Lead Generation Playbook

LEAD GENERATION
PLAYBOOK

Attract Prospects. Capture Leads. Close More Sales.

A plain text strategic report for building a cleaner lead capture system.

Inside: buyer clarity, lead magnets, landing pages, follow-up, tracking, and scaling.

Attract Prospects. Capture Leads. Close More Sales.
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SECTION 01

The Lead Generation Map

Lead generation works when one clear buyer meets one clear next step. Keep the path
simple.

— Key Points

Start with the buyer, not the tool.

Match each channel to the buyer's current awareness.

Use one primary offer before adding extra funnels.

Measure lead quality, not just lead count.

Stage: Attract - Purpose: Get the right person to notice you. - Output: Posts, ads,
search content, referrals.

» Stage: Capture - Purpose: Turn interest into contact permission. - Output: Opt-in
page, form, lead magnet.

» Stage: Nurture - Purpose: Build trust before the sales push. - Output: Emails, proof,
useful follow-up.

» Stage: Convert - Purpose: Move qualified leads toward the offer. - Output: Call,
checkout page, demo, sales page.

—  Practical Notes

Decision rule: if a step does not support capture or conversion, remove it.
* Keep the path visible in one document.
* Do not add channels until the first path works.
* Every asset should move one step forward.

—  Action Steps
1. Pick the target buyer.
2. Choose one lead magnet.
3. Build one capture page.
4. Write seven follow-up emails.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 02

Buyer and Market Snapshot

Strong campaigns begin with specific buyer pressure. Weak campaigns chase broad
audiences.

— Key Points
* Name the buyer in plain language.
* Write down the painful problem they admit publicly.
* Find the private frustration behind that problem.
* Connect the lead magnet to the next paid offer.

* Question: Who is this for? - Good Answer: Local gym owners needing client consults.
- Weak Answer: Business owners.

* Question: What do they want? - Good Answer: More booked consultations this month.
- Weak Answer: More growth.

* Question: What blocks them? - Good Answer: No follow-up after first contact. - Weak
Answer: Competition.

* Question: What proves fit? - Good Answer: They already sell a service. - Weak
Answer: They like marketing.

— Practical Notes

Decision rule: if the buyer is vague, the campaign will be vague.
* Interview real buyers when possible.
* Use search terms and support tickets for wording.
* Remove any buyer label nobody would use.

—  Action Steps

1. Write one buyer sentence.

2. List three urgent problems.

3. Choose the problem with sales intent.
4. Use that problem everywhere.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 03

The Core Offer Promise

The promise tells leads why they should care. It must be clear, useful, and believable.

— Key Points

* Say the result before the method.

Avoid vague promises like “grow faster”.

Use a time frame only when it is honest.

Keep the claim tied to your real offer.

Promise Type: Outcome - Example: Book more sales calls from existing visitors. - Use
When: The buyer wants a direct result.

Promise Type: Speed - Example: Launch a working opt-in page this week. - Use
When: The buyer feels stuck.

Promise Type: Relief - Example: Stop losing leads after the first click. - Use When:
The buyer is frustrated.

Promise Type: Control - Example: Track every lead source in one sheet. - Use When:
The buyer wants order.

— Practical Notes
Decision rule: use the strongest true promise you can defend.
* A clear promise makes the page easier to write.

* A believable promise beats a dramatic promise.
* The paid offer must naturally follow the lead magnet.

—  Action Steps

1. Write the main promise.

2. Remove jargon.

3. Cut anything you cannot prove.
4. Place it on every key asset.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 04

Lead Magnet Selection

A lead magnet should solve one small problem before the sale. It should not replace
the sale.

— Key Points
* Pick a quick win the buyer already wants.
* Avoid giant ebooks unless the buyer expects depth.

Make the asset easy to consume.

Connect the topic to your paid solution.

Format: Checklist - Best Use: Fast action and simple implementation. - Risk: Can feel
thin without context.

Format: Template - Best Use: Useful when the buyer needs speed. - Risk: Must match
their situation.

