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THE OPERATING MANUAL

How to use this playbook

A field guide for turning attention into owned audience, qualified
demand and measurable sales in 2026.

» Read Chapters 1-3 before choosing channels. They define the economics and measurement model.

» Use Chapters 4-10 as modular channel playbooks. Pick two acquisition engines, not seven.

* Run the 90-day plan in Chapter 11 and review the scorecard every Friday.

* Use the templates in the appendix as working documents. Replace assumptions with your own numbers.

The 2026 principle

Al makes production cheaper, but it does not make attention cheaper. The advantage belongs to operators who
combine original evidence, distinctive creative, first-party data and disciplined follow-up.

Decision key

Nobody knows you SEO + creator distribution Qualified visits

Traffic does not convert Offer + landing page Visitor-to-lead rate
Leads go cold Email + sales follow-up Lead-to-sale rate

Paid media is volatile Measurement + creative testing Contribution margin
Revenue is one-off Retention + referrals 90-day customer value
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What changed and what still works

Targets, margin and allowable acquisition cost

Events, attribution and weekly decisions

Positioning that creates demand

SEO, Al answers and social search

Native content that earns attention

Turn rented reach into owned demand

Creative systems and Al-assisted campaigns

Proof, friction and follow-up

Borrow trust and compound distribution

A week-by-week implementation sprint

Free, paid and hybrid product models

Scripts, briefs, dashboards and checklists

Sources and quick-find topics
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CHAPTER 01

The 2026 Growth Reality

Discovery is no longer a straight line from search to website to
checkout.

Buyers now move between Google, Al answer surfaces, YouTube, TikTok, communities, creator
recommendations, email and branded search. The winning system does not chase every platform. It creates one
evidence-rich idea, adapts it to each discovery surface, captures permission, and measures the journey to
revenue.

Five shifts that matter

« Search is becoming answer-led. Publish material that deserves citation: original examples, firsthand tests, useful
frameworks, clear authorship and verifiable sources.

« Social platforms are search engines. Titles, spoken keywords, captions and comments now help content surface
long after the first feed cycle.

* Creator trust is becoming media inventory. Organic creator content can be licensed, boosted and connected
directly to shopping or lead flows.

» Ad platforms automate targeting and bidding. Your control moves upstream to offer quality, conversion signals,
creative variety and economics.

* Evidence beats polish. Demonstrations, customer language, transparent comparisons and behind-the-scenes
process reduce perceived risk.

The compound loop

Attract Earn relevant attention Guide, video, creator post Engaged visit
Capture Exchange value for permission Diagnostic, checklist, playbook Qualified opt-in
Nurture Build belief and urgency Email sequence, proof, demo Intent action
Convert Make the next step easy Offer page, checkout, call Revenue

Learn Feed insight back into content Interview, analytics review New hypothesis
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CHAPTER 02

Economics Before Tactics

A channel is only scalable when the unit economics survive the
next customer.

Start with contribution margin, not revenue. Revenue can grow while cash disappears into fees, refunds, support
and acquisition. Define the maximum you can spend to acquire a customer while preserving the margin required to

operate.

Core equations

AOV Revenue / orders Average first purchase
Gross margin Revenue - direct delivery costs Cash before acquisition
Customer value AOQV x purchases in period Value of a customer cohort
Allowable CAC Customer value x acquisition allocation Maximum acquisition spend
Lead value Customer value x lead-to-sale rate Maximum rational CPL
Payback CAC / monthly contribution Cash recovery speed
Example

$49 playbook + $149 implementation kit. Blended 90-day customer value is $82, gross margin is 90%, and 35%
of contribution is allocated to acquisition. Allowable CAC is roughly $25.80. If 8% of qualified leads buy,
allowable CPL is about $2.06.

Set guardrails before launch

» Choose one primary outcome: profit, new customers, qualified pipeline or subscriber growth.

* Define a minimum lead quality threshold. Email addresses without fit or intent are not inventory.
» Use a 90-day customer-value window for early decisions; expand when retention data matures.
* Reserve 10-20% of spend for learning, not for hitting the weekly efficiency target.

« Stop tests on pre-written rules, not emotion: minimum impressions, clicks, leads or spend.
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CHAPTER 03

The Measurement Spine

Good measurement tells you what to do next; perfect attribution
does not exist.

