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What is a Lead Generation Magnet (LGM)? 
 
A lead generation magnet is an irresistible offer that you make to 
prospects for something that is valuable and usually free in 
exchange for their contact information. It is typically their name 
and email address. Physical addresses, phone numbers and 
other information are sometimes collected too. A LGM could be a 
free report, checklist, or cheat sheet. 

 
This valuable content is what will attract your ideal prospects to 
your business, allowing you to create a pool of prospects with 
whom you can follow-up and sell your products and services to. 

 
The goal of a LGM is to maximize the number of targeted leads 
who see your offer for your product or service. It gets somebody 
to raise their hand and say, "I'm interested in what you have to 
offer. I'm interested in your idea and what you're selling." 

 
Capturing people who are interested is important because the 
reality is the majority of people aren't ready to buy at the time 
when they first discover you. 

 
One of the reasons lead magnets are so effective is that they 
don’t make the mistake of going directly for the sale, a big 
mistake that business owners make all of the time. 

 
Here are additional reasons why a Lead Generation Magnet is so 
valuable: 

 It attracts response from exactly the right prospects. 
 It boosts the response to all of your advertising. 
 It gets prospects to willingly give you complete contact 

information when they respond to ads, mail, visit websites, 
etc. 

 When it arrives, it immediately sets you and your business 
apart. 

 With a catchy, benefit-oriented title, it heightens interest in 
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what you have to say. 
 It positions you as an EXPERT, not just another salesman 

hawking a product. 
 It creates the opportunity for you to sell in a vacuum – where 

the sole focus is ONLY on the information you provide. 
 It can establish credibility with supporting evidence, 

testimonials, and useful information. 
 It sets the “buying criteria” in the mind of the prospect… and 

points to YOU as being the very best possible alternative. 
 It sets up the NEXT step in the marketing process by 

explicitly telling the prospect the next action they need to 
take. 
 

Types of Lead Magnets 
 
There are a variety of lead generation magnets which you can 
use. The good news is that a lead magnet doesn’t need to be 
complex or lengthy or time-sensitive. 

 
The most important element of a lead magnet is specificity. 
Solving one specific problem with one specific solution for one 
specific segment of the population. And yes this means you may 
need more than one LGM if you are catering to or targeting more 
than one market. The good news is the difference between 
LGM’s for different markets can be as simple as slight variations 
in your examples; for example stating dentist instead of 
accountant. 

 
The best lead magnets offer tremendous value within a few 
minutes of the opt-in. This may feel counterintuitive because the 
common thought is the more information I give the greater the 
value…A 300-page eBook or a course delivered over 14 days 
may appear to be of great value, but that much information will 
not be specific enough and will take too long for the prospect to 
consume Some of the most common and successful LGM’s are: 
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 Free Reports—Free reports are one of the most common 
lead magnets. If you use this type of lead magnet be careful 
that you don’t break the rule of specificity: keep the report 
focused on one topic that is of interest to the market you are 
targeting. 

 
 eBooks—eBooks are also common. This is another lead 

magnet that can easily break the rule of specificity or become 
too lengthy to consume quickly. 

 
 Webinars—Webinars are online presentations, about a 

specific topic that is usually presented as a slideshow with a 
voice over, but they can also be videos of the actual business 
owner. 

 
 Videos—Videos, when done well are one of the leading 

things people search for today. Be sure to read up on how to 
create an effective video if you choose this type of magnet. 

 
 Resource Guides—Toolkits or resource lists, i.e. a caterer 

could produce a checklist of the 20 things to make sure you 
don’t forget the day of your party are excellent lead magnets 
for the right type of business. 

 
 Low Cost or Free Trials—Low cost or free trials have been 

and continue to be an effective way to get someone to “try 
before you buy.” For example, a free product sample or $1 
trial membership. Software companies also commonly use 
“download a free trial” to get people familiar with their 
software. 
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 Meals—Meals are a no-brainer for a restaurant to offer a free 
appetizer or free dinner with purchase of another menu item. 
However, free meals can also work as a lead magnet to get 
people to come to a presentation or event. This is a tactic that 
works well for financial planners, but could work just as well 
for scores of other markets. 

 
 Exams/Assessments/Tests—Helping people diagnosis a 

problem is an excellent lead magnet. While the obvious might 
be for a dentist or eye doctor to offer a free exam, think outside 
the box. For example, a business coach could offer a free 
assessment of your business or a web designer could offer a 
23-point website test to see if your website could be optimized 
better. These tests could also be a derivative of the Resource 
Guide mentioned above, i.e. if your notice these any of these 
things in your garden you may have soil problems. 

