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A welcome sequence is 3-5 automated emails sent right after Tags
someone opts in. It's your first real conversation with a new UTM Tracking
subscriber — and your best window to build trust, set expectations,

and move them toward a purchase.

Welcome emails get 2-4x higher open rates than regular broadcasts. @3 PREREQUISITES
Subscribers are paying attention. Use this window to deliver value, 100+ Subscribers
establish authority, and soft-sell your offer before engagement drops

off.

Your biggest conversion lever is the call-to-action. Every email needs VARIATIONS
one clear next step — not three. Match the CTA to the subscriber's

) Nurture Sequence
awareness level and increase the ask gradually across the sequence.

Onboarding
Indoctrination

PERFORMANCE CALCULATION

. . @ METRIC TARGET
Determine Your Click Rate

15~25%

) CWelcome] Sequence - Start 2u50

Track everyone who enters your welcome sequence after opting in.

(o) /resources/ﬁeﬁinﬁ—swLarfed Y90

E Track unique subscribers who click your CTA in any welcome email.

Link Clicks +~ Subscribers 20.0%



EMAIL FUNNEL & WELCOME SEQUENCE

Breakdown Your Click Rate

Find which subscribers click — and which ones ignore you.

4 TRAFFIC SOURCE

[ CHANNEL | UTM SOURCE | REFERRER

Subscribers from paid ads behave differently
than organic or referral traffic. Compare click
rates by source to find which channels deliver
engaged readers vs. passive sign-ups.

DOUBLE DOWN ON ENGAGED CHANNELS
Shift budget toward sources with high click

rates. Pause or rework campaigns producing
subscribers who never click a single email.

EMAIL POSITION

[ EMAIL 1| EMAIL 2 | EMAIL 3

Click rates usually drop with each email in the
sequence. A sharp drop after Email 1 means
weak follow-up copy. Compare per-email click
rates to find where you lose subscribers.

FIX THE STEEPEST DROP-OFF

Rewrite the email with the steepest click-rate

drop. Test a stronger subject line, clearer CTA,

or move the email earlier in the sequence.

SEGMENT OPTIMIZATION EXAMPLE

Traffic Source Optimization

Facebook
6009\e
Email List

oraanic

LEAD MAGNET

[ OPT-IN OFFER | TAG | LANDING PAGE

Different lead magnets attract different buyer
intent. A pricing guide subscriber clicks sales
links more often than a blog freebie subscriber.
Segment by opt-in to find your highest-intent
leads.

CUSTOMIZE THE SEQUENCE PER OFFER
Build separate welcome flows for high-intent

and low-intent lead magnets. One-size-fits-
all sequences waste your warmest
subscribers.

DEVICE

[ DESKTOP | MOBILE | WEBMAIL

Mobile readers scan fast and click less. If most
subscribers open on phones but your emails are
designed for desktop, click rates will suffer no
matter how good the copy is.

DESIGN FOR THE DOMINANT DEVICE
If 60%+ open on mobile, use single-column

layouts with large tap targets. Place your
primary CTA above the scroll fold.

FOCUS SEGMENT
Channel
1,800 2%0 15.0%
4,200 300 25.0%
600 130 30.0%
Yoo 23 +.0%
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Optimize Your Welcome Sequence

Every email either builds trust or burns it — there is no neutral.

SUBJECT LINE

OPENING HOOK

CALL-TO-ACTION

Read the 3-Step Framework -

SUBJECT LINE
A\ EARN THE OPEN BEFORE THE CLICK

Your subject line has one job — get the open.
Reference what they downloaded or use their
name. Skip generic 'Welcome!' lines. Be
specific: 'Your checklist is ready (plus a quick
tip).' Curiosity beats generic benefit. Under 40
characters wins on mobile.

CALL-TO-ACTION
A\ ONE EMAIL, ONE CLICK, ONE GOAL

One CTA per email. No exceptions. Be specific —
'Read the 3-step framework' beats 'Click here.'
Use buttons for mobile-heavy lists, text links for
desktop. Place it after delivering value, never
before. Repeat it near your sign-off for readers
who scroll.

SEND TIMING

o 5 min

2

Day 2
Day 4

Day 6

OPENING HOOK

A REWARD THEM FOR OPENING IMMEDIATELY

First two lines show in the inbox preview — treat
them as a second subject line. Deliver your
promise immediately. Download link in
sentence one. Then pivot to story or insight.
Don't open with your life story. Every line before
the payoff costs readers.

SEND TIMING

A SEQUENCE SPEED SHAPES ENGAGEMENT
Send Email 1 within 5 minutes of opt-in — delay
kills momentum. Space the rest 1-2 days apart.
Front-load value while attention peaks. Your
soft-sell CTA belongs in emails 2-4, not email 1.
Test timing: mornings work for B2B, evenings
for B2C.
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How to optimize Welcome
Sequences for your business

Same framework, different content. Adapt the sequence to your business model.

C COACHES
@ LEAD WITH TRANSFORMATION, CLOSE WITH

~ CONVERSATION

Open with a personal story — the
transformation you helped a client achieve.
Email 2: deliver a quick win like a framework or
5-minute exercise. Email 3: introduce coaching
as the logical next step. Use 'reply to this email'
as your CTA in at least one message. Coaches
convert through connection, not polish.

E-COMMERCE
@ PAIR THE WELCOME WITH A DEADLINE

Email 1: deliver the lead magnet plus a first-
purchase coupon with a 48-hour deadline.
Email 2: showcase bestsellers with reviews and
customer photos. Email 3: address the top
objection — shipping, returns, or sizing. Use
product images in every email. Time-limited
welcome offers convert 3-5x more than generic
brand intros.

I:j B2B & SAAS
@ PROVE ROI BEFORE REQUESTING THE DEMO

Email 1: deliver the resource and share your
POV on the problem. Email 2: a case study with
measurable ROl — real numbers, not vague
praise. Email 3: a free tool, calculator, or
template for a related pain point. Email 4: invite
to a demo or trial. Keep emails short — B2B
readers scan on mobile between meetings.

CREATORS
@ GIVE YOUR BEST WORK AWAY FIRST

Lead with your best content — a video, essay, or
behind-the-scenes look. Email 2: share the story
behind why you create. Email 3: introduce your
paid offering as the deeper version. Link to
specific pieces, not 'check out my channel.'
Creators who give their best work upfront build
paying audiences faster.

m COURSE CREATORS

u TEACH FIRST, THEN SELL THE FULL CURRICULUM
Email 1: deliver the lead magnet and preview
the transformation your course provides. Email
2: share a student success story with specific
results. Email 3: offer a free lesson or mini-
training. Email 4: introduce the course with a
sales page CTA. Teach in every email — prove
you deliver results before asking for the sale.

4 PROFESSIONAL SERVICES
4

? POSITION EVERY EMAIL AS EXPERT ADVICE

Email 1: deliver the resource and establish
credibility — mention credentials or notable
clients briefly. Email 2: walk through a common
mistake in your field and how to fix it. Email 3: a
brief case study showing process and results.
Email 4: offer a free consult as the CTA. Position
every email as expert advice, not a pitch.