Build a small event ladder that reflects the customer journey. Send high-quality downstream outcomes back to ad
platforms where possible, but keep your own source-of-truth reporting. Track both leading signals and commercial

outcomes.
N
Attention Qualified landing-page view Stayed 30+ seconds or reached key section
Interest Lead magnet request Valid address + consent
Intent Pricing click, demo, checkout start Relevant product and source attached
Revenue Purchase or accepted opportunity Value and margin recorded
Quality Refund-free / qualified / retained Observed after delay

The minimum dashboard

» Traffic by source and content asset.

* Visitor-to-lead rate by landing page.

* Lead-to-intent and lead-to-sale rate by source.

* Revenue, contribution and refund rate by campaign.

* Creative angle performance, not just individual ad performance.

* Cohort value at 7, 30 and 90 days.

Attribution rule

Use attribution to allocate learning, not to claim certainty. Compare platform reporting, analytics and actual
revenue; when they disagree, make the smallest reversible decision and run an incrementality-minded test.
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CHAPTER 04

The Offer and Audience Wedge

Specificity is the most durable conversion advantage available to
a small brand.

A strong offer names a narrow buyer, an expensive or urgent problem, a credible mechanism and a concrete next
step. “Grow your business” is not a promise. “Build a 90-day organic traffic system for a new digital product” is
closer to a purchase decision.

The wedge statement

Fill this in

For [specific buyer] who want [valuable outcome] without [common sacrifice], this product provides [mechanism]
so they can [measurable result] within [time or boundary].

Message research in one afternoon

* Collect 25 phrases from reviews, communities, sales calls and search suggestions.

« Label each phrase: trigger, desired outcome, failed alternative, fear, objection or proof.

» Choose one dominant problem and one secondary consequence.

» Write five promise variations using the buyer’s words, then test them in hooks and landing-page headlines.

» Keep a claim ledger: every promise must map to evidence you possess or can create.

Offer stack

Core outcome What changes? A working acquisition system

Mechanism Why will this work? The compound growth loop

Speed How quickly is progress visible? First assets in seven days

Risk reversal What reduces uncertainty? Preview, sample, guarantee

Value expansion What makes action easier? Templates, scorecard, examples

Scarcity Why now? Cohort, bonus or price deadline - only if real
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CHAPTER 05

Search Everywhere

Win classic search, Al answers and social search with one
evidence system.

Google continues to emphasize helpful, reliable, people-first content and warns against scaled pages with little
originality. The practical response is not to avoid Al; it is to add firsthand evidence, editorial judgment and a clear
purpose.

The low-competition topic method

« Start with a buying situation, not a high-volume keyword: “launching a course with no audience” is more useful
than “marketing.”

» Map modifiers: for beginners, without ads, template, checklist, comparison, cost, mistakes, examples, 2026.

* Inspect the result set. Prefer queries where current pages are generic, outdated, off-intent or unsupported by
examples.

* Create the best task-completion page: answer first, show the process, include an example, offer a downloadable
tool.

+ Build a three-page cluster: problem guide, comparison/decision page, and implementation template. Link them
deliberately.

The citation-ready content block

Direct answer A concise response that can stand alone
Original evidence Test, example, dataset, screenshot or calculation
Method How the conclusion was reached

Decision table Helps users compare choices quickly

Author context Why this source has experience

Updated date Signals maintenance and relevance

Social search adaptation

For each core query, publish a 30-60 second answer. Say the keyword naturally, place it in on-screen text and the
first caption line, then answer the next question in a pinned comment. Create a series, not isolated posts.

2026 content rule

One original insight should produce a search guide, three short videos, one email, one carousel, one creator
brief and one sales enablement asset. Repurpose the idea, not merely the format.

NEW AGE LEAD GENERATION 08/21



CHAPTER 06

Short-Form and Creator-Led Traffic

Native creative earns the click before the landing page ever gets
a chance.

TikTok’s 2026 trend reporting points toward unfiltered reality, curiosity-led discovery and “emotional ROI”: buyers
want a reason to believe and a reason to buy. YouTube is expanding creator partnerships and shopping
connections. Treat creators as trusted distribution partners, not as rented billboards.

