:
Segmentation
sSurvey

Route Everg Lead to Their Perfect offer

u TARGET . .) REPORT c TIMEFRAI\./IE
Completion % Nurture 30 min

& DiRECTIONS € INGREDIENTS

A segmentation survey asks new leads 2-5 targeted questions right Tags

after they opt in. The answers sort each lead into a segment — by Page Views
goal, experience level, industry or budget — so you can route them to Custom Fields
the right offer, email sequence or sales path.

Without segmentation, every lead gets the same follow-up. Your best PREREQUISITES
prospects see beginner content. Your newest leads get advanced 100+ Survey Starts
pitches. A short survey fixes this mismatch before you lose their

attention.

The biggest lever is perceived value. If leads believe the survey gives VARIATIONS

them something useful — a personalized recommendation, a custom
. . . . . Welcome Survey
plan — completion rates jump. Make it feel like a service, not an
. . Post-Purchase
interrogation.

Survey

Email Survey

PERFORMANCE CALCULATION

. . @ METRIC TARGET
Determine Your Completion Rate

60~80%

) /welcome/surveﬁ 4,200

Track everyone who lands on your survey page after opting in.

o [Suwetj] Welcome - Com(a\e‘re ’Uo

E Track everyone who submits the final answer and gets tagged.

Comple‘rioms - Survea Starts 30.0%



OPT-IN FUNNEL SEGMENTATION SURVEY

Breakdown Your Completion Rate

Find where leads drop off — and why they never finish.

4 TRAFFIC SOURCE

[ CHANNEL | UTM SOURCE | REFERRER

Leads from different sources arrive with
different intent. Paid traffic may rush through.
Email subscribers take more care. Compare
completion rates by source to spot intent
mismatches.

MATCH SURVEY TO SOURCE
Create source-specific survey intros. Paid

traffic needs more context on why the survey
matters. Warm traffic can skip the preamble.

LEAD MAGNET

m LEAD MAGNET | OPT-IN SOURCE | ENTRY OFFER

Different lead magnets attract different
audiences. A checklist draws beginners. A
template draws practitioners. Completion rates
vary — segment to find which magnets produce
your best-qualified leads.

TAILOR QUESTIONS PER MAGNET

Customize the first question based on the

lead magnet. A checklist downloader and a

webinar registrant need different opening

questions.

SEGMENT OPTIMIZATION EXAMPLE

Traffic Source

Facebook
Email
Google

orﬁanic

DEVICE TYPE

[ DESKTOP | MOBILE | TABLET

Mobile users drop off faster on multi-step
surveys. If mobile completion is 20%+ lower
than desktop, your survey isn't optimized for
small screens. Check button sizes, scroll depth
and load speed.

OPTIMIZE FOR THUMBS
Use large tap targets, single-column layouts

and minimal typing. If mobile lags desktop
by 20%+, reduce questions on small screens.

SURVEY STEP

n QUESTION NUMBER | STEP | DROP-OFF POINT

Track where people abandon the survey. If 40%
drop at question 3, that question is the problem
— too personal, too confusing or too many
options. Find the leak and fix the question.
FIX THE DROP-OFF POINT
Remove or rewrite the question with the
highest abandonment. Move sensitive
questions to the end. Limit each question to

3-4 choices.
FOCUS SEGMENT
Channel
Ugo 233 60.0%
320 256 80.0%
240 156 65.0%
160 32 u5.0%



OPT-IN FUNNEL SEGMENTATION SURVEY

Optimize Your Survey Page

Every question either segments a lead or loses one.

WELCOME QUESTION RESULTS
Question 2 of 4 n

— o

E What's your biggest .
y . 99 Your Personalized
challenge right now?
. Path
Personqllze Based on your answers:

Your Results a

A Getting started

Answer 3 quick questions
to get your custom plan.

0 Tailored recommendations

o Skip content you don't need

” Growing my audience

GROWTH STAGE

Focus on converting your
existing leads into buyers.

o Takes less than 60 seconds

{ A~ converting leads °]

Recommended for you:

Sales Page Masterclass

No spam. Just a better
experience for you

Back

n PROGRESS BAR

A SHOW THEM THE FINISH LINE

Display a visual progress bar or step counter on
every screen. People quit when they can't
estimate remaining effort. 'Question 2 of 4'
outperforms generic bars — it makes the
commitment feel small and concrete. Never
hide how many steps remain.

OPENING FRAME
A\ MAKE THE SURVEY FEEL LIKE A SERVICE

Start with a clear benefit: '"Answer 3 quick
questions so we can personalize your plan.'
Connect the survey to something they want —
tailored content, a custom roadmap, the right
starting point. Skip 'help us help you' framing —
it signals the survey benéefits you, not them.

Free training - 45 min

Conversion Email Sequence

5-day email course

Start My Plan

QUESTION DESIGN
A\ ONE QUESTION PER SCREEN KEEPS MOMENTUM

Show one question at a time with 3-4 visual
options. Use icons or images instead of plain
text — they're faster to process and more
engaging. Avoid open-text fields. Every
keystroke increases drop-off. If you need typed
input, save it for the final question.

RESULTS PAGE
A\ DELIVER VALUE THE MOMENT THEY FINISH

Show a personalized result right after the final
question. Don't just say 'Thanks' — tell them
what their answers reveal and route them to the
right offer or sequence immediately. A dead-
end thank-you page wastes your best
segmentation moment.



OPT-IN FUNNEL SEGMENTATION SURVEY

How to Use Segmentation Surveys

Adapt the survey to your business model and audience.

i.g COACHES
9 SEGMENT BY TRANSFORMATION STAGE

Ask where they are in their journey — just
starting, stuck in the middle, or ready to scale.
Route beginners to free training and advanced
prospects to your application page. Coaches
who sell one program to everyone leave money
on the table. Match each lead's readiness level
with the right entry point into your world.

E E-COMMERCE

9 IDENTIFY PURCHASE INTENT

Ask about budget range, preferred style, or who
they're shopping for. Route gift buyers to
curated bundles and self-purchasers to best
sellers. Post-optin surveys work best when they
feel like a personal shopping assistant — not a
data form. Keep it to 2-3 questions and show
product picks immediately.

I:j B2B & SAAS
@ QUALIFY LEADS WITHOUT A SALES CALL

Ask about company size, current tools, and
primary pain point. Route enterprise leads to
sales and small-business leads to self-serve
onboarding. Segmentation surveys replace the
first five minutes of a discovery call. They also
help marketing send the right case studies — a
startup founder and enterprise VP need
different proof.

gRSE()Al?IS\ESSBVINTEREST

Ask what content they want most — tutorials,
behind-the-scenes, templates or community
access. Use answers to tag leads and send
targeted offers. A creator with 10,000
subscribers and one email list is leaving
revenue behind. Segment by interest so your
paid products land with the people most likely
to buy.

@ COURSE CREATORS

u MATCH STUDENTS TO THE RIGHT COURSE

Ask about experience level, biggest challenge
and learning goals. Route beginners to your
intro course and experienced students to
advanced programs. This prevents the #1
reason students quit — starting at the wrong
level. A well-segmented survey also lets you
skip nurture emails for leads ready to buy now.

4 PROFESSIONAL SERVICES
4

Q PRE-QUALIFY BEFORE THE CONSULTATION

Ask about project scope, timeline and budget
range. Route qualified prospects to your
booking page and others to educational
content. Professional services live and die by
lead quality. A survey that filters tire-kickers
from serious buyers saves hours of wasted
consultations and keeps your calendar full of
real opportunities.



