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What is Lead Generation? 

 

Lead Generation is the marketing activity that generates 
consumer interest in a companies product or service. This 

activity is also sometimes called “Performance Marketing” and 
relies on a “cost per action/lead” model.  

Benefits: 
• Advertisers can rely on marketing experts and reduce their exposure  by paying 

only for the actions they want. 
• Marketers and Publishers can focus on what they do best, which is create content 

and manage marketing campaigns to their fullest potential. 
• Consumers benefit from having a single efficient process to find products and 

services that best suit their needs. 

 
 
  



What is a Lead? 

• A lead is a person that has expressed interest in a 
companies product or service. 

– Data form submission 

– Call 

– Click-to-call 

 

 



Lead Generation Example 

Google’s Insurance Quote Process 



Lead Generation Example 



Lead Generation Example 



Lead Generation Example 



Lead Generation Example 



What companies make up the Lead 
Generation Process? 

Marketing 
Agencies 

Marketing 
Agencies 

Publishers Publishers Advertisers Advertisers 

Lead Sellers/Lead Generators Lead Buyer 



What companies make up the Lead 
Generation Process? 

Marketing 
Agencies 

Marketing 
Agencies 

Publishers Publishers Advertisers Advertisers 

Lead Sellers/Lead Generators Lead Buyer 



What companies make up the Lead 
Generation Process? 

Marketing 
Agencies 

Marketing 
Agencies 

Publishers Publishers Advertisers Advertisers 

Marketing specialists: Paid Search, Social Media, TV, Radio  



What companies make up the Lead 
Generation Process? 

Publishers Publishers 

Website owners, TV Shows, or any type of proprietary content. 
 



What companies make up the Lead 
Generation Process? 

Advertisers Advertisers 

Advertisers, or Lead Buyers, are the companies that produce 
the product of service the consumers is in search of.  



What companies surround and support the 
Lead Generation Industry? 

Creative Agencies 

Call Service Companies 

Lead Management Compliance Tools 

Tech Providers 



How big is the Lead Generation Industry?  

• Estimated by the Internet Advertising Bureau (IAB) in 2010 the US 
Advertising market is $26B 

•  The Lead Generation industry is estimated to be 5% of that number, $1.3B 

• Where is this number today?  

• Why the growth?  



Industry Trends 

Insurance 
Health, Auto, 

and Home 

Financial Services 
Credit card, 
Mortgage, 

Auto Lending 
 

Home Services 
Contracting, 
Plumbing, 
Maintance 

 

Education 
 

Based on LeadsCon Attendance Trends  

Other 
Travel,  
Health, 

B2B 



Thank you 
 

 

Michael Ferree 

mferree@anomalysquared.com 

www.LeadsCouncil.com www.AnomalySquared.com 

mailto:mferree@anomalysquared.com


MITIGATE RISK.  

SAVE MONEY. 

PROTECT YOUR 

BRAND. 



Confidential and Proprietary 

• Founded in 2008; privately held & backed by leading tech VCs; 

Solely focused on marketing compliance 

• Team of Industry and Technology Experts  

• Discovering, monitoring and score millions of lead forms and 

content pages for clients, everyday 

• Named “Best Compliance Monitoring” 2012, 2013, 2014 & 2015 

About PerformLine 



Lack of transparency in the  

Lead Generation ecosystem 

 and an active regulatory  

environment make  

Marketing Compliance 

♯C O M P L I C A T E D   

♯ L A B O R  I N T E N S I V E  

♯E X P E N S I V E  

Problem 



Solution 

MONITOR 
lead and traffic 

sources with 24/7/365 

scalable technology 

DISCOVER 
potential compliance 

violations 

automatically 

ACT 
with real-time data, 

screenshots and  

compliance reports 



LEAD GENERATION 

BASICS 



Confidential and Proprietary 

Lead & Traffic Sources  

Contact Centers 

Organic  

Site Visitors 

Pay Per Click 
(PPC) 

search engine 
traffic 

Cost Per Action 
(CPA) 

provided by third 
parties 



Confidential and Proprietary 

Affiliate Network Model 



Confidential and Proprietary 

Consumer Lead Funnel 



Confidential and Proprietary 

Paid Search Placement 

• User searches term on Google, Yahoo, Bing, etc. 
 