The six-part hook bank

Problem recognition If you are doing [behavior], this is why [pain] keeps happening.
Contrarian The popular advice about [topic] fails when [condition].

Proof We changed [one input] and this happened.

Demonstration Watch me build/fix [result] in [time].

Comparison Choose A when [condition]; choose B when [condition].

Open loop Three signals your [system] is leaking sales - number two is overlooked.

Creative operating cadence

* Research weekly: comments, search suggestions, sales objections and competitor gaps.

* Script 10 hooks around two problems; produce three distinct concepts, not ten cosmetic edits.
* Shoot proof first: screen, product, process, customer result or live diagnosis.

* Publish natively and respond to high-signal comments with new content.

* Boost only organic posts that already show qualified engagement or conversion intent.

* Refresh the losing angle; do not kill a channel after one creative batch.

Creator brief

Give creators the buyer problem, product truth, evidence, non-negotiable claims and desired action. Do not
over-script their voice. Ask for raw footage usage rights and agree where/how long the content may be amplified.
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CHAPTER 07

Lead Capture and Email

The email address is not the value. Permission, context and
intent are the value.

A lead magnet should help the prospect make progress toward the paid outcome while revealing why the full

solution matters. Avoid giant generic ebooks. Prefer diagnostics, templates, calculators, swipe files and short

implementation plans.

Lead magnet scorecard

Specific

Immediate

Diagnostic

Adjacent

Shareable

Measurable

Is it for one buyer and one moment?

Can value be experienced in 10 minutes?

Does it reveal a gap or priority?

Is the next paid step natural?

Would someone forward it?

Can completion or intent be observed?

The seven-email welcome sequence

0 Deliver

1 Diagnose
3 Teach

5 Prove

7 Object

9 Offer

12 Decide

Give the asset, explain the quick win, ask one reply question.

Name the root problem and a common misdiagnosis.

Share the mechanism with one useful example.

Show a case, teardown or before/after.

Address the biggest reason people delay.

Present the paid next step and who it is for.

Summarize value, risk reversal and deadline only if genuine.

Deliverability baseline

Collect explicit consent, authenticate the sending domain, set expectations, remove persistent non-engagers
and make unsubscribing easy. Engagement and trust are commercial assets, not just compliance tasks.
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CHAPTER 08

Paid Acquisition in 2026

Automation increases the value of clean signals, strong
economics and creative variety.

Google’s current Demand Gen guidance emphasizes mixed video and image assets, broad format coverage,
conversion tracking and enough conversion volume for learning. Across automated platforms, the operator’s job is
to supply good inputs and avoid resetting the system with constant changes.

The paid launch structure

» One campaign objective tied to the deepest reliable conversion event.

« Consolidated structure until conversion volume justifies segmentation.

* Three concept families: pain, mechanism and proof. Each family gets genuinely distinct assets.
 Landing-page message match: the first screen repeats the promise and evidence of the ad.

» Budget and stopping rules set from allowable CAC, not competitor spend.

* A clean holdout or geographic/time-based comparison when spend becomes material.

Creative test matrix

Hook Pain recognition Unexpected proof Different offers

Format Creator video Demonstration Different audiences
Proof Customer quote Live result Different landing pages
CTA Get the playbook See the system Different pricing

Learning discipline

Do not make a major decision from an underpowered test. Predefine the minimum evidence, account for
conversion delay and change one meaningful variable at a time. Platform recommendations are starting points,
not substitutes for your economics.
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CHAPTER 09

Conversion and Sales

Conversion rises when clarity and proof reduce the perceived
cost of the decision.

The landing page has one job: help the right visitor decide. It should not hide the offer behind brand theatre or ask
the visitor to reconstruct the value from scattered features.

High-converting page sequence

* Promise: outcome, audience and constraint in the first screen.

* Proof: specific result, demonstration, sample or credible evidence near the claim.
* Problem: show you understand the buying situation without exaggerating fear.

» Mechanism: explain why this approach is different and believable.

* Deliverables: show exactly what is included and how it is used.

* Objections: fit, time, difficulty, price, support and risk.

« Offer: price, guarantee or refund terms, CTA and what happens next.

