust.
Paid Ads capture existing demand, while SEO helps new
demand.

Publishing blogs, case studies, and guides helps improve your website's

w ®
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Chapter 13
Email Nurturing

Most prospects aren't ready today. Stay visible.

Recommended Sequence:

1. Welcome

2. Education

3. Case Study

4. Customer Success Story
5. Industry Insight

6. Offer

7. Consultation

WHICH EMAIL COMES FIRST?

e Welcome

o Case Study

o Offer

e Success Story

Select the first email in a nurture sequence.

16
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Chapter 14
Marketing Automation

Automate:

* Lead scoring

* Email

* CRM updates

» Sales notifications
* Remarketing

* Meeting reminders

* Proposal follow ups

Automation increases speed while improving consistency.

WORD SEARCIH

[
FIND THE WORDS HIDDEN
IN THE GRID.
|

17

WORDS TO FIND

AUTO
CRM
LEAD

SALES
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Chapter 15
Al in Demand Generation

Use Al for:

* Audience insights

* Ad copy

* Landing page optimization
* Predictive analytics

* Creative generation

* Lead qualification

« Campaign optimization

Al improves efficiency. Strategy still wins.

TRUE OR FALSE

o Al replaces marketing strategy.

e Al can generate ad copy and creative ideas to support marketing

campaigns.

» Al completely replaces the need for marketing strategy and human

creativity.

» Al can help identify high quality leads using data and predictive

analysis.

o Al powered campaign optimization can improve efficiency and save

time.

18
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Chapter 16
KPIs That Matter

Instead of tracking only leads, measure revenue metrics.

Monitor:
» Marketing Qualified Leads (MQLSs)

« Sales Qualified Leads (SQLs)

» Cost Per Lead (CPL)

 Customer Acquisition Cost (CAC)
* Return on Ad Spend (ROAS)

* Pipeline Generated

* Revenue Influenced

* Customer Lifetime Value (CLV)

* Lead to Opportunity Rate

* Opportunity to Customer Rate

UNSCRAMBLE

SRAO
Measures advertising performance.

19
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Chapter 17
Common Demand Generation Mistakes

* Running ads without strategy
* Ignoring landing pages

* Poor messaging

* Weak CTAs

* No remarketing

* No CRM integration

* No lead nurturing

* No attribution tracking

* Focusing on clicks instead of revenue

WHICH ONE IS NOT A MISTAKE?

Tick the correct answer

o No Landing Page

0 No Remarketing

o Continuous Optimization
0 Weak CTA

20
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Chapter 18
90 Day Demand Generation Blueprint

Month 1

Audience research, Keyword research, Analytics setup, CRM integration, Landing pages,
Campaign creation.

Month 2

Launch campaigns, A/B testing, Optimize keywords, Improve Quality Score, Launch re-
marketing, Email automation.

Month 3

Scale winning campaigns, Expand keywords, Launch ABM, Improve conversion rate, In-
crease ROAS, Generate predictable pipeline.

COMPLETE THE TIMELINE

Month 1 - Build
Month 2 -
Month 3 - Scale

21
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Chapter 19

The Marketing Empower Demand Gen
Framework

At Marketing Empower, we combine strategy, creativity, Al, and
performance marketing into one unified growth engine.

Our approach includes:

 Audience & competitor research
- Demand generation strategy

* Google Ads management

* LinkedIn & Meta advertising

* High converting landing pages

* SEO and content marketing

» Marketing automation

* CRM integration

« Conversion rate optimization

* Al powered campaign optimization
» Performance dashboards

» Continuous testing and optimization

Rather than chasing vanity metrics, we focus on measurable business outcomes:
qualified pipeline, lower acquisition costs, higher conversion rates, and
sustainable revenue growth.

n ®
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Final Thoughts

Demand generation is not a single campaign or channel. It is a long term system that
consistently attracts the right audience, nurtures trust, and converts interest into revenue.
Organizations that align strategy, content, advertising, automation, and analytics cre-
ate a predictable growth engine that scales with the business.
The companies that win tomorrow are those that invest in building demand today.

Call to Action

Ready to Build a Predictable Demand Generation Engine?

Whether you're a startup looking to generate your first qualified pipeline or an estab-
lished business aiming to scale revenue, Marketing Empower can help you create a
data driven demand generation strategy tailored to your goals.

Book a free strategy consultation and discover how to generate more qualified
leads, improve conversion rates, and accelerate business growth.

23
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