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Introduction

For any company the basic concept of how to make a profit is identical:
Profit = Leads x Conversion x Revenue per Customer x Margin

Conversion Margin

= Revenue

So in order to increase profit, a company really has only three levers. It can improve its
profit margin, it can increase the transaction volume per customer, or it can win more

customers.

While all three matter, for a growth stage life science provider the most important initial
move is to win more customers, and to that end, to generate more leads. But why start
with lead generation? There are three reasons.

First, leads sit at the top of the multiplier chain. You cannot improve conversion on
traffic you do not have, and you cannot lift margin on customers you never won. Margin
work only optimizes the base you already have, whereas lead generation expands that
base in the first place. And honestly, it is never wrong to have a solid customer base.

Second, margin has a systematic limit while leads often have massive upside.
Buyer power is high in the life science industry, so margin gains are capped at a few
percentage points. Most markets, in contrast, hold orders of magnitude more customers
than a single growth stage provider could ever serve. Therefore, the logical order is
clear: first win more customers, then optimize on margin.

Third, increased lead flow de-risks the business. A pipeline that depends on the
founder’s network is a single point of failure, whereas systematic lead generation
diversifies where new business comes from. It also gives you the slack to refuse bad
clients and to survive the occasional delivery failure.

So if you are a life science service provider aiming to grow, then increasing your lead
generation effort is very likely the right first step.

CPTRQ Consulting — Translate Science, Accelerate Growth. 1



{{{CPTRQ

Consulting

The 6 Channels for Lead Generation

¥ Channels are the routes through which a lead can reach you. Drivers determine

how well a channel performs. Tactics are the concrete things you do.

X There are 6 channels, each with 5-6 drivers (orange), for each 3-5 tactics.

1. Website Performance

User Experience

Fast page load | Mobile devices | Navigation clarity
Content

Educational | Research-backed | Relevance to target
audience | well- structured | easy to understand
SEO

On-page optimization | Internal linking | Structured
metadata

Lead Capturing

Pop-ups | Forms | Gated content

Conversion

Clear CTA | A/B-tested landing pages | Trust signals |
Conversion Tracking/Analytics

3. Google Ads / SEA

Keywords

High intent | Negative keywords | Match type strategy
Ad Copy

Pain-point driven | A/B testing | Dynamic ads Bidding &
Budgeting

Strategic budgeting | Audience segmentation | ROAS
optimization

Landing Page

Ad-to-page consistency | Fast loading | CTA clarity
Retargeting

Custom audiences | Dynamic product ads | Sequential
messaging

Value First

Clear value proposition | free resources | free
consultations

Account-Based

High-value targets | Account-specific solutions | Multi-
touchpoint

Personalized

Segmentation | Problem solving | Customized to
segment

Follow-Up

Structured | Multi-channel | Persistence

Referral Activation

systematic asks | testimonial capture | strategic
partnerships

2. Organic Search /SEO/ GEO

Keyword Research
Search intent | Long-tail keywords | Competitor analysis

Content
see Website Performance

Technical
Clean structure | Indexability | page speed

Backlinking
Guest posting | Industry partnerships | Digital PR & brand
mentions

Regionality

Native-language localization | Regional terminology &
search behavior | Country-specific authority signals
Al Visibility (GEO)

Data-dense citable content | Extractable structure |
Third-party brand mentions

4. LinkedIn

Content
see Website Performance

Employee Advocacy

Training | posting guidelines | leadership visibility
Targeted Ads

Defined audiences | Retargeting | Lead gen forms

Network Expansion
InMail campaigns | Community engagement | Proactive
connecting

Lead Magnets

Gated proprietary data | Practical tools | Webinars &
expert sessions

6. Congresses & Events

Booth & Collateral

demo stations, conversation starters, scannable
messaging hierarchy

Activities

Speaker slots | Self-hosted events | Poster
Lead Capturing

Business cards | QR codes | Digital forms

Social Media

Videos | Tagging | Posting before / during / after
Outreach

pre-booked meetings, 48-hour follow-up, no-show
recovery
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How to implement the 6 channels

It can feel overwhelming at first, but there is a clear sequence to getting this right. First
and foremost, start with proper strategy development, because this is the foundation
that everything else sits on. Strategy is not where you want to save time. Honestly, |
have never seen a company fail because it thought too much, but | have seen many fail
because they thought too little and rushed headlessly into action.

Then build a messaging architecture that speaks to your ICP’s pain points. This forms the
basis for everything that follows, and most importantly, it informs how you create your
content. Great content is a cross-channel multiplier, because you need it in every single
channel. (You will find more on how to do this in our other whitepapers.)

Once you have an initial messaging architecture, get your website up and running. You
can already do some SEO, but do not overdo it, because proper SEO takes time and
research and is a long-term game. It is an ongoing effort, so plan to work on it regularly
once the site is live. And remember, SEO heavily influences your Al visibility too, so the
website is a very powerful lever.

