Thank You Page

Turn Fresh Opt-ins \nfo Engaﬁeo\ Subscribers

Q TARGET. . .) REPORT c TIMEFRAI\./IE
Email Click Rate Nurture 30 min

& DiRECTIONS € INGREDIENTS

Athank you page appears right after someone opts in. Its only job is Tags

to push the new lead into their inbox to open and click your delivery UTM Tracking
email. This is the critical bridge between 'l signed up' and 'I'm

engaged with your content.’

Most businesses waste this moment with a generic 'check your email' PREREQUISITES
message. The result? Half your leads never open the first email. Every 50+ Opt-ins
missed open is a lead you paid to acquire but lost before your nurture

sequence fired a single shot.

Your biggest lever is friction removal. Detect the lead's email provider TR VARIATIONS
and link directly to their inbox. One click from thank you page to

. . . . X Video Thank You
email can double your click rate compared to a plain text instruction.

Webinar
Confirmation

Survey Thank You

PERFORMANCE CALCULATION METRIC TARGET
Determine Your Email Click Rate 25~35%

) Clead Maﬁne‘r] Checklist - optin ‘U5
! Track everyone who completes the opt-in and reaches the thank you page.

o CEmail] Welcome - Clicked 28%

E Track everyone who clicks the main CTA inside your delivery email.

Email Clicks + Mew Leads 34.0%



OPT-IN FUNNEL THANKYOU PAGE

Breakdown Your Email Click Rate

Find which segments engage after opt-in — and which ones ghost you.

4 TRAFFIC SOURCE

[ CHANNEL | UTM SOURCE | REFERRER

Cold ad traffic clicks through emails at half the
rate of warm contacts. Compare sources side by
side to find which audiences engage past the
opt-in — and which ones never open the first
email.

CUT DEAD-END SOURCES
Pause ad campaigns that drive leads who

never click the first email. Shift budget
toward sources with above-average email
click rates.

EMAIL PROVIDER
[ GMAIL | OUTLOOK | YAHOO

Gmail routes marketing emails to Promotions.
Outlook uses Focused Inbox. Yahoo filters
aggressively. Knowing your leads' providers
tells you exactly which friction points to address
on the page.

CUSTOMIZE INBOX LINKS
Auto-detect the provider and show a direct

inbox link. Add provider-specific instructions
— 'Check your Promotions tab' for Gmail
users.

SEGMENT OPTIMIZATION EXAMPLE

Traffic Source

Facebook
Google
Email

orﬁanic

LEAD MAGNET TYPE

[ TAG | OPT-IN FORM | LANDING PAGE

Different offers create different urgency. A free
tool gets opened immediately. A PDF guide sits
untouched. Compare click rates by lead magnet
to find which ones drive real engagement after
opt-in.

MATCH URGENCY TO OFFER

Tailor thank you page copy per lead magnet.

A checklist needs different urgency cues than

a video series. Match the message to the

offer.

DEVICE TYPE
[ MOBILE | DESKTOP | TABLET

Mobile users face extra friction switching from
browser to email app. Desktop users open a
new tab in seconds. Your device split reveals
where the handoff from page to inbox breaks
down.

FIX MOBILE HANDOFFS
Use deep links to open the native email app

on mobile. On desktop, link to webmail.
Minimize the taps between opt-in
confirmation and inbox.

FOCUS SEGMENT
Channel
380 30 214%
aus 28 35.9%
150 90 60.0%
Ele) 19 231%
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Optimize Your Thank You Page

Remove every barrier between the opt-in and the first email click.

v
You're In!

Your checklist is on its way.
Check your email to get started.

Open Your Email

™ Open in Gmail

Check your Promotions tab

n Remove all navigation

and secondary links

HEADLINE
A\ SET EXPECTATIONS, NOT JUST GRATITUDE

Don't waste the headline on 'Thank You.' Lead
with what happens next: 'Your [Lead Magnet] is
in your inbox now.' State the sender name and
subject line so they know exactly what to find.
Specificity beats gratitude — they can't click an
email they can't locate.

B VISUAL INSTRUCTIONS

A SHOW THEM EXACTLY WHAT TO LOOK FOR

Display a mockup of the email they'll receive —
sender name, subject line, preview text. For
Gmail, add 'Check your Promotions tab.' For
Outlook, 'Look in Focused Inbox.' Provider-
specific guidance beats generic 'check your
inbox' copy every single time.

Here's what to look for:

n Your Company Name just now
Here's your Ultimate Checklist!

Hey there,

Download Now

/P

INBOX DETECTION
A\ ONE CLICKTO THEIR EMAIL

Detect the lead's email provider and display a
branded button: 'Open in Gmail' or 'Check
Outlook.' This is your biggest conversion lever. A
direct link removes the friction of hunting
through dozens of unread messagesin a
crowded inbox.

n DISTRACTION REMOVAL

AONE PAGE, ONE ACTION
Remove navigation, footer links, social icons,
and all secondary CTAs. This page has one job:
get them to their inbox. Every extra link is an
exit ramp. No sidebar, no share buttons, no
'follow us.' A distracted lead is a lost lead. One
page, one click.
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How to Optimize Thank You Pages

for your Business

Same page, different hooks — match the message to how your audience buys.

i.g COACHES
9 MAKE THE FIRST EMAIL FEEL LIKE A PERSONAL REPLY

Your lead magnet is a framework, assessment,
or mini-training. Reinforce the transformation
on your thank you page: 'Your personalized plan
is in your inbox — open it now to take your first
step.' Coaches who make the delivery email feel
personal see 2x higher click rates. Use the lead's
first name in the headline if your form captures
it.

E-COMMERCE
@ CREATE URGENCY BEFORE THE CODE EXPIRES

Coupon codes and discounts drive your opt-ins.
Create urgency on the thank you page: 'Your
20% code expires in 24 hours — open your email
now to save it.' Display a countdown timer
matching the email's offer window. E-
commerce leads who click the first email are 3x
more likely to purchase within 48 hours. Speed
matters.

I:j B2B & SAAS
@ BRIDGE THE DOWNLOAD TO THE DEMO

Whitepapers and case studies attract
researchers, not impulse buyers. Add context on
your thank you page: 'Your report is ready — |
flagged the 3 findings most relevant to
[industry].' B2B leads research across dozens of
tabs with complex buying cycles. A direct inbox
link prevents them from getting distracted
before reading your content.

CREATORS
@ BUILD ANTICIPATION FOR WHAT'S INSIDE

Your audience opted in for a template, swipe
file, or toolkit. Build excitement: 'Your
[Resource] is ready — | included a bonus that
took me 3 years to figure out.' Curiosity drives
email clicks. Generic 'check your email' gets
buried by content-savvy audiences who
download freebies weekly. Tease the
unexpected to stand out.

@ COURSE CREATORS

u FRAME THE EMAIL AS LESSON ONE

Your lead magnet previews the course. Frame
the delivery email as the first lesson: 'Lesson 1
is in your inbox — it covers the #1 mistake new
[skill] learners make.' Position every email as
valuable content, not just a download link.
Course creators who frame emails as lessons
see higher engagement across the entire
nurture sequence.

4 PROFESSIONAL SERVICES
4

Q PREVIEW YOUR EXPERTISE IN THE EMAIL

Your lead magnet is a guide, audit template, or
assessment. Frame the delivery email as a taste
of your work: 'Your audit is in your inbox — |
included 2 quick wins you can implement
today.' Professional services buyers evaluate
credibility from touch one. If they never open
that email, your expertise stays invisible no
matter how good it is.