 
 Lessons—If you are an instructor, you could offer a free 

lesson. Or, thinking outside of the box, you could share the 
one most valuable lesson you’ve learned which relates to your 
business and to your target audience to create a lead magnet 
around that. 

 
 Treatments—This works for any business that offers some 

sort of treatment such as a chiropractor who could offer a free 
adjustment. This can even be offered in a group setting. A 
good example was a chiropractor who offered a free “Hands 
on Lower Back Pain Workshop” in which he will show you 
techniques for relieving lower back pain. For these types of 
events, you do not need to treat everyone, you can have a 
“model” patient that you demonstrate on. 

 
 Products/Samples—For those that sell physical products, 

free product samples can be very effective. Skincare, perfume 
& health supplements are common examples of this strategy 



HOW TO CHOOSE THE RIGHT BAIT TO “REEL IN” YOUR IDEAL PROSPECTS! 

6 

 

 

perfect. 
 

 Case Studies—Case studies showcase a real person or 
business you’ve helped. You list the problem the 
person/business was having, the solution that was provided, 
and the results. These are particularly effective with B2B 
businesses, however, can work well with many products and 
services and even for many brick and mortar businesses. 

 
 Quiz-Survey—Offer a quiz or survey, where the results are 

delivered through email. 
 

 Checklists/Templates –Checklists and templates offer an 
immediate hands on way to address a problem and get results 
just as fast, and they are fantastic lead magnets if you opt to 
use a Checklist or a Template, make it as complete as 
possible, the more done-for-you that you can provide to the 
prospect, the better. 

 
 Newsletters—a physical newsletter will work far better than 

an email newsletter, but an emailed newsletter is better than 
a simple email because newsletters usually contain articles 
on many topics, they usually break the rule of specificity. So 
while this is an excellent marketing tool, it may not be the best 
choice for a lead magnet. 

 
 
Which Type of Lead Magnet Should You Choose? 
Your lead generation offer should be well matched with the 
market and the message. You have to have an offer that you 
advertise that causes them to come forward and identify 
themselves as interested. 

 
Price is important when creating your LGM. You position the 
price differently depending on the different media and different 
subsets of the market you are targeting. For example, if you are 
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offering a book geared toward the “Get rich in real estate” 
opportunity market, you might run an ad in a publication for Home 
Business Opportunities, Small Business Opportunities, Money 
From Home, or Entrepreneur. 
 
These are the lowest end of the opportunity seeker magazines 
so you get a lot of hobbyists and tire kickers. In these 
publications, we recommend you charge something for your book 
to weed out the “looky loos” who just want to collect information 
from the real prospects. But, if you advertise the same 
opportunity in Forbes and Investor’s Business Daily, you have a 
higher caliber person so you don’t want the money to get in the 
way so in these publications you would offer the book for free. 
The point is you can have the same lead magnet and depending 
on where you are offering it, you may offer it differently. 

 
You also want to think about how your target audience likes to 
consume information. For example, if you are choosing 
between video and a book, and you know your audience is 
millennials, a video may work better whereas an older audience 
who was brought up reading physical books, may respond 
better to a book offer. 

 
Reading through the list of types of lead magnets above, you 
probably will have a couple of lead magnet ideas jump out at you 
as a good fit. Choose the one that you can most quickly and 
easily put in place without too much effort and that will also 
deliver the biggest value. Once you have one in place, try and 
test other types. You never know what will work best, so it’s smart 
to test multiple lead magnets. Plus, different products or services 
you offer may work better with different types of lead magnets. 
For example, Profit Triggers has a free report that has worked 
gangbusters for our Copy Confidential membership. And our 
“Most Incredible Free Gift Ever” offer still pulls well for Profit 
Triggers membership. The point is, try a variety and keep adding 
lead magnets for each of your products and services. 
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What You Need. 
 
Above we listed some ideas of for lead magnets. Below we 
will highlight what you should include in a lead magnet and 
how to put one together quickly. 

1) A Squeeze Page/Landing Page—This is a web page, not 
your website, but a separate page to promote the LGM and to 
collect your prospect’s information so you can follow-up with 
them. 

2) A "thank you" page—Once a prospect gives you their 
information, you’ll want to take them to a "thank you" page 
where you’ll let them know how they will collect their free 
information. 

3) A follow-up sequence—This is a critical part of your lead 
generation system. This will help you build your relationship. 
At a minimum, you want a follow-up email sequence that asks 
if they were able to download the information okay and give 
them your contact information. Send a second email a few 
days later to help them consume the information. And a few 
days after that, a third email to see if they have any questions 
about the free material you’ve sent and lightly sell your 
product or service. 

