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A smarter way to attract, 
qualify, and close buyers 

who are ready now.



If you want to grow consistently, you have to get honest about where 
your time is going. Most leads fall into one of three categories:

Type

Curious

Interested

Committed

Description

Just looking. Mild interest.

It sounds useful. Maybe later.

They have a problem to solve now. 

What Happens

They ghost you.

They stall or disappear.

They move forward.

HIGH-INTENT LEADS

Most business owners say they want more leads. But after more than 
two decades of running and advising businesses, here’s what I’ve 
learned: more leads aren’t always the answer.

Too many entrepreneurs are stuck chasing leads that never had any 
intention of buying. They waste hours on calls, proposals, and fol-
low-ups with people who were never the right fit in the first place. 
It feels like progress, but it’s actually a slow, exhausting loop 
that drains time and energy without moving the business forward.

The solution isn’t more. It’s better. You don’t need hundreds of 
leads to grow. You need the right ones. You need people who show up 
knowing they have a problem, trust you enough to solve it, and have 
the urgency to act now.

That’s what this playbook is about. It will help you identify the key 
signals of serious buyers, clean up your funnel to attract more of 
them, and save your time for the conversations that actually convert.

THE REAL PROBLEM

THE 3 TYPES OF LEADS 
(AND WHY ONLY ONE PAYS)



Let’s take a closer look at each of these groups:

CURIOUS LEADS
These are the browsers. They’re the people who click an ad, 
skim your site, or ask surface-level questions. They may even 
book a discovery call out of curiosity, not commitment. Often, 
they’re early in their journey and haven’t yet defined a clear 
problem or they don’t feel enough urgency to solve it.

In many cases, they just want to see what’s out there. May-
be they’re comparing options, maybe they’re bored, or maybe 
they’re collecting ideas for the future. But one thing’s clear: 
they’re not ready to make a decision. If you pursue them too 
hard, you’ll burn time and energy that never converts into rev-
enue.

INTERESTED LEADS
This group is trickier. Interested leads are easy to mistake 
for serious buyers. They’ll engage more than the curious ones. 
They might attend a webinar, ask thoughtful questions, or even 
say things like, “This looks really promising.” But when it 
comes time to commit, they hesitate.

These leads are in research mode. They’re not wasting your time 
on purpose; they’re just not ready. Sometimes the timing is 
off. Sometimes the stakes aren’t high enough for them to act. 
Either way, if you’re not careful, you’ll build your pipeline 
around these “maybes” and end up with a long list of unclosed 
deals.

COMMITTED LEADS
This is who you want. Committed leads show up with clarity. 
They know what their problem is. They’ve likely tried to fix 
it before and failed, which means they understand the cost of 
staying stuck. They’re not just curious or interested; they’re 
prepared to take action.

You’ll know you’re speaking to a committed lead when the con-
versation turns quickly to logistics: timelines, scope, out-
comes, investment. They’ll ask smart questions, respond prompt-
ly, and move with purpose. These are the leads who value your 
time, respect your expertise, and make working with them feel 
energizing, not draining.

Your marketing, your website, your outreach should all be designed 
to attract and prioritize this third group. Everyone else just adds 
noise. And if you don’t create a system to filter for intent, you’ll 
end up spending too much of your time chasing people who were never 
going to buy.
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Over time, I’ve learned to spot committed leads early. These are the 
signals I look for:

HIGH-INTENT LEADS

7 SIGNS YOU’RE TALKING
TO A HIGH-INTENT LEAD

They name a specific problem

1 Instead of saying, “We want more leads,” they’ll 
say, “We’re getting demos, but no one’s converting.” 
They’re not just interested in growth. They’re focused 
on a specific gap they want to close. This clarity 
usually comes from experience: they’ve felt the prob-
lem before and want a better outcome.

They ask about timelines or outcomes

2 Serious buyers are action-oriented. They want to know 
when things can start, how long they’ll take, and what 
they can expect at each step. When someone is asking 
about deliverables or timelines early in the conversa-
tion, that’s a strong signal of intent.

They’ve tried other solutions

3 If a lead tells you they’ve worked with other provid-
ers or attempted to fix the issue themselves, that’s a 
good thing. It means they’ve taken action before. And 
if those attempts failed, they’re often more motivated 
to get it right this time.

They match your ideal customer profile

4 You don’t just need buyers... you need the right buy-
ers. That means they have budget, authority to decide, 
and a need that aligns with what you offer. If any of 
these pieces are missing, the odds of a deal go way 
down.



Once you learn to recognize these signals, everything gets easier. You 
stop second guessing whether someone is serious and start focusing your 
time where it counts. Instead of chasing leads who need convincing, you 
build momentum with buyers who already want what you offer. These signs 
won’t guarantee a sale, but they will help you make faster, smarter de-
cisions about who to prioritize and who to let go.

