
Presentation Notes: How To Create An Effective
Lead-Magnet To Attract The Right People

By Nigel Merrick - Photography Marketing Simplified

Welcome!

Nigel here, from Zenologue, and thank you for investing in this workshop on how to create an irresistible and 
effective lead-magnet to attract more of the right people for your photography business – I hope you get a lot 
from the video and other resources.

This document gives you my raw notes from the presentation to help reinforce the points made in the slides.
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INTRODUCTION TO LEAD-MAGNETS

What Is A Lead-Magnet? 

• Lead-magnets have been in use by marketers for a long time, even well before the Internet came along, 
but the basic idea has always been the same thing: 

• To overcome the natural sales resistance people have when they're looking for a value-based service, 
such as a photographer. 

• In the offline days, photographers who were smart about marketing would create special reports they 
could send out in the mail to people. To get those addresses, it was common for the photographer to 
use a recorded message on the end of a 1-800 number with a short pitch for the special report, and 
interested prospects would leave their name and address as a voicemail. The photographer then sent 
out the report as requested. 

• The Internet has made this a lot easier, but most photographers seem to have forgotten the tried and 
trusted method of generating quality leads, opting instead for a more passive approach of waiting for 
people to spontaneously decide they want to hire them. 

• But that's not working out to well. 

• The lead-magnet, or free gift you can offer to people who fit the profile of your ideal client, is the 
missing link. 

• So what is a lead-magnet? 

• The term "lead-magnet" is a pure marketing name & some people have negative opinions about it 

• We certainly wouldn't call it a lead-magnet to our clients! 

• We might use a less marketing-sounding name, such as "free gift" or "exclusive content" 

• First, let's look at what it's not... 

• A lead-magnet is generally not a blog post, an article, or other piece of openly-accessible web content. 

• It's not something people could find through links on your site or a search engine, for example, 

• In those cases, they can read the content, but still remain anonymous to you - in other words, they're 
not leads you can follow up with. 

• Publicly-accessible - but hidden - piece of valuable and exclusive content where access is given in 
exchange for an email address 

• Having their email means they're no longer anonymous, and you can at least start to follow-up with 
them. 

Why Are They Important? 

◦ Relying on a website or blog alone to create leads in a passive way is doomed to failure 

◦ The standard email newsletter subscription form doesn't work too well because of friction 
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◦ Friction is caused by unfamiliarity, lack of trust, a vague offer, asking for too much at once, or a lack 
of urgency. 

◦ The truth is, few people will sign-up to your list without an incentive - i.e. your lead-magnet 

◦ Lead-magnets attract the attention and interest of your target market & get them to take action 

◦ Your free gift also serves as a filter 

◦ The things you say and the language you use, along with your testimonials and unique selling 
points, all work together to either attract or repel people. 

◦ Who your lead-magnet sends away is as important as who it resonates with because it saves you 
valuable time by not having to talk to folks who are not going to be great clients. Tire-kickers, 
discount hunters, overly-demanding, or people who just don't understand the value you offer. 

How Do They Work? 

◦ When offered in exchange for an email address lead-magnets help to reduce the friction we talked 
about earlier 

◦ Because you're seen as offering value, it also helps people get to know, like, and trust you as their 
potential photographer 

◦ Their memory of you is also strengthened because you've attached emotion to the information 
you've shared with them - it makes more of an impact that way. 

◦ If you partner your lead-magnet with a follow-up marketing sequence, you also improve the 
chances of them remembering you when they're ready to hire someone. 

◦ Where do lead-magnets fit into your marketing? 

◦ Refer to the simple flow diagram on the slide 
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THE 6 ESSENTIAL ELEMENTS OF AN IRRESISTIBLE LEAD-
MAGNET

Compelling Title 

◦ Should capture attention, create interest, and get them to want to read more 

◦ The title contains your promise to them - aka the premise of your offer 

◦ The title begins to create the desire to sign up for it 

◦ Reduces friction by creating a reason for them to want it 

Must Have Obvious Benefits For The Reader By Consuming It 

◦ The reader is most interested in the ultimate benefits offered by the lead-magnet 

◦ These are not the features (people want a hole, not a drill; a perfect wedding, not a checklist) 

◦ The benefits should actually matter to them and be emotionally based in some way 

◦ This is where knowing your audience in detail is important and can really help you 

Must Have A Well-Defined Goal For You, The Photographer 

◦ Some people think this makes them feel like sleazy sales-people, but that's not the case 

◦ You're providing something free and valuable, but there must be a goal for you 

◦ So what do you want the lead-magnet to do for you? 