• Paid search ad appears 
 

• User clicks on ad and is taken to landing page 
 

• User fills out information and is matched with 

advertisers 



Confidential and Proprietary 

PPC Traffic 

• Key word/content bidding campaigns are 

utilized to drive traffic to websites and 

landing pages. 
 

• Ad copy controlled by the Advertiser for 

their direct efforts 
 

• Ad copy controlled by the marketing 

partner for their own websites 
 

 



Confidential and Proprietary 

CPA Traffic 

• Third party publishers and 

affiliates drive traffic to 

landing pages via banner ads 

and related ad campaigns 

 



Confidential and Proprietary 

• Banner ad displayed on third party publisher site 

• User clicks on banner ad and is taken to landing page 

• User fills out info on landing page and is matched with 

an advertiser (Bank, Credit Card Company, School, etc.) 

 

 

Banner Ads 



Confidential and Proprietary 

Email Creative  

• Affiliate sends email creative to 

their email list 
 

• User clicks “Get Started” in email 

and is sent to landing page 
 

• User fills out information on 

landing page and is matched 



Confidential and Proprietary 

• User fills out info on landing page  to receive follow up 

information 

• Depending on the type of lean generation effort, 

Contact Center involvement may occur at different 

points 

 

 

Contact Center 



Confidential and Proprietary 

• Data Verification (web or contact center) 

• Data Augmentation 

• Lead Scoring 

• Relationship of Marketing Partners 

• Channel Controls 

 

Other Items to Consider 



Thank You! 
 

David Morgan 
Chief Revenue Officer 

PerformLine, Inc. 

david@performline.com 

(415) 871-1093 

 



































































How Economics 

Drives Messaging 

in Lead Generation 



It All Starts with a Click 



Rogue Affiliates vs. Rogue Messaging 

Identical 

Landing Page 

The aggressive ad will generate more clicks, but 

the value to the advertiser is below average. 



Rogue Affiliates vs. Rogue Messaging 

Identical 

LeadGen 

Forms 

The aggressive ad not only generates more 

clicks, but also generates more leads. 



Common User Experiences 

Aggregator Form 

Aggregator 
(Data Pass Thru) 

Lead 

Buyer 

Aggregator Call Center 

Third-Party Call Center 

Aggregator Form 

Aggregator Call Center Third-Party Call Center 

Lead 

Buyer 

Lead 

Buyer 

Lead 

Buyer 

Initial 

Representation 

Initial 

Representation 

Initial 

Representation 

Initial 

Representation 
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Lead 

Aggregators 

Third-Party Call 

Centers & 

Affiliate Traffic 
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Third-Party Call 

Centers & 

Affiliate Traffic 

Lead 

Aggregators 

Lead 

Buyers 



EDU Initial Representations 

Subject:     Paul, Financial Aid Available for Baltimore 

From:         Jake Turner 

Subject:     US Government Financial Aid For asmith@aol.com 

From:         Jane 

Subject:     Your US Government Financial Aid Luke  

From:         Erica 



Lending Initial Representations 

Subject:     [Grant] Notice for mlynch42@gmail.com 

From:         Karen 

Subject:     Grant Package 

From:         WVE 

Subject:     Liam: Your 2015 loan funding 

From:         Dillon 

Subject:     ID: TR-475-0 (Alice) Private, about your Loan eligibility 

From:         Grants Dept. 

Subject:     June 2015: IMPORTANT: You Can Get A $52,646 Loan  

From:         Jason M. 



Insurance Initial Representations 



Common User Experiences 

Aggregator Form 

Aggregator 
(Data Pass Thru) 