Frankly, | think the website is the key milestone to be done first, because a great
website demands a clear strategy and a crisp messaging architecture. In other words, it
forces you to do your homework.

In case you have already put the basics discussed above into place and need an instant
increase in leads, SEA is the way to go.

Social media, meanwhile, is where you build brand equity and visibility. Now, not every
industry reacts to Linkedln activity with a request for proposals, but the traffic from
social media to your website can be substantial. | have personally been approached at
congresses by strangers telling me how much they liked our content. So yes, social
media matters.

Of course, every business with growth ambitions should reach out to potential
customers proactively, whether by email, on LinkedIn, at tradeshows or even by phone.

Finally, tradeshows are a mix of inbound and outbound. They are a way to be seen, to
build a brand, to pick up industry trends, to approach the prospects you want and to
receive inbound leads all at once.

What holds for every channel: measure its effectiveness quantitatively. For that, you
need a solid IT infrastructure to collect the relevant data and analyse it, and this is
exactly where CPTRQ Consulting’s “System Build” comes into play.
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What not to do

Do not chase poor-quality leads, because they only drive up costs. You really want well-
qualified leads, so your sales system is not tied up with prospects who were never a fit
to begin with.

Be careful with price. Lowering it to win more leads is only viable if you can genuinely be
the cost leader in your field, so unless that is you, compete on value instead.

Above all, have your sales process and system in place before you start serious lead
generation. Putting traffic on a weak website, or letting your business developers run
customer conversations without proper messaging, will again only create cost without
benefit.

The Channels in Detail

1. Website Performance

What it does

The website is your central asset. Every other channel — SEO, SEA, LinkedIn, events —
eventually sends people there. It has to convert visitors into leads, otherwise the other
channels pay for traffic that goes nowhere.

Drivers & Tactics
X User Experience: Fast page load, Mobile devices, Navigation clarity

i Content: Educational, Research-backed, Relevance to target audience, well-
structured, easy to understand

i} SEO: On-page optimization, Internal linking, Structured metadata
¥ Lead Capturing: Pop-ups, Forms, Gated content

X Conversion: Clear CTA, A/B-tested landing pages, Trust signals, Conversion
tracking/analytics

What good looks like

A visitor understands within seconds what you do, for whom, and why you can be
trusted. Every page has one clear next step. Forms and gated content capture leads at
different levels of readiness.

Typical failure mode

The website is a digital brochure. Beautiful, technically detailed — and without a single
reason for the visitor to leave their contact details.
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2. Organic Search/SEO/AI Visibility

What it does
This is the long game. Organic search brings a steady flow of prospects who are actively

looking for what you offer — at zero cost per click.

Increasingly, buyers do not search on Google at all — they ask ChatGPT or Perplexity. The
same foundation feeds both: well-structured, data-rich content that machines can find,
understand and cite.

Drivers & Tactics

K Keyword Research: Search intent, Long-tail keywords, Competitor analysis
Content: see “Website Performance”
Technical: Clean structure, Indexability, page speed

Backlinking: Guest posting, Industry partnerships, Digital PR & brand mentions

X X X X

Regionality: Native-language localization, Regional terminology & search behavior,
Country-specific authority signals

X Al Visibility (GEO): Data-dense citable content, Extractable structure, Third-party
brand mentions
What good looks like
You rank for the terms your ICP actually types, in their language. Al assistants cite you
when someone asks for providers in your niche. Your content answers real questions
with real data.
Typical failure mode

Content written for peers instead of prospects. Scientifically impressive — but nobody
searches for it, and no Al cites it.

3. Google Ads/SEA

What it does

SEA is the fastest channel. If your website converts, you can buy qualified traffic
tomorrow. It is also the most expensive channel if the foundation is weak.

Drivers & Tactics
K Keywords: High intent, Negative keywords, Match type strategy
X Ad Copy: Pain-point driven, A/B testing, Dynamic ads

¥ Bidding & Budgeting: Strategic budgeting, Audience segmentation, ROAS
optimization

¥ Landing Page: Ad-to-page consistency, Fast loading, CTA clarity
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¥ Retargeting: Custom audiences, Dynamic product ads, Sequential messaging

What good looks like

High-intent keywords only, negative keywords maintained, and every ad leads to a
landing page that matches it. You know your cost per lead and your ROAS — and you act
on them.

Typical failure mode

Broad keywords, a generic landing page, no negative keywords. The budget burns, the
leads do not come, and the conclusion is “Google Ads does not work in our industry”. It
does, but it has to be done well

4. Linkedln

What it does

LinkedIn is where your buyers spend their professional attention. It rarely generates a
request for proposal directly — but it builds the credibility that makes every other
channel work. People check your profile before they answer your email.