4) A plan to market your lead generation system—Your LGM 
should be thought of as its own product that needs to be 
marketed, just like you would market any other product or 
service you offer. But because it is the tip of the spear towards 
finding people who want your other products or services, it is 
actually more in important that you let people know you have 
something they want. You can let them know a number of 
ways including through your newsletter, direct mail, emails, 
Facebook Ads, LinkedIn Ads, Google Ads or on your website. 

 
 
How To Create A Successful Lead Generation Magnet 
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1. Be specific. Your lead magnet should never be vague. You 
must offer an ultra- specific solution to an ultra-specific 
problem to an ultra-specific audience. 

 
2. Deliver one big promise. It’s better to deliver one big 

promise than a bunch of little ones. This is because it will call 
out your ideal customer better and you’ll be able to speak to 
them more specifically in your follow-up marketing. 

 
3. The offer has to be irresistible. Your lead generation 

magnet should be so powerful that people would gladly pay 
money to get it! It’s critical that the lead generation magnet 
solves a problem the target market is going through at the 
moment they receive your offer or visit your website. The best 
lead generation magnets are those that provide an immediate 
result for the prospect. 

 
4. Deliver immediate results. The most effective lead magnets 

deliver a solution that gives them instant gratification. People 
want a solution to their problem NOW. 

 
5. Shift their viewpoint. A powerful lead magnet will do more 

than offer a solution. It will shift your prospect’s mindset and 
position’s to view you as the go-to person for your product or 
service so that your prospect is pre-determined to want to do 
business with you when they need what you offer. 

 
6. Create rapid consumption. In general, being able to rapidly 

consume your lead magnet gives higher conversion rates for 
consuming your next offer. 

 
7. Deliver extreme value. Give your prospects something of 

real value, or better yet, extreme value. Something they look 
at and say, “Oh my gosh, I would have paid money for this!” 
Something that they look at and say, “If he’s giving away this 
information for free, can you imagine how valuable his product 
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or service must be?” This is the first step in getting your 
prospects to feel good about you, and to trust and like you. 
And people who trust you and like you tend to buy more from 
you. So make sure that you include useful and interesting 
information that offers solutions to the key problems you’ve 
identified 

 
By doing so you position yourself as an expert with credibility 
in the areas the prospect is most interested in. Another thing 
to remember is in the presentation. Just because your lead 
magnet is free, doesn’t mean it should LOOK free. For 
example, use good photography and invest in graphic design 
to create a professional looking cover for your free report, 
checklist and cheat sheet. 

 
8. Write an awesome title. This is where most marketers fail—

they choose a lame title for their lead generation magnet and 
end up wondering why they aren’t getting any leads. Let’s say 
you’re a carpet cleaner and come across the following call-to-
action on a website: 

 
“Enter your name and address to receive our information kit.” 
or… 
 
“Enter your name and email address to receive my free 
report, “How Any Carpet Cleaner Can Unlock Their Hidden 
Profits Thanks To My Proven 5-Step System To 
Getting Hordes Of Referrals!” 

 
I’m sure you’ll agree that the second lead generation magnet 
is more enticing. (We’ll talk more about the headline below.) 

 
9. Create a strong call-to-action for your paid product or 

service. 
A good content-to-pitch ratio for a lead generation magnet is 
80% content and 20% pitch. The pitch should be located at 
the end of the lead generation magnet and should be 
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presented in the framework of offering the prospect a 
chance to “take it to the next level” by purchasing your 
product.  

 

What Should Your Lead Magnet Contain? 

 
 The primary transformation you can enable in the life of 

the prospect – Remember people are not buying a product 
but the solution. For the LGM you are selling your expertise, 
experience, and specific product/program/service you offer. 

 Your story – what you’ve gone through that makes YOU 
uniquely qualified to create this LGM and the struggles 
you overcame to finally achieve the solution you needed. 

 A specific call-to-action – Now that they’ve gone through 
and reviewed the material you’ve provided, it's important to 
let your prospect know what you want them to do next or 
what action steps you want them to take. 

 
 
Take Action! Now it’s time for you to lay the foundation of 
what should go into your Lead Generation Magnet (LGM) you 
can offer your target market. 

 
PROCESS: Go through each step and fill-in all the ideas you 
can think that are related to the creation of your lead generation 
magnet(s). 