Lead 

Buyer 

Aggregator Call Center 

Third-Party Call Center 

Aggregator Form 

Aggregator Call Center Third-Party Call Center 

Lead 

Buyer 

Lead 

Buyer 

Lead 

Buyer 

Initial 

Representation 

Initial 

Representation 

Initial 

Representation 

Initial 

Representation 



User Experience Example 1 



 
6 Buyers 
5 Sellers 
101 Calls 

 
6 Buyers 
4 Sellers 
97 Calls 

 
6 Buyers 
3 Sellers 
95 Calls 

 
5 Buyers 
3 Sellers 
92 Calls 

 
4 Buyers 
3 Sellers 
80 Calls 

 
4 Buyers 
2 Sellers 
78 Calls 

 
3 Buyers 
2 Sellers 
75 Calls 

 
2 Buyers 
2 Sellers 
61 Calls 

 
2 Buyers 
1 Seller 
58 Calls 

 
1 Buyer 
1 Seller 
39 Calls 

 
1 Buyer 

 
37 Calls 

User Experience Example 1 

0

1

2

3

4

5

6

7

8

9

10

11

6/1 6/6 6/11 6/16 6/21 6/26 7/1

Calls Received During First 30 Days 

Seller F 

Buyer 1 

Buyer 2 

Seller B 

Seller C 

Buyer 3 

Buyer 4 

Seller D 

Buyer 6 

Buyer 5 

Seller E 



User Experience Example 2 



 
8 Buyers 
8 Sellers 
305 Calls 

 
7 Buyers 
8 Sellers 
277 Calls 

 
7 Buyers 
7 Sellers 
269 Calls 

 
7 Buyers 
6 Sellers 
262 Calls 

 
6 Buyers 
6 Sellers 
260 Calls 

 
5 Buyers 
6 Sellers 
228 Calls 

 
5 Buyers 
5 Sellers 
227 Calls 

 
4 Buyers 
5 Sellers 
204 Calls 

 
3 Buyers 
5 Sellers 
171 Calls 

 
2 Buyers 
5 Sellers 
128 Calls 

 
1 Buyer 
5 Sellers 
58 Calls 

 
1 Buyer 
4 Sellers 
50 Calls 

 
1 Buyer 
3 Sellers 
44 Calls 

 
1 Buyer 
2 Sellers 
37 Calls 

 
1 Buyer 
1 Seller 
30 Calls 

 
1 Buyer 

 
27 Calls 

User Experience Example 2 
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Buyer 8 

Seller I 

Seller H 

Buyer 7 

Buyer 6 

Seller G 

Buyer 5 

Buyer 4 

Buyer 3 

Buyer 2 

Seller F 

Seller E 

Seller D 

Seller C 

Seller B 

Buyer 1 

 



 
18 Buyers 
14 Sellers 
429 Calls 

 
17 Buyers 
14 Sellers 
427 Calls 

 
17 Buyers 
13 Sellers 
422 Calls 

 
16 Buyers 
13 Sellers 
418 Calls 

 
16 Buyers 
12 Sellers 
416 Calls 

 
16 Buyers 
11 Sellers 
409 Calls 

 
15 Buyers 
11 Sellers 
401 Calls 

 
14 Buyers 
11 Sellers 
394 Calls 

 
13 Buyers 
11 Sellers 
385 Calls 

 
12 Buyers 
11 Sellers 
379 Calls 

 
11 Buyers 
11 Sellers 
364 Calls 

 
10 Buyers 
11 Sellers 
355 Calls 

 
10 Buyers 
10 Sellers 
352 Calls 

 
10 Buyers 
9 Sellers 
346 Calls 

 
9 Buyers 
9 Sellers 
322 Calls 

 
9 Buyers 
8 Sellers 
321 Calls 

User Experience Example 2 
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Common User Experiences 

Aggregator Form 

Aggregator 
(Data Pass Thru) 

Lead 

Buyer 

Aggregator Call Center 

Third-Party Call Center 

Aggregator Form 

Aggregator Call Center Third-Party Call Center 

Lead 

Buyer 

Lead 

Buyer 

Lead 

Buyer 

Initial 

Representation 

Initial 

Representation 

Initial 

Representation 

Initial 

Representation 
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Third-Party Call 

Centers & 

Affiliate Traffic 

Lead 

Aggregators 

Lead 

Buyers 



Rogue Affiliates vs. Rogue Messaging 

Identical 

Landing Page 

The aggressive ad will generate more clicks, but 

the value to the advertiser is below average. 



Rogue Affiliates vs. Rogue Messaging 

Identical 

LeadGen 

Forms 

The aggressive ad not only generates more 

clicks, but also generates more leads. 



