
How to Generate Leads and Make 
Money With Paid Advertising

Opening up a vast and virtually limitless marketplace.



Awareness Levels

• There is an awareness continuum that affects the success of your 
advertising.
• In sales, we used to say... 

• You see the need... They see the need
• You see the solution... They see the solution
• Close the sale

• But there are different phases people go through before they typically 
buy.



“You Aware”

• Know you and your product / 
service: If your prospect is 
aware of your product and 
realizes it can satisfy their 
need / desire, your headline 
starts with your product / 
service. 



Product Aware

• They know what you offer but 
aren’t sure if it’s right for 
them. They look for reviews 
(testimonials). Earn their trust. 
Direct ads work well here too. 



Solution Aware

• They know the result (outlook) they’re 
looking for, but don’t know if such a product 
exists. For example: YouTube placement. 

• The prospect needs some education. They 
need to know you understand their pain before 
you tell them how you can resolve that pain.

• A solution aware prospect has hope, but a 
problem aware prospect has only worry.
• Evaluate risk
• Negotiate terms and conditions



Solution Aware

• They know the result (outlook) 
they’re looking for, but don’t know if 
such a product exists. For example: 
YouTube placement. 

• The prospect needs some education. 
They need to know you understand 
their pain before you tell them how 
you can resolve that pain.

• Evaluate risk – Negotiate terms 
• A solution aware prospect has hope, 

but a problem aware prospect has 
only worry.



Desire Aware • For example, travel, chef skills, become a writer, 
speaker or coach, make more money for the time 
they put in. Your headline begins with the desire. 
Must describe their desires in their words. 



Problem Aware
• They know they have a problem but 

don’t know a solution exists. 
• They need to know you FEEL their 

pain, not just that you know they 
have a problem. 

• Must be empathetic. Can you 
describe the frustration, pain or 
possibly discouragement it they 
have?

• Your headline starts with the 
problem
• Determine their requirements
• Search for a solution

• So, if your product focuses on a 
problem people want addressed, 
you will want to get ranked for 
those relative search terms.



UnAware
• A simmering but undiscovered 

need. Once they hear about it, they 
are keenly interested. (i.e. i-phone, 
Bob in Dallas)

• Discover their latent need or desire. 
• Your job in this ad is to awaken 

them to their simmering need, and 
the cost of neglect. 

• i.e. Maybe you don’t have termite 
protection and you discover your 
neighbor’s house is eaten up with 
them.

• Use a Story Lead or Shock & Awe



Direct Ads
• The less your prospect knows about 
you, what you’re selling, or their own 
needs, the less effective direct ads will 
be.  Directly stating the benefit or 
getting right to your offer in the lead 
works best when …  
• You’re selling a product that’s easy to 
understand. 
• You can make a promise that’s very 
large and easily accepted. 
• You’ve got an exceptionally good deal 
or guarantee to offer. 
• Your customer knows and trusts you 
and deals with you often. 
• You’ve made a product improvement 
your market was already waiting for.



Indirect Ads
• Use these when … 
• Your customer doesn’t trust you fully.
• Your customer doesn’t believe a solution 
to their problem is possible. 
• Your customer doesn’t even know there’s 
a problem worth solving. 
• Your claims sound like everybody else’s.
• You’re writing to a customer who knows 
little or nothing about you. 
• You’re selling something that needs 
explanation.
• You’ve got a jaded or skeptical customer.



The less aware the prospect is, the more 
indirect your ad needs to be.

• Direct ads deliver an idea to a customer that they’re ready to accept. 
• Indirect ads give the customer extra emotional momentum and 

reaffirming proof to help them finish forming the conclusions they’re 
just beginning to make.



Offer Ad
Direct ad that goes straight to the deal. “Going 

out of business sale. Everything must go!” 



Promise Ad
Make a Big Direct or Implied Promise



Problem – Solution 
Ad

• Identify their “hot-button” in the 
headline. This is their biggest, most 
emotionally-charged and relevant issue. 



BIG Secret Ad

• This is a tease to draw the reader 
in. You’re offering a system, a 
formula or some kind of hard-to-
come-by knowledge for getting 
fast or dramatic results. 



Shock & Awe 
Ad

• Jolts the less aware reader out of 
their chair. Could be an amazing fact, 
statistic or claim, including a future 
forecast or prediction. 

• Read this or Die. One of the most 
successful sales letters ever 
written... 

• Today you have a 95% chance of 
eventually dying from a disease or 
condition for which there is already 
a known cure somewhere on the 
planet. 



Story Ad
• One of the most consistently 

powerful. Everyone loves a story. 
35% of the top 101 most 
successful print ads of all times 
with tens of billions of dollars 
revenue were story ads. 

• But this is an indirect ad and as 
Eileen noted, not as effective to 
folks who already know and trust 
you and are open to anything new 
you have. 


