
 

 

 

 

 
 

 

If you’re trying to create a killer direct response campaign, and you’re not sure 
where to start or how to come up with an idea in the first place, keep reading. 

There are some pretty simple, inexpensive, and quick things that anyone can 
do. Here’s a list of steps to take to create a direct response campaign that will 
add value to the lives of your prospects and encourage them to engage with 
your content. 
 

1. Create a place where someone can opt in: 
 

• Let’s start with the basics. An opt-in is a landing page that shares a 
tid-bit of information, and a person has to provide some basic 
information (such as their name and email) to access your 
resource. It could be a PDF, guide, cheat sheet, video, blueprint, 
checklist, etc. The list could go on.  
 

• Once a person has opted into your free report, figure out where 
they are going. Mailchimp, AWeber, and GetResponse are simple 
low-investment options for email automation. If you want 
something more sophisticated, ActiveCampaign and Keap are 
good options as well. 
 

• The idea is that people who have a problem that they’re looking for 
a solution to are going to find your resource. Once they find it, 
they’ll want it enough to be willing to give you their information 
(name, email address, phone number, zip code, fill out a survey, 
etc.) in order to get the information that you’re offering to share 
with them.  

 

 

 

 



 

 

 
 

2. Once they’ve opted in, you need to have a plan to 
continually communicate with them. 
 

• You don’t want to have them opt in, receive the free resource, and 
then never hear from you again. You also don’t want them to opt 
in, receive the free resource, get bombarded by multiple emails a 
day, and then unsubscribe from the mailing list. But you do want 
to have a plan to continually communicate with them.  
 

• The key here is relevance. You need to stay relevant. As long as it’s 
relevant, you’re always going to be invited back into their inbox, or 
their mailbox, or wherever you’re communicating with them. 
You’re always going to be a welcomed visitor and not an intruder 
as long as what you’re sending is relevant to them and adds value. 
 

• The bottom line? Have a plan for how you’re going to keep the 
conversation going. Once the person has opted in, you need to 
know how you’re going to keep them interested and engaged. 
Remember, relevance is key. 

 
 

3. Once you’ve got your plan in place, it’s time to develop 
your lead magnet.  
 

• The lead generation magnet is very simple. If you’ve been 
practicing in an area of law for any amount of time, you have a 
series of questions that you get asked all the time. You can 
probably think of the top 3, 10, 12 questions everyone always asks 
you, or the 5 biggest mistakes that your clients typically make, etc. 
Sit down and think creatively and expansively about the questions 
that you hear repeatedly. Then make your free report. An example 
of a free report is attached. 
 

 

 



 

 

 

 

Your lead magnet doesn’t have to be complicated; it just 
has to be direct. Give the person instructions on what to 

do, tell them who it’s for, tell them how it’s going to 
make their life better, and why you care enough to do it.  

And remember it does not have to be perfect. Do not let 
perfection be the enemy of profitability.  

 