Format: Calculator - Best Use: Good for numbers and decisions. - Risk: Needs clean
instructions.

Format: Mini training - Best Use: Helpful for complex problems. - Risk: Can become
too long.

— Practical Notes
Decision rule: the lead magnet should create desire for the paid solution.
* The best asset is often small and direct.

* Speed matters when the buyer feels overwhelmed.
* A good title can double perceived value.

—  Action Steps

1. Choose one format.

2. Give it a sharp title.

3. Add a practical next step.

4. Link it to the follow-up sequence.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 05

Landing Page Structure

A capture page needs clarity before creativity. The visitor should understand it in
seconds.

— Key Points

Lead with the specific result.

Explain what they get after opting in.

Show why the asset is worth their email.

Remove navigation that steals attention.

Page Block: Headline - Job: State the result. - Plain Text Example: Get the 7-step lead
capture checklist.

Page Block: Bullets - Job: Show what is inside. - Plain Text Example: Know what to fix

first.
* Page Block: Form - Job: Capture contact details. - Plain Text Example: Name and
email only.

Page Block: Button - Job: Make the action obvious. - Plain Text Example: Send Me The
Checklist.
— Practical Notes
Decision rule: the visitor should understand the page before scrolling.
* The first screen must answer the main question.
* The form should never fight the headline.
* The button should complete the sentence.

—  Action Steps

1. Write the headline first.
2. Add three benefit bullets.
3. Use a short form.

4. Test the page on mobile.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 06

Capture Form Strategy

Every extra field creates friction. Ask only for details that improve lead routing or sales
follow-up.

— Key Points
* Use email when the offer is simple.
* Add phone only when fast contact matters.
* Ask business size only when segmentation matters.

Never ask questions you will not use.

Field: First name - Use It When: You personalize emails. - Skip It When: Your emails
stay generic.

Field: Email - Use It When: You deliver the asset. - Skip It When: Never skip this.

Field: Phone - Use It When: You call qualified leads fast. - Skip It When: You have no
calling process.

Field: Budget - Use It When: You need sales qualification. - Skip It When: It scares
cold visitors away.
—  Practical Notes
Decision rule: every field must earn its place.
* Short forms work best for cold visitors.
* Longer forms work when sales value is high.
* Only ask what improves the next conversation.

—  Action Steps

1. Start with two fields.

2. Add one qualifier if needed.
3. Label fields clearly.

4. Check form delivery daily.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 07

Trust Builders

People give contact details when the exchange feels safe. Trust comes from specific
proof and low risk.

— Key Points
* Use proof that matches the buyer.
* Show what happens after the opt-in.
* Avoid inflated claims and fake scarcity.
* Make privacy expectations simple.

* Trust Element: Mini bio - What It Does: Shows who is behind the page. - Best
Placement: Near the form.

* Trust Element: Result proof - What It Does: Shows the method has worked. - Best
Placement: Below the bullets.

* Trust Element: Privacy note - What It Does: Reduces hesitation. - Best Placement:
Under the form.

* Trust Element: Sample preview - What It Does: Shows asset value early. - Best
Placement: Before the button.

—  Practical Notes

Decision rule: prove enough to reduce doubt, not overwhelm the visitor.
* Small proof feels stronger than broad hype.
* Specific examples reduce visitor doubt.
* A simple privacy note can lift form completion.

—  Action Steps

1. Add one proof point.

2. Add one privacy line.

3. Remove unsupported claims.
4. Make the first email helpful.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 08

Cold Audience Channels

Cold channels create new reach. They need clear hooks, repeated exposure, and a
tight offer path.

— Key Points
* Use short messages that name the problem fast.
* Send people to one focused opt-in page.
* Do not ask cold leads to buy too early.
* Track each channel separately.

* Channel: Search content - Good Fit: Buyers searching for answers. - First Goal:
Capture problem-aware visitors.

e Channel: Short video - Good Fit: Fast awareness and education. - First Goal: Create
curiosity.

