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Establishing Lead Magnet Campaigns for  
Your Certification Program 
	
In	today's	digital	landscape,	consumers	and	professionals	are	constantly	online	looking	for	products,	
services,	 advice,	 and	 information.	 To	 effectively	 attract	 prospects	 for	 your	 certi:ication	program,	
your	website	must	be	a	reliable	source	of	valuable	information	that	encourages	potential	customers	
to	engage	with	your	expertise	and	your	offerings.		

But	your	website’s	most	important	function	is	to	build	an	email	list	of	likely	prospects	for	your	
future	certi:ication	program	and	other	products	and	services.	

	
What Your Website Must Do Prior to Your  
Certification Program Becoming Available 
	
While	 most	 business	 owners	 recognize	 the	 importance	 of	 having	 a	 website,	 many	 do	 not	 fully	
understand	 its	 essential	 functions.	 Your	 website	 serves	 as	 a	 delivery	 vehicle	 for	 your	 message,	
similar	 to	 newspaper	 ads,	 postcards,	 or	 direct	mail.	 To	 ensure	 the	 success	 of	 your	 lead	magnet	
campaign,	your	website	must	ful:ill	four	critical	functions	before	launching	any	sales	or	marketing	
initiatives—including	the	marketing	of	any	certi:ication	program.		

	
Func%on One: Your Website Must Capture Prospect Names 
	
The	:irst	step	in	your	lead	magnet	campaign	involves	creating	an	Opt-in	Page	(also	called	a	"squeeze	
page"	or	just	“landing	page”)	designed	to	capture	visitor	information.	This	page	should	encourage	
visitors	to	provide	their	name,	email	address,	and	other	relevant	details	in	exchange	for	a	valuable	
digital	 giveaway,	 such	 as	 a	 free	 online	 tutorial,	 audio	 interview,	 downloadable	 checklist,	 or	
subscription	 to	 an	 informative	 newsletter.	 These	 items—always	 in	 digital	 form	 so	 they	 can	 be	
distributed	instantly	at	no	cost	to	you—are	known	as	lead	magnets.	
	

To	create	an	effective	Opt-in	Page,	start	with	a	compelling	headline	that	highlights	the	value	of	
the	free	item.	Follow	this	with	a	description	of	the	giveaway,	an	introduction	to	yourself	and	your	
expertise,	 and	 an	 explanation	 of	 why	 you	 are	 offering	 this	 resource	 for	 free.	 Including	
testimonials	 from	 individuals	 who	 have	 bene:ited	 from	 your	 material	 can	 further	 enhance	
credibility.	At	the	bottom	of	the	page,	include	a	:ill-in	form	with	clear	instructions	for	completion,	
along	with	a	promise	of	instant	access	to	the	free	item.	(In	addition	to	a	landing	page	of	its	own,	the	
opt-in	offer	and	:ill-in	form	should	also	be	placed	in	a	small	box	in	the	upper	right	corner	of	your	
home	page—prime	real	estate	that	can	be	easily	seen	by	anyone	visiting	your	website,	even	if	they	
don’t	scroll	down	to	read	more.)	
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Once	visitors	submit	their	information,	they	should	be	redirected	to	a	con:irmation	page	that	
provides	instructions	on	how	to	access	the	free	item.	This	page	can	also	feature	information	about	
an	 entry-level	 product	 (such	 as	 one-hour	 consultation),	 encouraging	 further	 engagement.	
Additionally,	the	registrant's	email	address	should	be	added	to	your	autoresponder	system	that	
sends	pre-written	messages	every	few	days,	offering	helpful	information	and	gradually	introducing	
your	certi:ication	program.	
	