◦ What's the next step you want the to take? Call you? Email you? See a special offer? 

◦ Is the step you want them to take large or small? 

◦ Your lead-magnet should help them take the largest "small" step they can comfortably take 

Should Be Easy And Quick For The Prospect To Consume 

◦ If it's going to take them days or weeks to consume it will lose its effect 

◦ Ideally, should only take minutes or an hour or so to read or complete 

◦ Should be written in a conversational and easy-to-read style 

The More Desirable And Valuable It Seems The More Effective It Will Be 

◦ Hit the most important pain points - the potential objections or important info they're unaware of 

◦ Value is not monetary in this instance 

◦ The value is gained from them feeling emotional closeness to you or their intellectual gain 
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◦ Value can also be seen in saved time or money 

◦ Value can also be had from avoiding false economies 

A Clear Call To Action Is Essential For Them To Take The Next Step 

◦ Don't make it hard for them to take the action you want! 

◦ Be clear about it! 

◦ This is no time to be timid or too passive! 

◦ The call to action should be congruent with the lead-magnet and feel comfortable for them 

◦ Make it stand out and reference it multiple times in your lead-magnet 

◦ The call to action can also be repeated in your follow-up marketing sequence 

© 2015 Nigel Merrick – Zenologue 5

http://www.zenologue.com/blog/


EXAMPLE LEAD-MAGNET TOPICS

Wedding Photography 

• The top 10 questions most brides forget to ask her wedding photographer 

• 7 simple hair make-up tips that can save your wedding day 

• How to plan the perfect wedding in [your city] 

Portrait Photography 

• The 7 reasons why moms regret having their kids photographed as toddlers 

• 5 ways to make sure every member of your family loves their portrait session 

• 3 simple tips to help your dog relax and make friends with your pet photographer 

Fine Art Photography 

• The Inspirational Stories Behind My 7 Most Popular Photographs 

• 3 Ways Photography Creates Interesting Talking Points For Your Home Or Office 

• How To Choose The Perfect Fine Art Photographs For Your Home Or Office 

Commercial Photography 

• 5 Ways A Professional Headshot Can Boost Your Business 

• How To Help Your Customers Make The Right Choice With Affordable Product Photography 

• 7 Questions Most Commercial Art Directors Wished They'd Asked Before Hiring A Photographer 
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THE 7 COMPONENTS OF AN EFFECTIVE LEAD-MAGNET

Introduction From The Photographer

• Keep it short and sweet

• Make sure they know they have the thing they signed up for - reinforces their action 

• Make the information about you all about them instead (like you would on an "about" page) 

• This means writing as if from their perspective 

• They need to know you share their values and beliefs, and that you care about them 

Statement Of Benefits For The Reader - Who Is This For? 

• This is not going to be for everyone - in fact, it will send some people away - that's okay! 

• Let your ideal prospects self-identify themselves through the positioning of your lead-magnet 

• You do that throughout the lead-magnet with the topic, the approach, your writing style, your 
photography, the testimonials, and your unique selling points. 

• Be clear about what they'll come away with - make the promise and deliver on it (or exceed it) 

• Something transformational for them is always a powerful way to help them bond with you - the know, 
like, and trust factor again. 

The Individual Points 

• Problem description - use emotional language but keep it short and to the point 

• Agitate the problem - what happens if they can't fix the problem or they ignore it 

• Provide a solution - usually this will be one of your unique selling points 

Sample Photographs - How And Where To Include Them 

• One per section - they do not need to be large 

• More is not always better 

• Pick images with impact 

Relevant Testimonials With Every Image 

• Every photograph should have a testimonial 

• Make the testimonials about your unique selling points and relevant to the lead-magnet 

• If the testimonial speaks about the solution you offer so much the better 
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What Should The Reader Do Next And Why Should They Do It? 