* Channel: Paid ads - Good Fit: Offers with proven economics. - First Goal: Test
message-market fit.

* Channel: Partnerships - Good Fit: Borrowed trust from others. - First Goal: Get
warmer first contact.

— Practical Notes

Decision rule: cold channels need patience and clean tracking.
* Cold leads need more context before buying.
* Repeat the same core message across tests.
* Track cold leads separately from warm leads.

—  Action Steps

1. Pick one cold channel.
2. Write ten hook angles.
3. Send all clicks to one page.
4. Review results weekly.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 09

Warm Audience Channels

Warm channels convert faster because trust already exists. Use them for faster
feedback and cleaner testing.

— Key Points
e Start with your email list, followers, or past buyers.
* Ask partners for targeted mentions.
* Reuse questions from real prospects.
* Treat replies as sales intelligence.

* Audience: Email list - Best Message: Useful resource tied to a known problem. -
Follow-Up: Send related offer later.

* Audience: Social followers - Best Message: Short post with direct benefit. - Follow-Up:
Invite comments or clicks.

* Audience: Past buyers - Best Message: Upgrade path or implementation help. -
Follow-Up: Offer a next step.

* Audience: Partners - Best Message: Helpful asset for their audience. - Follow-Up:
Share results after launch.

—  Practical Notes

Decision rule: warm responses reveal the best message faster.
* Warm audiences reveal weak wording quickly.
* Replies matter as much as clicks.
* Use warm results before spending harder money.

—  Action Steps

1. Announce the asset to warm contacts.
2. Ask one useful question.

3. Track clicks and replies.

4. Use replies to improve the page.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 10

Content That Pulls Leads In

Content should move the buyer toward the opt-in. Each piece needs one idea and one
next step.

— Key Points
e Use the buyer's real wording.
* Teach the first step, not the whole system.
* Show a mistake they can fix today.
* End with the lead magnet, not a vague reminder.

* Content Type: Problem post - Angle: What is costing you leads? - Call To Action: Get
the checklist.

* Content Type: Mistake post - Angle: Why your form is ignored. - Call To Action:
Download the audit sheet.

* Content Type: Example post - Angle: Before and after page fix. - Call To Action: Grab
the template.

* Content Type: Short video - Angle: One fast lead capture tip. - Call To Action:
Comment or click for the guide.

— Practical Notes

Decision rule: each content piece needs one job and one CTA.
* Content should answer one real question.
* The CTA should feel like the next helpful step.
* Turn strong posts into emails and ads.

—  Action Steps
1. Write five problem angles.
2. Turn each angle into one post.
3. Add the opt-in link.
4. Repeat the winner.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 11

Email Follow-Up System

Most leads are not ready on day one. Follow-up turns attention into trust, clarity, and
action.

— Key Points
* Deliver the promised asset immediately.
* Send useful help before a hard pitch.
* Connect each email to the next buying step.

Use plain subject lines that match the content.

Email: 1 - Purpose: Deliver the asset. - Simple Topic: Here is your lead capture
checklist.

Email: 2 - Purpose: Explain the problem. - Simple Topic: Where most leads disappear.

Email: 3 - Purpose: Teach a quick win. - Simple Topic: Fix this page block first.

Email: 4 - Purpose: Show proof or example. - Simple Topic: A simple capture path.

Email: 5 - Purpose: Invite action. - Simple Topic: Ready to build this properly?

—  Practical Notes

Decision rule: the sequence should make buying feel easier.
* The first email must deliver immediately.
* The middle emails should remove doubts.
* The final email should make action simple.

—  Action Steps

1. Write five emails.

2. Keep each email focused.

3. Use one CTA each.

4. Check replies for objections.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 12

Segmentation and Tagging

Segmentation helps you send better messages. Start simple or the system becomes
hard to maintain.

— Key Points
* Tag by source, offer, and interest.
* Do not create tags for every tiny detail.
* Use tags to change follow-up, not decorate records.
* Review tag usefulness every month.

* Tag Type: Source - Example: short-video-checklist - Why It Matters: Shows where
leads came from.