Func%on Two: Your Website Must Sell Products and Services, 
Including (Eventually) Your Cer%fica%on Program 
	
If	 you’re	 selling	 consulting	 services,	 courses,	 books,	 or	 other	 knowledge	 products,	 you	 need	 an	
ecommerce	infrastructure	that	captures	leads,	nurtures	prospects,	and	converts	them	into	buyers.	
Make	sure	the	basics	are	in	place	prior	to	offering	your	:irst	lead	magnet:	
	
1.	Customer	Relationship	Management	(CRM)	System	

A	CRM	is	the	backbone	of	your	business,	helping	you	manage	leads,	track	client	interactions,	and	
automate	follow-ups.	Choose	a	CRM	like:	

•	HubSpot	(great	for	automation)	
•	Keap	(Infusionsoft)	(built	for	small	business	sales	funnels)	
•	ActiveCampaign	(affordable	with	powerful	automation)	
•	Kajabi	(lots	of	features	for	selling	online	courses	and	subscriptions)	
•	GoHighLevel	(intuitive	features,	email	capabilities,	and	webpage	design	for	getting	started)		

Key	Features	You	Need:	
•	Email	automation	(drip	campaigns,	abandoned	cart	emails)	
•	Lead	scoring	to	prioritize	potential	buyers	
•	Pipeline	tracking	to	convert	prospects	into	clients	
	
2.	Shopping	Cart	for	Seamless	Transactions	

Most	CRMs	include	a	shopping	cart	function.	Look	for	these	must-haves:	

•	Offer	multiple	payment	options	(credit	card,	PayPal,	buy-now-pay-later)	
•	Implement	one-click	upsells	for	maximizing	revenue	
•	Use	order	bumps	to	increase	the	average	order	value	
	
3.	Direct-Response-style	Landing	Pages	for	Your	Products	

Each	product	or	service	should	have	a	conversion-optimized	landing	page	designed	to	sell.	These	
pages	must	include:	
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•	A	Compelling	Headline	–	Call	out	your	ideal	audience	and	their	pain	points.	
•	An	Engaging	Hook	–	Clearly	state	the	transformation	your	product	delivers.	
•	Social	Proof	–	Testimonials,	case	studies,	and	success	stories.	
•	Scarcity	&	Urgency	–	Limited-time	offers,	countdown	timers.	
•	Strong	Call-to-Action	(CTA)	–	“Buy	Now,”	“Enroll	Today,”	or	“Book	a	Call.”	
	
Numerous	 tools	 are	 available	 to	 help	 you	 create	 high-converting	 landing	 pages,	 including:	
ClickFunnels	(best	for	direct-response	landing	pages),	Leadpages	(simple	and	high-converting),	and	
Kajabi	(if	you	want	a	one-stop	solution	for	selling	courses	+	CRM	+	checkout).	
	
Selling	Your	Certi:ication	Program	When	It’s	Ready	

While	the	best	way	to	launch	a	certi:ication	program	is	a	product	launch	campaign	(see	Module	5:	
Product	Launch	Campaigns	in	the	Resources	portal	where	you	found	the	document	you’re	reading	
now),	to	effectively	sell	your	certi:ication	program	when	it’s	ready,	you	will	need	to	craft	compelling	
direct-response-style	copy	that	resonates	with	your	audience.	Think	of	your	certi:ication	program’s	
webpage	as	a	digital	sales	letter	that	guides	visitors	toward	making	a	purchase.	
	

Your	sales	page	must	captivate	visitors	and	compel	them	to	want	to	enroll	in	your	certi:ication	
program.	Start	with	a	strong	headline	and	provide	a	detailed	narrative	about	the	bene:its	of	your	
program,	 including	proof	 of	 its	 effectiveness.	Use	 testimonials,	 case	 studies,	 and	visuals	 to	build	
credibility.	Include	a	call-to-action	that	encourages	visitors	to	complete	an	interest	questionnaire	
and	book	a	discovery	call	with	an	advisor	(your	salesperson).	
	
Func%on Three: Your Website Must Recruit Affiliates 
	
Once	your	certi:ication	program	sales	page	is	live	at	your	website,	create	an	af:iliate	recruitment	
page	 to	 encourage	 others	 to	 promote	 your	 program.	 Af:iliates—which	 are	 endorsers	 or	 single-
purpose	 joint-venture	 partners	 on	 the	 Internet—can	 signi:icantly	 expand	 your	 reach	 and	 drive	
traf:ic	to	your	site.	
	