Quick Tip: If you’re unsure whether a lead is serious, ask them one clarifying 
question: “What happens if this problem doesn’t get solved in the next 30 

days?” High-intent leads will have a real answer. Curious ones won’t.
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7 SIGNS YOU’RE TALKING
TO A HIGH-INTENT LEAD

They bring in other decision-makers

5 People who are kicking the tires don’t loop in col-
leagues. People who are serious do. If they’re pulling 
others into the process early, it means they’re think-
ing ahead and preparing to act.

They ask what happens if it doesn’t work

6 This is often mistaken as hesitation, but it’s ac-
tually a sign of real consideration. When a lead is 
exploring what failure might look like, they’re pic-
turing themselves in the engagement. That’s a sign 
they’re leaning in.

They keep showing up

7 If they re-engage, respond quickly, or take initiative 
to keep the conversation moving, it’s a major green 
flag. Disengaged leads disappear. Committed leads fol-
low up.



You can’t fake intent, but you can design your strategy to attract 
it. Over the years, I’ve consistently found that the highest-intent 
leads come from four key sources. These aren’t always the easiest 
channels to scale, but they tend to produce the most serious buy-
ers... the ones who show up ready and primed to act.

HIGH-INTENT LEADS

REFERRALS
Referrals convert faster, close at higher rates, and often skip 
the early trust-building steps. They come in warm, usually 
with a strong recommendation behind them. Some of the biggest 
deals I’ve closed began with a referral. When someone trusted 
recommends you, the conversation starts in a completely dif-
ferent place. There’s already a baseline of belief. If you’re 
not actively encouraging referrals from satisfied clients or 
past partners, you’re leaving one of the highest-leverage lead 
sources untapped.

1

WHERE HIGH-INTENT 
LEADS COME FROM

PROBLEM-AWARE INBOUND
These are leads who find you because they are actively search-
ing for a solution to a specific problem. They might have Goog-
led a pain point, clicked through a helpful article, or down-
loaded a guide that speaks directly to their situation. These 
leads often arrive saying things like, “I read your piece on 
diagnosing lead funnel issues, and it described exactly what 
I’m dealing with.” That level of alignment makes the sales pro-
cess feel more like helping than convincing. To attract more 
of these leads, your content needs to meet them where they are 
speaking to real symptoms, not just ideal outcomes.
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WHERE HIGH-INTENT 
LEADS COME FROM

If your leads mostly come from generic ads, mass email lists, or low-
touch freebies that don’t qualify interest, this is where your work 
should start. Real growth comes from alignment. And alignment starts 
with attracting the right kind of attention from the right people, in 
the right places.

WARM OUTBOUND WITH ICP MATCH
Not all outbound is created equal. The difference between spam 
and strategic outreach is relevance. When you know exactly who 
you’re targeting and why they should care, you can start con-
versations that feel intentional, not intrusive. In my own 
businesses, the outbound messages that performed best were tied 
to specific problems we knew our audience faced. Outbound isn’t 
about how many people respond. It’s about whether the right 
people respond. And when they did, they were almost always a 
strong fit. The key is knowing your Ideal Customer Profile 
(ICP) cold and personalizing outreach to their context.
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PAST BUYERS OR PROSPECTS
Most businesses have a goldmine in old leads and past custom-
ers; they just don’t revisit it. People who once showed inter-
est, or who bought something small, often become strong can-
didates for a bigger offer later. I’ve seen this in multiple 
businesses: someone who wasn’t ready the first time eventually 
becomes a serious buyer. People’s circumstances change. Pri-
orities shift. Often, what reactivates a lead isn’t a generic 
follow-up, but something useful and relevant like sending them 
a helpful article or a quick insight that connects to the chal-
lenge they once faced. That kind of value can restart the con-
versation and turn an old lead into a new client.
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Let’s talk about how to make your funnel work harder not by add-
ing more complexity, but by making it sharper and more focused. A 
high-intent funnel doesn’t try to capture everyone. It speaks direct-
ly to the people who are already feeling the pain you solve and gives 
them a clear, simple path to move forward. It also gently filters out 
the ones who aren’t ready, without you needing to spend hours sorting 
through weak leads.

To make your funnel more action-oriented and effective, focus on 
these four areas:

HIGH-INTENT LEADS

LEAD WITH THE PROBLEM
Your copy should reflect the pain your best clients are active-
ly feeling, not just the outcomes you deliver. If your messag-
ing only talks about success, you’ll attract dreamers. When you 
talk about the current struggle, you’ll attract people who are 
living it now and looking for a solution.