The evidence ladder

1 Claim only

2 Explanation or expert opinion

3 Demonstration or worked example

4 Customer quote with specific context

5 Verified result, cohort data or transparent case study

Follow-up that sells without chasing

Segment by behavior. A subscriber who read the pricing page needs a decision aid; one who never opened the
lead magnet needs a new entry point. Use short, relevant messages that answer the next question. Stop
sequences when the user buys, declines or becomes inactive.
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CHAPTER 10

Partnerships, Affiliates and
Referrals

Borrowed trust can outperform bought reach when incentives
and audience fit are real.

A partnership works when the same audience wants two complementary outcomes. Start with small, measurable
exchanges: newsletter swaps, co-created teardowns, bundled resources, affiliate demonstrations or guest
workshops.

Partner qualification

Audience fit Same buyer, adjacent need Large but unrelated audience
Trust Engaged comments and repeat viewers Vanity reach

Content fit Product can be demonstrated naturally Forced talking point
Economics Clear payout and attribution window Ambiguous “exposure”
Compliance Disclosure and claim rules agreed No review process

The outreach note

Template

| liked your [specific asset] because [genuine observation]. We help [shared audience] achieve [adjacent result].
| have a simple collaboration idea: [one-sentence concept]. We would provide [assets/support], you would
provide [deliverable], and we can measure [result]. Interested in a one-page brief?

Referral flywheel

* Ask after a customer experiences value, not immediately after checkout.
* Give the referrer language and an asset they are proud to share.

* Reward both sides when appropriate.

* Track referred customer quality and retention, not only volume.

* Turn recurring questions from partners into new enablement content.
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CHAPTER 11

The 90-Day Launch Plan

Build one complete growth loop before expanding the channel

mix.

Phase 1 - Foundation (Days 1-30)

1 Economics, ICP, message research
2 Offer, lead magnet, event ladder

3 Core search guide + welcome emails
4 Creative batch and tracking QA

Phase 2 - Distribution (Days 31-60)

One-page strategy + metric targets

Lead asset + landing-page wireframe

Guide + seven-email sequence

Six videos + dashboard

5 Organic publishing system
6 Creator/partner outreach
7 Conversion-page proof

8 Small paid validation

3 short videos + 1 email

20 qualified pitches

New proof section + FAQ

Three-concept test

Phase 3 - Optimisation (Days 61-90)

9 Source and cohort review

10 Winning creative expansion

11 Offer or nurture improvement

12 Systemise and plan next quarter

Keep/kill/iterate decisions

Six new variations

One controlled experiment

SOP + next 90-day roadmap

Weekly operating rhythm

Monday: research and hypotheses. Tuesday: create. Wednesday: publish and distribute. Thursday: partnerships
and sales follow-up. Friday: metrics, customer insight and one decision.
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14121



CHAPTER 12

Monetisation Strategy

Use free value to create demand, then charge for implementation
depth and speed.

For New Age Lead Generation, the strongest starting model is hybrid: make this core playbook free in exchange
for email permission, then sell an implementation kit or premium edition. A new domain benefits more from
audience growth and proof than from protecting a low-volume one-off sale.

Recommended value ladder

Free 2026 Playbook PDF Lead capture and authority

£19-£39 Implementation Kit Worksheets, scripts, calculators, editable templates
£79-£149 Growth System Bundle Kit + video walkthroughs + campaign examples
£250-£750 Audit or workshop Personalised diagnosis and 90-day plan

Recurring Tool library / membership Updates, office hours, templates

When to charge for the playbook itself

» Charge when you already have relevant traffic, clear testimonials and a distinct method.

» Charge when the book includes proprietary data, deep templates, calculators or implementation support.
* Give it away when the primary constraint is audience size, email-list growth or market proof.

* Test paid demand without hiding all value: offer a substantial free sample and credit the sample toward
purchase.

Recommended launch

$0 lead magnet for 60 days, with an optional £29 implementation kit upsell. Track opt-in rate, email engagement,
kit conversion and refund rate. After 500 qualified subscribers or 25 customer conversations, decide whether a
£9-£19 paid edition improves customer quality enough to justify lower reach.

Website revenue stack

« Affiliate recommendations only for tools you genuinely use; publish transparent comparisons and disclosures.
» Sponsored newsletter placements after you can demonstrate audience quality and consistent opens.