By	offering	a	small	commission	to	these	af:iliates	for	buyers	they	send	to	your	website,	af:iliates	
can	help	 you	 substantially	 increase	 your	 sales	 (and	 also	 grow	your	 email	 list	 if	 you	offer	 a	 lead	
magnet	or	report	as	a	“:irst	look”	at	your	expertise	af:iliates	can	offer	to	their	contacts).	Your	CRM	
or	shopping	cart	 likely	supports	af:iliate	sign-ups	and	tracking	so	that	sales	are	attributed	to	the	
correct	af:iliate.	

	
Always	 include	 a	 link	 in	 the	 footer	 of	 your	Home	Page	 inviting	 visitors	 to	 "Join	Our	Af:iliate	

Program."	 A	 well-structured	 af:iliate	 program	 can	 attract	 partners	 eager	 to	 promote	 your	
certi:ication	program	 in	exchange	 for	a	small	 commission,	 free	or	discounted	entrance	 into	your	
program	as	a	student,	or	other	compensation.	
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Func%on Four: Your Website Must Promote Media Exposure 
	
To	enhance	your	visibility,	consider	adding	a	"For	Media	Professionals"	page	to	your	website.	This	
page	should	include	resources	that	journalists	and	media	outlets	can	use	to	feature	you	and	your	
certi:ication	program.	
	
Include	the	following	elements:	
	
•	Electronic	Press	Kit	(EPK):	Provide	a	downloadable	PDF	containing	your	biography,	company	
history,	previous	articles,	suggested	interview	questions,	and	contact	information.	

•	Pre-Written	Articles:	Offer	free	articles	that	media	professionals	can	publish	in	their	publications.	
•	 Interview	 Request	 Form:	 Include	 a	 form	 for	 journalists	 to	 request	 interviews	 or	 guest	
appearances.	

•	Media	Assets:	Provide	downloadable	images	of	yourself	and	your	certi:ication	materials	for	media	
use.	

•	Af:iliate	Sign-Up	Link:	Include	a	link	for	media	professionals	interested	in	joining	your	af:iliate	
program.	 This	 can	 help	 expand	 your	 reach	 and	 encourage	 media	 outlets	 to	 promote	 your	
certi:ication	program.	

	
By	 providing	 these	 resources,	 you	 can	 facilitate	media	 coverage	 and	 increase	 your	 visibility,	

which	can	lead	to	more	prospects	for	your	certi:ication	program.	
	
	
Creating a High-Response Lead Magnet  

What	kind	of	lead	magnet	could	you	give	away	on	the	Opt-In	Page?		There	are	many	options,	but	the	
key	 is	 to	 give	 away	 something	 that	will	 ultimately	 compel	 your	 visitor	 to	 buy	 your	 certi:ication	
program	later.		You	want	the	giveaway	item	to	familiarize	website	visitors	with	you,	your	business,	
your	expertise,	the	bene:its	of	working	with	you,	why	you’re	trustworthy,	why	you’re	better	than	
competitors	 they	might	 encounter,	what	 they	 could	be	doing	 in	 their	 own	 careers	 as	 a	 result	 of	
learning	from	you,	and	so	on.			

This	webpage	has	to	be	compelling—remember,	you’ll	be	“selling”	your	expertise,	your	services	
and	your	company	from	the	very	:irst	headline.	But	:irst,	take	a	look	at	the	list	below	of	what	kind	of	
lead	magnet	you	might	give	away:	

 

•	A	special	report	or	white	paper	on	a	topic	of	interest	to	your	potential	certi:ied	practitioners	
such	as	Finding	Clients	in	the	Coming	Trillion-Dollar	Wealth	Transfer,	How	Rapid	Re-Parenting	Will	
Change	Mental	Health	Services,	and	The	Remarkable	Rise	of	AI	Business	Consultants.	
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•	An	assessment	tool	such	as	a	checklist	given	out	by	a	business	consultant	called	Small-Business	
Readiness	in	Today’s	Uncertain	World...a	downloadable	quiz	from	a	management	trainer	called	
Stress-Testing	Your	Executive	Leadership	Succession	Plan...	an	online	assessment	given	to	small	
businesses	by	a	labor	consultant	called	Ten	Common	Problems	Affecting	Employee	Productivity	
and	How	to	Recognize	Them.	