Action Step: Revisit the headline on your landing page or ser-
vices section. Does it address a real pain point? Can a serious 
buyer immediately recognize themselves in it?

1

THE HIGH-INTENT
FUNNEL FILTER

USE QUALIFYING FRICTION
Friction isn’t bad if it’s intentional. In fact, one of the 
best ways to qualify leads is to require a small commitment 
before moving forward. This could be as simple as a pre-call 
form, a self-assessment, or a short intake quiz.

Action Step: Add a step between your opt-in and your call book-
ing. Ask 2–3 questions that help you understand their situation 
and screen for fit. You’ll gain clarity and discourage people 
who aren’t serious.
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THE HIGH-INTENT
FUNNEL FILTER

These four shifts turn your funnel from a general invitation into a 
focused filter. They save you time, improve lead quality, and make 
your process feel more aligned because it is.

When you ask better questions and give buyers a clearer path, you 
stop chasing. You start attracting the ones who already want to move 
forward. That’s when things really start to work.

MAKE THE NEXT STEP OBVIOUS
Many funnels fail because they’re vague. If someone is ready 
to take action and your site doesn’t tell them how, they’ll 
bounce. High-intent buyers want to know exactly what to do next 
and what to expect when they do it.

Action Step: Audit your primary call-to-action. Is it specif-
ic, simple, and confidence-building? Instead of “Let’s Talk,” 
try “Book a 20-Minute Strategy Call to Identify What’s Blocking 
Your Leads.”

3

SET EXPECTATIONS EARLY
High-intent buyers appreciate transparency. Tell them what the 
process looks like. Tell them who it’s for and who it’s not 
for. Let them self-select in or out.

Action Step: Include a short “Who This Is For” section on your 
landing page or email sequence. Be direct. The right leads will 
lean in, not run away.
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The more I studied why certain leads converted and others didn’t, 
the more I realized intent was the difference. It wasn’t about bet-
ter closing tactics. It was about starting with the right people. And 
over time, one pattern became clear: chasing unqualified leads is 
exhausting, while working with high-intent buyers is energizing and 
efficient.

The difference isn’t just in conversion rates. It shows up every-
where:

✅ Sales calls are shorter and more focused

✅ Proposals become simpler and more effective

✅ Deals move forward without getting stuck in endless follow-ups

✅ The overall sales cycle compresses without pressure

✅ Client relationships start on the right foot with clarity and 
trust

Once I started focusing on identifying intent early, everything else 
in the process improved. I stopped trying to sell people into read-
iness. Instead, I built systems to attract people who already were. 
That single shift led to more confidence in pricing, more control 
over my schedule, and more predictability in revenue.

One change that made an outsized difference was implementing a short 
pre-call questionnaire. It asked three simple things:

1. What problem are you trying to solve?

2. Why now?

3. What would success look like?

Not only did that filter out people who weren’t serious, but it also 
gave me everything I needed to have a valuable, direct conversation 
from the start. I spent less time qualifying live and more time solv-
ing real problems.

Here’s the surprising part: when you focus on intent, you don’t need 
to be a better closer. You just need to create an environment where 
serious buyers feel like they’re in the right place. That changes the 
tone, pace, and outcome of every interaction.

The core lesson is this: high-intent leads respect your time and val-
ue your process. And the more intentional you are about attracting 
them, the more your business starts to feel like it’s working for you 
and not the other way around.

HIGH-INTENT LEADS

WHAT CHANGED WHEN
I FOCUSED ON INTENT
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ONE THING TO 
CHANGE RIGHT NOW

This playbook gives you the signals to spot high-intent leads, but if 
you want to see exactly where your funnel is leaking and how to fix 
it, I built something to help.

It’s called the Lead Fit Test. It’s a diagnostic that breaks down 
your lead funnel step by step. It’s short, specific, and only $7.

By the end, you’ll know what’s working, what’s not, and what to fix 
first.

WANT TO GO DEEPER?

SIGNAL FIT, NOT JUST INTEREST
Here’s a practical way to apply this today.

Take a look at one of your current lead entry points: your web-
site form, LinkedIn profile, call-to-action button, or landing 
page. Ask yourself:

Is this inviting everyone?

Or is it signaling who should move forward and why?

If it feels like it’s trying to catch everyone, it’s probably 
catching no one. Clarity creates confidence. Add language that 
qualifies the visitor and gives them a reason to act. For ex-
ample:

Instead of: “Schedule a Call”
Try: “Start Your Assessment” or “Let’s See If This is a Fit”

That small shift frames the action as mutual, focused, and 
specific. You’ll be surprised how quickly that filters out the 
noise.
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