Drivers & Tactics

X Content: see “Website Performance”

¥ Employee Advocacy: Training, posting guidelines, leadership visibility
K Targeted Ads: Defined audiences, Retargeting, Lead gen forms
X

Network Expansion: InMail campaigns, Community engagement, Proactive
connecting

¥ Lead Magnets: Gated proprietary data, Practical tools, Webinars & expert sessions

What good looks like

Consistent posting from personal profiles — they outperform company pages. Employees
are visible. The content demonstrates expertise. When a prospect looks you up, the
profile confirms what the outreach claimed.

Typical failure mode

A company page that posts once a quarter, and outreach from a profile with no content.
The prospect checks, finds nothing, and does not reply.
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5. Outreach

What it does

QOutreach is the only channel where you choose who becomes a lead. Every other
channel waits for prospects to find you — here you go to them. For companies with a
clearly defined ICP this is the most precise channel there is.

Drivers & Tactics
M Value First: Clear value proposition, free resources, free consultations
X Account-Based: High-value targets, Account-specific solutions, Multi-touchpoint
X Personalized: Segmentation, Problem solving, Customized to segment
X Follow-Up: Structured, Multi-channel, Persistence
K Referral Activation: systematic asks, testimonial capture, strategic partnerships

What good looks like

Small, well-researched target lists potentially using text merging based on
spreadsheets. Messages that address a real problem of that specific account.
Structured follow-up across multiple channels — most replies come after the third touch,
not the first.

Typical failure mode

Mass emails to bought lists. Quality over quantity is not a platitude here — in a small
industry, one bad campaign can damage your reputation for years.

6. Congresses & Events

What it does

Events are the one channel where you meet prospects in person. They compress months
of digital touchpoints into a ten-minute conversation — and they mix inbound and
outbound: you are seen, you pick up industry trends, and you actively approach the
accounts you want.

Drivers & Tactics

X Booth & Collateral: demo stations, conversation starters, scannable messaging
hierarchy

Activities: Speaker slots, Self-hosted events, Poster
Lead Capturing: Business cards, QR codes, Digital forms

Social Media: Videos, Tagging, Posting before/during/after the event

X X X X

Outreach: pre-booked meetings, 48-hour follow-up, no-show recovery
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What good looks like

Meetings are booked before the show through pre-event outreach. Every conversation is
captured digitally. Follow-up happens within days, while people still remember you.

Typical failure mode

An expensive booth and no plan. The team waits for people to walk by, collects cards,
and follows up three weeks later — or never. The booth is not the tactic; the system
around it is.

Why the Channels Work Best Together

Valuable content is a modulator for all channels. That is why after getting the strategy
right, forming a messaging architecture that feeds into all content types is so important.
Once that is set up, the messaging architecture informs the content for the website,
LinkedIn, congresses etc.

The overlaps in the framework are the point: the same lead magnet works on the
website, on Linkedln and in outreach. The same messaging feeds ads, posts and booth
conversations. Retargeting picks up your website visitors on Linkedln and Google.

Run in isolation, each channel underperforms. A great LinkedIn presence or SEA without
a converting website or a sound tradeshow presence without structured follow-up all
waste budget. That is why the sequence matters: strategy and messaging architecture
first, then the channels, which mutually reinforce each other.

Recommendations

Lead generation is the first and most important aspect of growing a company. Where to
start depends on where you stand:

= No systematic lead generation at all? Start with strategy and messaging
architecture. Do not touch any channel before this is done.

= Website exists but produces no leads? Fix conversion and SEO before spending a
single euro on ads. Traffic to a website that does not convert is wasted budget.

= Need leads this quarter? SEA plus personalized outreach - the two fastest
channels. But only if the website converts.

= Already exhibiting at tradeshows? Systematize lead capture and follow-up. This
is usually the cheapest improvement with the fastest payback.

Whatever you do: start with developing strategy first, then build your messaging
architecture. Then go and build the channels as one system to harness compounding and
leveraging effects.
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Need help Implementing?

The knowledge for building this system is more available than it used to be, but getting
the sequence right for your specific situation requires experience. Furthermore, it helps
to know which parts must be done well because they matter down the line, and where
the pitfalls sit in each channel. | know these connections, | know what to get right early,
and | know what to take care of now so you avoid problems and delays later.

This is what we do at CPTRQ Consulting. We design and
build your commercial growth system as one integrated
whole, in the right order, so the channels compound
instead of competing. And remember, every quarter
without a working system is customers you never reached.
If that is where you want to get to, let us talk.

You will find my email and LinkedIn below.

Dr. Christian Stumpp MBA
Founder, CPTRQ Consulting

Email
contact@cptrqg.com

LinkedlIn

https://www.linkedin.com/in/christian-stumpp/
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