•	A	how-to	guide	on	growing	an	existing	coaching	or	consulting	business	(which	would	be	
prospects	for	your	program)	such	as	Get	Clients.	Get	Results.	Get	Paid.	Or	Six	Ways	to	Convert	Your	
Hourly	Coaching	Practice	to	Offering	Lucrative	Coaching	Programs.	

The	key	is	to	make	the	title	of	the	give-away	item	enticing	enough—and	explain	it	 in	enticing	
enough	terms	at	your	Opt-In	Page—so	that	visitors	will	opt-in	to	download	it.		Only	then	will	you	
capture	their	email	address	for	future	marketing	of	your	certi:ication	program	and	other	services.		
Take	time	to	think	through	the	most	compelling	information	or	giveaway	you	can	offer.		Even	giving	
away	something	FREE	on	the	Internet	is	dif:icult	these	days.		People	know	when	they	give	out	their	
email	 address	 they’ll	 be	 :looded	with	 junk	mail.	 Your	 lead	magnet	must	 be	 superior	 enough	 to	
overcome	this	objection.	

	

Crafting Your Opt-In Page 

Once	you’ve	decided	on	the	lead	magnet	you’ll	offer,	the	next	step	is	to	create	a	high-converting	opt-
in	page.	A	well-crafted	opt-in	page	follows	a	proven	structure	designed	to	capture	attention,	build	
trust,	and	drive	sign-ups.	Here’s	how	to	write	each	essential	element	effectively:	

1.	 Headline:	Your	headline	is	the	:irst	thing	visitors	see,	so	make	it	compelling	and	bene:it-driven.	
Clearly	state	the	primary	value	of	your	lead	magnet	in	a	way	that	makes	the	visitor	want	to	learn	
more.	Keep	it	concise,	powerful,	and	speci:ic.	For	example:	

"Discover	the	5-Step	Formula	for	Doubling	Your	Coaching	Revenue	in	6	Months"	

"Free	Guide:	The	Ultimate	Plan	for	Busy	Mental	Health	Professionals	Who	Don’t	Have	Time	for	
Marketing"	

2.	 Subheadline:	The	subheadline	provides	supporting	information	that	reinforces	the	promise	in	
the	headline.	It	should	elaborate	on	the	key	bene:it	and	create	curiosity.	This	is	your	chance	to	
convince	visitors	that	opting	in	is	worth	their	time.	Example:	

"This	proven	strategy	has	helped	thousands	of	professional	coaches	scale	their	businesses	
through—without	working	harder."	

3.	 Salutation:	A	personal	touch	can	help	build	rapport.	Start	with	a	simple	greeting	like:	

"Dear	Entrepreneur,"	or	"Dear	Busy	Professional,"	

"If	you’ve	ever	struggled	with	[problem],	you’re	not	alone."	
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4.	 Lead	Paragraph:	The	:irst	paragraph	should	engage	the	reader	by	addressing	a	problem	they	
face	or	a	goal	they	want	to	achieve.	Use	an	empathetic	tone	to	show	you	understand	their	
situation	and	hint	at	the	solution	your	lead	magnet	provides.	Example:	

"Have	you	ever	felt	overwhelmed	trying	to	grow	your	coaching	business,	only	to	:ind	yourself	
spinning	your	wheels	with	little	to	show	for	it?	You’re	not	alone.	Many	life	coaches	struggle	with	
this—but	the	good	news	is,	there’s	a	simple	strategy	that	works."	

