
LEAD GENERATION
BUYER’S GUIDE



Summary
Lead generation firms play an important part in economic development. 

A good firm not only improves the quality of the leads, but also provides vital 
strategic intelligence that can boost overall economic development planning 

and execution. This Lead Generation Buyer’s Guide offers insights from industry 
insiders and experts to provide a how-to for building a successful relationship 
between an economic development organization and a lead generation firm.
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Chapter one

Lead Generation Buyer’s Guide -
Is outsourcing for you?



Economic Development
Organizations have 
their plates full
Job creation. Expanding the tax base. Improving economic 
vitality. These are just some of the primary concerns of 
economic development organizations (EDOs). EDOs come in 
many shapes and sizes: Federal, state, regional, and local 
organizations; chambers of commerce; public-private 
partnerships, and utilities. But whatever their structure, these 
organizations share common goals—to attract new business 
investments, while also supporting the growth and expansion 
of established companies.
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Economic Development Organizations
have their plates full

EDOs have a number of tools at 
their disposal to achieve these aims: 
on the ground they work with other 
entities to develop a business 
climate that’s attractive to investors. 
They advertise and promote the 
positive attributes of the region. 
They work directly with investors 
to provide information, assist in site 
selection, and navigate laws and 
potential roadblocks. And they 
provide financial incentives 
to investors. 

Before they can work with 
entrepreneurs and business 
owners they have to find them. 

Census data tells us that there 
are approximately 5.5 million 
firms in the United States alone. 
Millions more make up the rapidly 
expanding foreign markets. These 
are staggering numbers for any 
one EDO to effectively monitor in 
search of prospects—companies 
in expansion mode that might be 
a good fit for a particular region. 
And timing is critical; a company 
must be early enough in the process 
that it is open to influence on its 
decision-making.

Census data tells us that 
there approximately 5.5 
million firms in the US 
alone. Millions more make 
up the rapidly expanding 
foreign markets.
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???
So how do EDOs move 
from a universe 
of literally millions 
of companies to a short 
list of highly viable 
and validated leads?
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This question is one that’s been 
frequently on the table at Entergy 
Corporation in recent years. Like many 
utilities, Entergy Corporation sees 
economic development as a vital part 
of its core mission. The electric utility, 
based in the southern United States, 
supplies power to 2.8 million customers, 
including a large number of commercial 
and industrial clients. Growing that 
commercial base improves Entergy’s 
bottom line while also boosting jobs, 
expanding the tax base, and building 
the general health of the regional 
economy—

a win-win for everyone. 
Until about a year ago, the utility’s 
economic development operations 
were largely contained in the 
regional offices of the company, 
explains Mark Kleehammer, 
the utility’s Vice President 
of Business Development. 
Kleehammer has been charged 
with coordinating the company’s 
strategy and building a stronger 
economic development initiative.

Building an internal team
Option 1:
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“It’s a relatively efficient process, once you have the people in place 
with the right connections,” says Voorhorst. “We are specialists, 
and there’s a large group of industrial site-selection experts. 
Our internal staff has a strong network among those industries.”

So far so good. The petrochemical and automotive industries 
are an obvious fit for Entergy’s region. There’s just one issue that 
keeps Voorhorst and Kleehammer up at night: What about all of 
the other industries that might be a good fit? It’s impractical to have 
specialists in every industrial sector. And it’s a waste of time to put 
non-experts on the case. “That’s the inefficient part,” says Voorhorst, 
“bringing in leads where we don’t have experts in place.”

As part of that effort, Kleehammer has 
hired specialists who have both experience 
in economic development and deep ties 
to industry:

Many EDOs adopt a similar approach; 
they focus their internal efforts on 
specific industries in which they feel they 
have a clear advantage given existing 
clusters and assets.

One who specializes in industry-
utility relationships

Another with experience 
in the petrochemical industry

John Voorhorst, who has deep
ties to the auto industry

Building an internal team
Option 1:

Get on the phone with companies who are 
in a growth and expansion mode, and see if Entergy’s 

region is a good fit for their new operations.