* Tag Type: Asset - Example: landing-page-template - Why It Matters: Shows what they
wanted.

* Tag Type: Intent - Example: requested-demo - Why It Matters: Signals sales
readiness.

* Tag Type: Customer - Example: front-end-buyer - Why It Matters: Supports upsells.

— Practical Notes

Decision rule: only keep tags that change follow-up or reporting.
* A few useful tags beat a messy tag library.
* Tag names should be readable by any team member.
* Clean tags before they become confusing.

—  Action Steps

1. Define core tags before launch.
2. Add tags automatically.

3. Use tags in reports.

4. Delete tags nobody uses.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 13

Sales Conversation Path

Lead generation fails when the next step is unclear. Build a path from interest to
decision.

— Key Points

Use one main conversion path per campaign.

Match the path to offer price and complexity.

Give warm leads a simple action.

Do not bury the sales step under extra choices.

» Offer Type: Low-ticket product - Best Next Step: Checkout page. - Reason: The
decision is simple.

» Offer Type: Service package - Best Next Step: Application or call. - Reason: Fit
matters before payment.

» Offer Type: Software demo - Best Next Step: Booked demo. - Reason: The buyer
needs context.

» Offer Type: Membership - Best Next Step: Trial or guided tour. - Reason: They need
proof of value.

— Practical Notes

Decision rule: remove any step that delays a ready lead.
* The next step must match offer complexity.
* Low-price offers need less friction.
* High-value offers need stronger qualification.

—  Action Steps

1. Choose the sales step.

2. Put it in the follow-up emails.
3. Remove secondary CTAs.

4. Track completed actions.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 14

Conversion Tracking

Track the whole path, not one number. A big list means little if qualified leads do not
move forward.

— Key Points
* Track visitors, opt-ins, email clicks, and sales actions.
* Separate each channel with source tracking.
* Measure lead quality every week.

Look for leaks before spending more.

Metric: Visit-to-opt-in - Meaning: Page relevance and clarity. - Fix If Weak: Rewrite
headline and bullets.

Metric: Email open - Meaning: Subject and sender trust. - Fix If Weak: Simplify
subject lines.

Metric: Click rate - Meaning: Offer interest. - Fix If Weak: Tighten CTA and offer link.

Metric: Sales action - Meaning: Lead quality and timing. - Fix If Weak: Improve
qualification and proof.

—  Practical Notes

Decision rule: fix the leak before adding more visitors.
* Track actions that change decisions.
* Do not celebrate leads that never move.
* Look for the weakest conversion point first.

—  Action Steps

1. Set one tracking sheet.
2. Record weekly numbers.
3. Mark the weakest step.
4. Fix one leak at a time.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?

Lead Generation Playbook Page 16



SECTION 15

Lead Quality Scoring

Not every lead deserves the same effort. Scoring helps sales time go toward better
opportunities.

— Key Points

Score actions, fit, and urgency.
» Keep scoring simple enough to use.

Move high-score leads to faster follow-up.

Do not ignore low-score leads completely.

Signal: Downloaded asset - Score: 1 - Why It Matters: Shows topic interest.

* Signal: Clicked sales link - Score: 3 - Why It Matters: Shows buying intent.

* Signal: Replied to email - Score: 4 - Why It Matters: Shows active engagement.
* Signal: Booked a call - Score: 5 - Why It Matters: Shows direct intent.

— Practical Notes

Decision rule: sales intent matters more than passive interest.
* Scores should reflect real buying behavior.
* Sales feedback should update the model.
* High-score leads deserve faster human attention.

—  Action Steps

1. Create a five-point scoring model.
2. Assign scores to key actions.

3. Review high-score leads daily.

4. Adjust scores after sales feedback.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 16

Weekly Optimization Routine

Optimization should be boring and consistent. Random changes make results harder to
understand.

— Key Points
* Review the same numbers every week.
* Change one major element at a time.
* Keep a record of every test.

Stop tests only after enough data appears.