5.	 Body	Copy	Paragraph	#1	–	Who	You	Are	and	Why	You’re	an	Expert:	Introduce	yourself	brie:ly	
and	establish	your	authority	on	the	topic.	Highlight	relevant	credentials,	experience,	or	success	
stories	that	position	you	as	a	trusted	expert.	

"As	a	strategist	with	over	a	decade	of	experience	helping	life	coaches	grow	their	practice,	I’ve	
developed	a	framework	that	simpli:ies	the	process	and	delivers	real	results."	

6.	 Body	Copy	Paragraph	#2	–	Why	You	Created	This	Free	Downloadable	Resource:	Explain	why	
you	put	together	this	resource	and	how	it	helps	your	audience.	This	paragraph	should	make	it	
clear	that	your	lead	magnet	is	a	valuable,	well-thought-out	resource—not	just	another	freebie.	

"I	created	this	free	guide	because	I	kept	seeing	coaches	struggle	with	the	same	issues—
confusion	about	where	to	focus,	frustration	with	slow	progress,	and	a	lack	of	clear	direction.	So,	
I	put	the	transformational	strategies	I’ve	honed	over	30	years	into	a	simple,	actionable	resource	
that	you	can	start	using	today."	

7.	 Offer	and	Name	of	Free	Report:	Now,	formally	introduce	the	lead	magnet	by	name	and	
reiterate	its	main	bene:it.	Depending	on	length,	you	could	also	write	this	as	a	subheadline.	

"That’s	why	I’m	giving	you	free	access	to	my	guide:	The	5-Step	Formula	to	Doubling	Your	
Coaching	Revenue.	Download	it	now	and	start	seeing	results	in	your	coaching	business."	

8.	 Testimonials:	Social	proof	helps	build	trust	and	credibility.	Include	at	least	three	(3)	
testimonials	with	headlines,	short	statements	from	satis:ied	clients/users,	their	photos,	and	
their	names.	These	should	highlight	how	your	expertise	or	past	resources	have	helped	people	
achieve	results.	Here’s	a	four-part	formula	that	works	(along	with	a	few	examples):	

“Simple Yet Powerful Strategies” 

 “I love how easy it was to apply these steps. I saw 
posi1ve changes in my business almost immediately!” 

  – Emily Wright, Addic1on Recovery Coach  

“This Guide Transformed My Career” 

“ACer implemen1ng the strategies in this guide, my 
client bookings increased by 40% in just three 
months. I can’t recommend it enough!” 

– Sarah Lunsford, Professional Life Coach 

“Finally, a Clear Plan That Works” 

 “I had been stuck for years, trying different tac1cs 
with no success. This guide gave me a straighPorward 
roadmap to follow—and it works!” 

– James Madden, Execu1ve Coach 
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9.	 Opt-In	Box	Headline:	The	:inal	step	is	an	opt-in	box	with	a	clear	and	action-oriented	headline.	
It	should	reinforce	the	value	of	the	free	resource	and	create	urgency.	Here	are	examples:	

Get Instant Access to Your Free Guide Now! Download Your Free Copy – Limited Time Only 

10.	Opt-In	Box	Content:	The	main	role	of	your	opt-in	box	is	to	quickly	allow	visitors	to	provide	
their	contact	information.	Depending	on	your	industry,	you	can	also	add	a	drop-down	menu	
with	several	choices	that	asks,	“Are	you	a…?”	(Owner/partner,	Senior	leadership,	Manager,	Tech	
team,	Human	Resources	professional,	etc.).	You	can	also	ask	for	country,	zip	code	(U.S.),	industry,	
type	of	coach,	or	other	speci:ics	to	help	you	create	subsets	of	your	database	for	future	
marketing.	

	

Get Instant Access to Your Free Guide Now! 