• At the end, you should have a "what next" section 

• Outline the next step they need to take and WHY they should take it 

• Try to introduce some level of urgency or at least build more desire for your services 

• Communicate the benefits (not features) of taking the next step 

• For example, a feature might be "set up a time to chat" 

• But a benefit of that is they get to meet you in person to see if you're a good fit for them 

• Present the call to action for the next step and then get out of the way! 
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HOW TO DELIVER YOUR LEAD-MAGNET

• Create it

◦ Keep it simple

◦ Make sure you proof-read it and check all the links work

◦ This is not the time for cute or fancy fonts - they just get in the way 

◦ Use one READABLE font with simple headings and sub-headings 

◦ Make it easy to read with ample line-spacing and a sensible font size 

◦ Include a few links to relevant and useful resources on your website or blog 

◦ The content does not have to be fancy or laid out like a brochure! 

• When complete turn it into the finished format, such as a PDF 

• Upload the PDF file to AWS, your website, or a Dropbox 

• Set up your email list using your email service provider 

• Create a welcome email message for your new list - this gets sent automatically to all new subscribers 

• Include the link to your lead-magnet within your welcome email - no need to attach the file 

• Present them with a thank-you page with an initial offer of some kind if applicable 

• What to do if you cater to multiple specialties 

◦ Basically, you need a unique copy of everything we've talked about here for each specialty 

◦ Different lead-magnets for each audience 

◦ Different sign-up forms 

◦ Different opt-in pages 

◦ Different email lists 

◦ Different thank-you pages and initial offers 

◦ Different follow-up marketing 
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THE ANATOMY OF A WELL-CONVERTING SIGN-UP FORM

Headline

• Conveys the obvious value as quickly as possible

• Don't be tempted to make it "cute" 

Sub-Headline

• Expands on the point made in the headline

• Reinforces the promise 

Brief Description + Bullet Points Of Benefits 

• Keep it short and simple - edit to make it as readable as possible while being economical with words 

• Bullet points should illustrate end-of-line benefits, not features 

Fields To Ask For

• Usually, just the email address 

• Each additional field adds more friction to the process 

• Some more than others (phone number, address etc.) 

• Ask for the absolute minimum you need 
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Call To Action Button Text 

• Bold color 

• Large 

• Compelling text (NOT "submit"!) 

• Complete the sentence "I want to..." 

Reassurance Of Trust Message

• Makes them feel secure

• A simple message to let them know their information is safe with you 

• A padlock icon or similar graphic can help a lot 

Opt-In Form Must Be Obvious

• Stand out from the rest of the content 

◦ Use a different background color if used in a sidebar etc. 
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HOW TO BUILD AN OPT-IN PAGE
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• Use a specific landing page template if possible (for example, on WordPress) 

• If you don't have a template, at least try to minimize as many distractions as possible:

◦ Navigation 

◦ Social icons 

◦ Sidebar 

◦ Footer widgets 

◦ Unnecessary links 

• This page has only one purpose - to get the person to opt-in 

▪ Focus on the goal only 

• Headline and sub-headline

◦ Same principles apply here as on the opt-in form 

• Short description and possibly an image 

• Bullet points of benefits 

• Present the sign-up form 

• Testimonials can help 
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HOW TO MEASURE THE PERFORMANCE OF YOUR LEAD-
MAGNET

• Install Google Analytics and / or Clicky (WordPress plugins) 

• Note the URL's for your opt-in page and thank-you page... 

• Set up analytics goals using the opt-in page and thank-you page URL's... 

• Use UTM parameters on links for more in-depth analytics... 

• Count the number of unique visitors (daily, weekly or monthly) ["a"]... 

• Count the number of unique opt-in page views ["b"]... 

• Count the number of unique thank-you page views ["c"]... 

• Opt-in conversion rate = c / b 

• Overall conversion rate = b / a 
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