Jonathan L. Gillman 
CEO | Omniangle Technologies LLC 

 

info@omniangle.com 



Panel 2:   
Case Study on Lead 

Generation in Lending 



Mechanics of a Ping Tree 



Mechanics of a Ping Tree  
Step 1 – Consumer Data Input 

  

91 

• Consumers visit a website of their choice. 
 
• Once the consumer determines that they would like to work with the website, 

they enter in the information requested in the secure form on that site. 
 
• Once completed, the consumer submits their information. 

• Consumers visit a website of their choice. 
 
• Once the consumer determines that they would like to work with the website, 

they enter in the information requested in the secure form on that site. 
 
• Once completed, the consumer submits their information. 



Mechanics of a Ping Tree  
Step 2 – Data Posted to Lead Generator 

92 

  
The information that 
was provided by the 
consumer on the 
website form is 
encrypted for security 
and posted into the 
Lead Generator’s lead 
handling system. Once 
there, it is validated for 
proper format and fraud 
prevention checks are 
conducted. 

 

  
The information that 
was provided by the 
consumer on the 
website form is 
encrypted for security 
and posted into the 
Lead Generator’s lead 
handling system. Once 
there, it is validated for 
proper format and fraud 
prevention checks are 
conducted. 

 

Filters provided by the 
Lenders are then 
applied. 
 
Examples include: 
 
- States of Operation 
- Hours of Operation 
- Volume Caps 

 
  

Filters provided by the 
Lenders are then 
applied. 
 
Examples include: 
 
- States of Operation 
- Hours of Operation 
- Volume Caps 

 
  

After filters are applied, 
Lenders whose filters 
have been met, are now 
eligible to be shown the 
consumer information. 
  
 

After filters are applied, 
Lenders whose filters 
have been met, are now 
eligible to be shown the 
consumer information. 
  
 



 
 
 

Mechanics of a Ping Tree 
Step 3 Lender Decisioning in the Ping Tree 

  
 
  

93 

Consumer information 
is presented to eligible 
Lenders (based on their 

filters) in a top down 
“Reverse Auction Style” until 
a Lender is willing to accept 

the lead.  
 
 
 
 
 
 
 
 
 
 
 

Consumer information 
is presented to eligible 
Lenders (based on their 

filters) in a top down 
“Reverse Auction Style” until 
a Lender is willing to accept 

the lead.  
 
 
 
 
 
 
 
 
 
 
 

Consumer 
Information 
Consumer 

Information 

Abc Corp $25 Abc Corp $25 

Mno Corp $20 Mno Corp $20 

Xyz Corp $18 Xyz Corp $18 

Abc Corp $10 Abc Corp $10 

Xyz Corp $5 Xyz Corp $5 

No No 

No No 

Yes Yes 

Lead Buyers 



Mechanics of a Ping Tree 
Consumer Notification of Results 

 

 

 

94 

 
When a consumer’s information is 
accepted by a Lender, the consumer is 
directed to a page that provides the 
information of that Lender.  Once this 
is given to the consumer, they are 
automatically redirected to the 
Lender’s website where the consumer 
is presented with the details on how 
to complete the process. 

 
When a consumer’s information is 
accepted by a Lender, the consumer is 
directed to a page that provides the 
information of that Lender.  Once this 
is given to the consumer, they are 
automatically redirected to the 
Lender’s website where the consumer 
is presented with the details on how 
to complete the process. 

 
When a consumer’s information is not 
accepted by a Lender, the consumer is 
directed to a page that notifies the 
consumer that no lender was able to 
work with them at this time. 

 
When a consumer’s information is not 
accepted by a Lender, the consumer is 
directed to a page that notifies the 
consumer that no lender was able to 
work with them at this time. 



SHORT TERM LENDING ON-LINE PROCESS 

(OWNER OF WEBSITE COULD  
BE PUBLISHER/ AFFILIATE, 

AGGREGATOR, OR LENDER) 





Panel 3:   
Case Study on Lead 

Generation in Education 





Panel 4:   
Overview of Consumer 

Protection Concerns & the 
Legal Landscape 



Panel 5:   
Looking Ahead – Protecting 

& Educating Consumers 



Look for the OLA Seal 
 

•  
 

 

 

 

 

 

 

• OLA embedded logo is displayed on over 700 
member company websites 

 

 



Look for the OLA Seal 