    Your first name:* sfgfghsfgsfgsfgsfgsf      

    Your email:* sfgfghsfgsfgsfgsfgsf      

    Your zip code:* sfgfghsfgsfgsfgsfgsf         

    Are You a…?: s g Choose One…g f   

Take me to the guide 

	
By	 following	 this	 structured	 approach,	 you’ll	 create	 an	opt-in	page	 that	 converts	 visitors	 into	

subscribers	effectively.	Stick	 to	clear,	persuasive	copy	and	always	highlight	 the	value	of	your	 lead	
magnet.	
	
	
The Tech Side: Step-By-Step Build of Your Opt-In Page 

To	help	you	collect	the	information,	copy	points	and	other	elements	you’ll	need	in	order	to	build	out	
this	page,	follow	the	checklist	below:	

1.	 Register	 the	 domain	 name	 of	 your	 company	 or	 choose	 a	marketing-oriented	 domain	 such	 as	
“prolevelcoachingcareer.com”	or	“10Xrestaurantstrategies.com.”		

2.	 Arrange	to	host	your	site	with	one	of	the	Internet’s	many	user-friendly	hosting	companies	(if	you	
don’t	subscribe	to	monthly	hosting	yet).	

3.	 If	you	already	have	a	website	and	are	simply	adding	the	three	pages	to	your	existing	brochure	site,	
determine	where	the	squeeze	page	will	reside.		But	be	careful,	the	URL	(web	address)	does	matter.		
Plus,	 you’ll	 be	 advertising	 it	 in	 articles	 and	 elsewhere,	 so	 choose	 something	with	 a	marketing	
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theme	such	as	www.myconsul6ngfirm.com/freeguide	rather	than	having	your	webmaster	simply	
create	 a	 URL	 like	www.myconsul6ngfirm.com/3699_plan_20%_download.	 	 	Be	 aware	 that,	 while	
snip-URL-type	tools	can	shorten	your	link,	links	don’t	always	transfer	accurately	in	all	instances.	
Choose	a	simple	marketing-oriented	URL	instead.	

4.	 Write	a	powerful	headline.		Review	the	notes	above	for	information	on	writing	headlines.	

5.	 Craft	 a	 sub-head	 that	 indicates	 there’s	 a	 free	 report,	 buyer’s	 guide,	 checklist,	 assessment	 tool,	
podcast	interview,	comparison	guide	or	other	valuable	free	item	available.	

6.	 Write	your	lead	paragraph	and	an	additional	body	paragraph.		Be	sure	to	introduce	yourself,	why	
you	crafted	this	free	resource,	and	state	the	bene:it	your	visitor	could	soon	be	experiencing	once	
they	keep	reading	and	opt-in	at	the	end	of	the	webpage.	

7.	 Put	your	offer	for	the	free	item	in	a	short	paragraph	or	subheadline.	

8.	 Gather	 three	 (3)	 testimonials	 along	with	 the	person’s	written	permission	 to	 use	 it	 (plus	 their	
name,	 occupation	 or	 business	 name)	 on	 your	 webpage.	 	 Ideally	 you	 should	 also	 gather	 each	
person’s	photograph	in	digital	form	(such	as	a	.jpg	–	JPEG	–	:ile).	

9.	 Write	the	headline	for	your	opt-in	box.		

10.	Determine	the	type	of	information	you	want	your	opt-in	form	to	gather	from	your	visitor.		Plan	to	
require	 at	 least	 the	 visitor’s	 :irst	 name,	 email	 address,	 and	 possibly	 their	 zip	 code	 or	 other	
identifying	 information	 (so	you	know	where	your	prospects	 are	 coming	 from.	 	You	 could	also	
feature	a	pop-down	menu	of	choices	to	help	you	identify	visitors	and	segment	your	list—with	the	
lead	line	“Are	You	A…”			Here’s	an	example	of	how	the	pop-down	menu	would	appear	when	clicked:	

Are You A… Small Business Owner? 
 Corporate Executive? 
 Solo Entrepreneur? 
 Marketing/Advertising Professional? 
 Other? 