Day: Monday - Task: Check source and opt-in numbers. - Decision: Find the biggest
leak.

Day: Tuesday - Task: Review email clicks and replies. - Decision: Spot objections.

Day: Wednesday - Task: Improve one asset. - Decision: Rewrite or simplify.

Day: Thursday - Task: Publish or relaunch content. - Decision: Send more qualified
visitors.

Day: Friday - Task: Log results and next action. - Decision: Keep or test again.

—  Practical Notes

Decision rule: change one thing, then watch what happens.
* Routine beats random rebuilding.
* One clean test teaches more than five messy tests.
* Record the reason behind every change.

—  Action Steps

1. Set a weekly review time.
2. Use one dashboard.

3. Pick one fix.

4. Do not rebuild everything.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 17

Budget and Resource Plan

Lead generation costs money, time, or both. Choose a plan that matches your
resources and patience.

— Key Points

Use organic channels when cash is tight.

Use paid testing only with a proven page.

Invest in follow-up before buying more clicks.

Treat tools as support, not the strategy.

Resource: Content - Lean Plan: Three posts per week. - Growth Plan: Daily content
across one channel.

* Resource: Ads - Lean Plan: Small retargeting budget. - Growth Plan: Structured cold
traffic tests.

* Resource: Tools - Lean Plan: Email platform and tracker. - Growth Plan: CRM,
analytics, and automation.

* Resource: Time - Lean Plan: Weekly manual review. - Growth Plan: Daily review and
faster iteration.

— Practical Notes

Decision rule: spend where the system already shows promise.
* Time is a budget too.
* Cheap leads are expensive when they never convert.
* Spend more only after the path proves itself.

—  Action Steps

1. Choose lean or growth mode.
2. Set a weekly budget.

3. Assign owner for each task.
4. Review return before scaling.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 18

Mistakes That Kill Lead Flow

Most campaigns fail from basic friction. Fix the obvious leaks before adding more
channels.

— Key Points

Do not send visitors to a generic home page.

Do not ask for too many form fields.

Do not hide the value of the lead magnet.
Do not stop after the first email.

Mistake: Broad headline - Why It Hurts: Visitors cannot see the benefit. - Better
Move: Name the problem and result.

Mistake: Weak CTA - Why It Hurts: The next step feels unclear. - Better Move: Use
direct action wording.

Mistake: No follow-up - Why It Hurts: Leads forget you quickly. - Better Move: Send a
short email sequence.

Mistake: No tracking - Why It Hurts: You cannot find the leak. - Better Move: Track
each funnel step.

— Practical Notes
Decision rule: simplify before you scale.
* Most leaks come from unclear value.
* Confusing pages often look busy, not useful.
* Fix delivery and follow-up before buying reach.

—  Action Steps

1. Audit the page.

2. Check the form.

3. Read the first email.

4. Fix the biggest friction point.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 19

Lead Generation Dashboard

A dashboard should show decisions, not vanity. Keep it small, readable, and updated
weekly.

— Key Points
* Use one row per source.
* Track numbers that affect action.
* Add notes beside unusual changes.
* Review trends, not one random day.
* Column: Source - Purpose: Shows origin. - Example: TikTok, blog, partner email.
* Column: Visitors - Purpose: Shows reach. - Example: 1,240 visits.
* Column: Opt-ins - Purpose: Shows capture. - Example: 186 leads.
* Column: Sales actions - Purpose: Shows quality. - Example: 21 booked calls.
* Column: Notes - Purpose: Explains context. - Example: New headline tested.

— Practical Notes

Decision rule: the dashboard must make the next move obvious.
* The dashboard should fit on one screen.
* Use notes to explain spikes and drops.
* A simple sheet is enough for most launches.

—  Action Steps

1. Create the sheet.

2. Add current sources.

3. Update every Friday.

4. Highlight the weakest step.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 20

30-Day Launch Plan

The first month should prove the path works. Aim for clean setup and useful feedback.

— Key Points

Do not launch ten channels at once.