 
Step 1: Know Your Outcome 
When you create your LGM you should have one specific action 
in mind that you want the prospect to take. That is the outcome 
you want to achieve. There are many goals you could have that 
you want your prospect to do, including: 

 
 Give your office a call to setup an appointment. 
 Fill out a questionnaire and return it via email, a web form, 

fax, etc. 
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 Go to a website to make a purchase. 
 Fill out and return a print order form. 
 Schedule a free consultation. 
 Take a free trial. 

 
The bottom line is that you need to define exactly what ONE 
action you want your prospects to take. A confused prospect 
will never take positive action. You must be clear in your own 
mind as to what you want them to do before putting down 
anything into your LGM script. 

 
So first, decide what you want them to do. In many cases, it will 
be to read the Sales Letter included with the LGM. Brainstorm 
the No. 1 outcome you want them to achieve on the lines 
provided below. 
 
___________________________________________________
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
 
  

 
Step 2: Write Out Your Story 
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A critical, key element in building this relationship between 
yourself and your prospects is your story. Having a great story 
that touches both the hearts and minds of your prospects is 
critical. 

 
Sure, you can try to sell programs and services to people you 
don’t relate to and who don’t relate to you. But that is a 
guaranteed road to pain and frustration. Instead, you want to 
take people by the hand with whom you already share very much 
the same joys, fears, frustrations, and dreams. 

 
Back when a past Profit Triggers member was selling programs 
to magicians, he used his story of being a struggling magician 
over and over again to build this relationship. He knew the 
challenges that other magicians faced because he experienced 
those exact challenges himself. 

 
You have a story to tell too. And you need to put your story down 
on paper in a simple, direct, and emotionally compelling way. 
The key here with your core story, although you’re telling it about 
yourself, it must completely relate to what’s going on in the life of 
the listener. 

 
You are one of them. Your prospects must see or hear the story 
and say to themselves, “I got it, that’s me!” That’s what makes this 
successful. 

 
Your Story Must Include… 

 
Here are some of the core elements that your story must include: 

 
 Some pain, because that shows you are human and hence 

more relatable, so if there’s pain involved so much the 
better. The pain of losing clients. Struggling with bills and 
debt. Working at a job you despised. Pile on the pain. 
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 Frustrating effort spent wasting time and money on stuff 
that didn’t work. Hammer home how tough it was and how 
much garbage you had to go through in your quest for 
success. 

 A Eureka moment where you finally “got” what it takes to 
reach success. Only after huge investments of money, 
time, energy, pain, failures, etc. did you FINALLY uncover 
the real systems for success. 

  

Step 3: Choose 3-5 Important Challenges Facing Your 
Prospect 
 
This is where you come up with teaching points you’ll cover in 
the LGM. As part of your research into your ideal customer you’ll 
look at the problems that keep them awake at night, caused them 
pain, and daily frustration. 

 
Get into their heads and come up with 3-5 problems that you can 
promise to solve with your LGM brainstorm those on the lines 
provided. 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________  
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Step 4: Provide 3-5 Solutions To Those Challenges 
Now you need to nail down your solutions to these problems. 
And what you write here should perform multiple purposes: 

 
 Actually provide a bit of value to your prospects in solving 

their problem. 
 Set the “Buying Criteria” in your favor…so when they see 

the product or service, it’s clear that you are the one and 
only logical choice to make in getting these problems 
solved! 

 Point to specific features / benefits in your offer that match 
up perfectly to solve these challenges. 

 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
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Step 5: Create A Killer Title For Your Lead Generation Magnet 
 
The biggest secret to making your LGM as powerful as possible is 
to give it an appealing, benefit-oriented title and subtitle that 
makes a BIG Promise. For ideas look at the top selling books on 
the NY Times or USA Today best-seller lists… or go to Amazon 
and see what’s hot there. 

 
For example, one free report Profit Triggers created for a service 
was entitled: “How to Solve All Your Advertising, Marketing and 
Sales Problems – Once and For All!” Way better than simply 
saying, “Get my free report on marketing.” Another example of a 
LGM free report entitled: “The 7 Key Questions Every Copywriter 
You Hire MUST Be Able to Answer To Write Killer Direct 
Response Copy and Create Marketing Campaigns That Will 
Outsell The Pants Off Your Competition!” 

 
So having a powerful, attention-grabbing title is critical. You’ll want 
to brainstorm at least 7 different options for a KILLER title. Write 
them on the lines provided below, let them sit a day or so and then 
nail down which one you think is best. 
 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
___________________________________________________ 
 
 
If you’ve followed the above steps you now have the foundation 
to create a really effective Lead Generation Magnet (LGM). Go 
back through the training and create multiple LGM and keep 
testing! 