The job of these internal specialists is deceptively simple:
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Many EDOs faced with the same problem 
turn to investment attraction, or lead 
generation firms. These firms specialize 
in researching and identifying companies 
likely to expand into the jurisdiction 
represented by the client EDO. 
This process helps the EDO gain a first 
mover advantage by meeting with 
the company early enough to influence 
the final site selection process.

That’s the path that the Entergy team 
followed. Like Kleehammer’s internal 
specialists, the firm would do 

the research, find companies 
in growth mode, and cultivate 
relationships with decision-makers 
to make a case for the southern 
states as a place to break ground.

Lead generation firms - 
An extension of the team

Option 2:
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they wanted companies that really stood a chance of investing 
  in the community. 

There are, however, a bewildering variety of lead generation firms out there, and there are many factors to 
consider when evaluating the services they have on tap. The Entergy team didn’t want leads for the sake of leads—

“With a lead generation firm, part of what you’re paying for is what you 
didn’t know in the first place—or what you were wrong about in your 
assumptions,” says Kleehammer. “That’s why we put such an emphasis 
on the granular quality of the data, and the strategic information we 
could glean from it.”

What’s true for Entergy is true for nearly every economic development 
organization, whether connected to a utility, a city government, 
or an economic region. Namely, wherever your staff has expertise, 
that’s where you’re likely to see investment. But the thing you should 
be worried about is where your staff lacks expertise. That’s where 
opportunities lie that you never even dreamed of.

They wanted an exclusive arrangement, 
so they weren’t forced to compete 
with a bunch of other jurisdictions 
for leads they had paid for.

They wanted a firm that could tap 
into an increasingly important 
global market.

And beyond the tactical support, 
they also hoped to gain strategic 
knowledge about the larger 
commercial and industrial 
landscape, so they could position 
the utility to compete in the 
global marketplace.

Lead generation firms - An extension of the team
Option 2:



When you should consider outsourcing your lead generation efforts:

If you need help hitting your 
growth objectives, a firm can:

Attract investment 
in new markets

Improve the quality 
of leads

Produce results faster 
than a ramped up 
internal process

If your lead conversion rates
are weak, a firm can:

Implement enhanced 
lead nurturing

Provide data to improve 
targeting strategy

Improve lead 
nurturing strategies 

If you need actionable analytics,
a firm can:

Review conversion rates 
by industry and geography

Review conversion rates 
by campaign messaging

Leverage historical data 
for benchmarking

If you want to deploy a 
well-coordinated multi-point 
outreach program, a firm can:

Implement tele-prospecting

Improve outreach through 
email and social media

Provide access to marketing 
automation platforms

If your department is resource
challenged, a firm can:

Provide the management 
of a team requiring 
detailed oversight

Deliver access to 
sophisticated technology 
infrastructure

Improve the quality 
of information used 
for decision-making

When databases and intelligence
need to be refreshed, a firm can:

Improve the information 
about multiple prospects 

Connect more often 
with the decision-maker

Access a wider set of data
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The key to building a successful relationship with a lead generation firm is to first pick the right firm, and then, manage 
the engagement with methods designed to improve your chances of success. This Buyer’s Guide series is designed to do 
just that. In the next five issues, we’ll explore in detail questions that you should consider before hiring a lead generation 
firm. Some of the themes that we will explore further in this guide include:

Ability to engage in a successful dialogue with decision-makers. Is the lead generation firm truly 
capable of an informed and educated conversation that results in an understanding of business priorities 
that leads to a meaningful next step?

International scope. Does the lead generation firm have research data, local knowledge, and an 
understanding of cultural nuances in the markets they serve?

Data and Analytics. Does the firm deploy best-practices, benchmark its performance across other 
campaigns, and contribute strategic insight about how your EDO is performing?

Fundamental understanding of economic development principals. Does the firm understand your 
KPIs, pains, and challenges? Are they knowledgeable of key themes including: site selection criteria, FDI 
drivers, BR&E, target industry studies, identifying Gazelles, asset audits, and other key economic 
development issues?

Knowledge of traditional and modern outreach techniques. Do the firm’s capabilities include 
multi-point outreach, automation software, and effective lead nurturing?

Full vertical integration. Is the lead generation firm outsourcing any of the research or outreach 
function, or does it own their its datasets and technology solutions?

Conclusion:
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