* Paid templates, calculators and swipe files that compress implementation time.

* Productised audits or workshops for buyers who want context-specific help.

* Avoid display ads early: they weaken trust and usually require substantial traffic to matter.

NEW AGE LEAD GENERATION 15/21



APPENDIX A

Templates and scorecards

Use these as working pages. Print them, copy them into a
document, or rebuild them in your preferred project tool.

One-page growth brief
T

90-day commercial goal

Primary buyer and buying moment

Core painful problem

Offer promise and mechanism

Primary acquisition engine

Secondary distribution engine

Lead magnet

Deep conversion event

Allowable CAC / CPL

This quarter’s biggest assumption
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Creative brief
E ]
Buyer situation
Single message
Hook angle
Proof asset
Format and duration
Mandatory claim/disclosure
CTA

Success metric

Landing-page review

« Can a first-time visitor identify the audience, outcome and next step within five seconds?
« Is the strongest proof visible before the first major objection?

* Does the page explain the mechanism, not merely list features?

* |s there one dominant CTA?

* Are price, deliverables, refund terms and next steps explicit?

» Does mobile layout preserve hierarchy and readability?

* Are analytics events and confirmation pages working?
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Weekly scorecard
N R R

Qualified visits

Lead conversion rate

Cost per qualified lead

Lead-to-intent rate

Sales conversion rate

Customer acquisition cost

Contribution margin

Refund rate

Winning message insight

Friday review questions

» What generated qualified demand, not just activity?
» Which message or proof changed behavior?

» Where did prospects hesitate?

» What will we stop, continue and test next week?

» What did a real customer teach us that analytics could not?
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APPENDIX B

References and source notes

Platform guidance changes. Verify eligibility, product availability and policy details in your market before
implementing. Performance claims below come from the named platform sources and should be treated as
directional, not guaranteed.

Google Search Central Creating helpful, reliable, people-first content https://developers.google.com/search/docs/fundamentals/
creating-helpful-content

Google Search Central Guidance on generative Al content https://developers.google.com/search/docs/fundamentals/
using-gen-ai-content

Google Ads Creative Excellence Guide for Demand Gen https://support.google.com/google-ads/answer/14733311
campaigns

Google Ads Demand Gen campaign performance guide https://support.google.com/google-ads/answer/16797388

TikTok for Business TikTok Next 2026 Trend Report https://ads.tiktok.com/business/library/TikTok_Next_2026

_Trend_Report.pdf

TikTok for Business TikTok as a search destination https://ads.tiktok.com/business/en/blog/discovery-search-
brands-break-through

YouTube Creator Partnerships at NewFronts 2026 https://blog.youtube/news-and-events/youtube-creator-pa
rtnerships-newfronts-2026/

YouTube New ways for creators to earn with brand https://blog.youtube/news-and-events/earn-more-with-bra
partnerships nd-partnerships/
LinkedIn Marketing ROI Playbook 2025 https://business.linkedin.com/content/dam/lem/business/e
Solutions n/advertise/ads/getting-started/pdfs/LMS_ROI_Playbook_
8-13-25.pdf
Meta Lead generation campaign setup guide https://about.fb.com/Itam/wp-content/uploads/sites/14/202

3/11/LeadGenerationGuide.pdf
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QUICK FIND

IndeXx

Affiliate marketing Chapter 10, Chapter 12
Al-generated content Chapter 1, Chapter 5
Attribution Chapter 3

Conversion rate optimisation Chapter 9

Creator partnerships Chapter 6, Chapter 10
Email sequence Chapter 7

Lead magnets Chapter 7
Monetisation Chapter 12

Paid acquisition Chapter 8

SEO and Al answers Chapter 5

Short-form video Chapter 6

Unit economics Chapter 2
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BUILD THE LOOP.

Earn attention.
Capture permission.
Create evidence.
Measure revenue.

Your next move

Choose one buyer, one painful problem, one lead asset and one primary distribution engine. Ship the first
complete loop in 30 days, then improve it with real customer evidence.

newageleadgeneration.com

© 2026 New Age Lead Generation. Educational material only. Platform features, pricing, policies and results may change. No outcome is
guaranteed.
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