Build the capture path first.
* Use warm audiences for fast learning.

Improve the offer before increasing volume.

Week: 1 - Focus: Buyer and offer clarity. - Deliverable: Buyer profile and lead
magnet.

* Week: 2 - Focus: Page and email setup. - Deliverable: Opt-in page and five emails.

* Week: 3 - Focus: Warm launch. - Deliverable: Email, social, and partner outreach.

* Week: 4 - Focus: Review and improve. - Deliverable: Updated page and next test
plan.

—  Practical Notes

Decision rule: launch small enough to learn fast.
* The first month is for proof, not perfection.
* Warm feedback reduces wasted build time.
* A small clean launch beats a delayed big launch.

—  Action Steps

1. Complete the buyer snapshot.
2. Build the lead magnet.

3. Launch to warm contacts.

4. Improve the weakest step.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 21

90-Day Scaling Plan

Scale only after the basic path converts. More volume makes weak systems fail faster.

— Key Points
* Confirm the lead magnet attracts the right people.
* Confirm follow-up produces sales actions.
* Add one channel at a time.
* Turn winning pieces into repeatable assets.

Phase: Days 1-30 - Goal: Prove the path. - Action: Launch and measure.

Phase: Days 31-60 - Goal: Improve conversion. - Action: Test page, emails, and CTA.
Phase: Days 61-90 - Goal: Add reach. - Action: Expand content or paid sources.
Phase: After 90 - Goal: Systemize. - Action: Document tasks and owners.

—  Practical Notes

Decision rule: scale after proof, not before.
* Scale one proven channel at a time.
* Protect what already works before adding more.
* Document the system before handing it off.

—  Action Steps
1. Keep one primary metric.
2. Scale the best source.
3. Document every winning asset.
4. Set a monthly review meeting.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 22

Templates and Swipe Blocks

Templates save time when they stay specific. Use them as starting points, not finished
strategy.

— Key Points

Replace vague words with buyer language.
Match the CTA to the lead magnet.
Keep the promise tight.

Edit every template before publishing.

Asset: Headline - Plain Text Swipe: Get the checklist that shows where leads
disappear. - Use For: Opt-in page.

* Asset: CTA - Plain Text Swipe: Send me the checklist. - Use For: Button copy.

* Asset: Email opener - Plain Text Swipe: Most leads are lost after the first click. - Use
For: Nurture email.

» Asset: Post close - Plain Text Swipe: Want the simple fix list? Grab it here. - Use For:
Social post.

—  Practical Notes

Decision rule: templates save time only after editing.
* Templates should sound like your market.
* Swap generic benefits for specific outcomes.
* Keep a swipe file of proven lines.

—  Action Steps
1. Pick one swipe block.
2. Replace the buyer and outcome.
3. Shorten the wording.
4. Test it on one asset.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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SECTION 23

Final Action Checklist

Use this checklist before launch. A clean simple system beats a complicated funnel
nobody finishes.

— Key Points
* The buyer is clearly named.
* The lead magnet solves one small problem.
* The landing page explains the value fast.
* The form only asks for useful details.
* The email sequence moves leads toward action.

Iltem: Buyer statement written. - Ready?: Yes / No - Notes: Keep it specific.

Iltem: Lead magnet finished. - Ready?: Yes / No - Notes: Deliver immediately.

Iltem: Opt-in page tested. - Ready?: Yes / No - Notes: Check mobile view.

Iltem: Tracking sheet ready. - Ready?: Yes / No - Notes: Log weekly numbers.

Iltem: Follow-up sequence loaded. - Ready?: Yes / No - Notes: Use one CTA per email.

— Practical Notes

Decision rule: a complete simple path beats a half-built complex one.
* Launch only when the path is testable.
* Fix obvious friction before judging demand.
* Use the checklist again after each major change.

—  Action Steps
1. Run the checklist.
2. Fix missing pieces.
3. Launch to a warm audience.
4. Review results after seven days.

Quick Check

Before moving on, ask: does this step make the next action easier for the lead?
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