11.	Write	your	footer	copy	for	the	bottom	of	the	squeeze	page.		Feature	at	least	these	three	links:			

Contact Us  |  Policies  |  Join Our Affiliate Program 

© 2025 XYZ Consulting Firm, LLC. All rights reserved. 

12.	Write	the	copy	for	your	“Submit”	button,	such	as	“Send	my	free	report”	or	“Take	me	to	the	
interview.”	Don’t	let	your	webmaster	simply	use	the	word	“Submit.”	Create	expectation	of	what	
visitors	will	experience	next	after	opting-in.		

13.	Your	“Contact	Us”	page	should	also	contain	links	to	individual	FAQs	(frequently	asked	questions)	
to	reduce	customer	service	calls	that	could	be	answered	quickly	with	a	written	paragraph	at	your	
website.		In	this	case	you	would	feature	the	customer	service	phone	number	only	at	the	bottom	of	
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each	FAQ	answer.		This	forces	the	customer	to	read	something	that	may	answer	their	question,	
rather	than	tying	up	your	staff	with	unnecessary	inbound	calls	and	call-backs.	

Be	sure	to	add	to	your	“Contact	Us”	Page—for	marketing	purposes—a	speci:ic	contact	person	or	
email	 address	 for	 media	 inquiries	 (so	 journalists	 can	 contact	 you	 for	 interviews)	 and	 a	 “Do	
Business	with	Us”	link	to	a	Joint	Venture	Inquiry	Form	for	potential	endorsers	or	af:iliates.			

14.	Your	“Policies”	page	is	required	and	must	state	(in	addition	to	other	information)	what	type	of	
information	you	collect	from	visitors	to	your	website,	how	you	collect	it,	what	you’ll	use	it	for,	how	
people	can	:ind	out	what	you’ve	collected,	how	they	can	remove	themselves	from	your	list	and	so	
on.		Search	online	for	“privacy	policy	generator”	for	an	easy	way	to	produce	what	you	need.	

 

Crafting Your Confirmation Page 

Once	visitors	opt-in	for	your	free	lead	magnet,	two	things	should	be	programmed	to	happen	when	
they	click	the	“Submit”	button:	(1)	their	data	should	be	collected	into	your	CRM	for	future	marketing,	
and	(2)	they	should	be	taken	to	your	Conformation	Page.		

Before	 writing	 your	 con:irmation	 page,	 remember	 its	 purpose:	 to	 provide	 a	 link	 to	 the	 free	
resource	 they	 just	 opted	 in	 for—or	 to	 alert	new	opt-ins	 to	 look	 for	 a	 link	 in	 their	 email	 (or	 even	
whitelist	a	speci:ic	email	address	you’ll	be	sending	the	free	resource	email	from)	if	you	are	sending	it	
as	an	attachment.	A	second	purpose	is	to	motivate	them	to	click	through	to	your	Sales	Page	and	read	
about	either	an	entry-level	product/service	you	have	available	(even	if	it’s	just	a	one-hour	standalone	
consultation)	or	your	certi:ication	program	when	it’s	ready.			

Why	not	just	take	opt-ins	directly	to	the	Sales	Page?			

Because	you’ll	be	“selling”	them	before	they’re	ready	to	be	sold.		Remember	that	at	your	Opt-in	
Page,	a	visitor	may	have	just	encountered	your	name	and	company	for	the	:irst	time.		To	immediately	
try	to	sell	them	something	is	off-putting	and	will	likely	cause	a	negative	reaction	to	your	future	efforts	
to	convert	them	to	buyers.	

When	designing	your	Con:irmation	Page.		You’ll	be	including	these	key	elements	in	the	following	
order:	

1. Headline	such	as	“Congratulations!	You’ve	Opted-In	Successfully.”	or	“Your	Special	Report	Is	on	
Its	Way!	Check	Your	Email	Inbox.”	

2. Con:irmation	paragraph	alerting	them	to	check	their	email	for	a	link	to	the	free	giveaway	item	
(or	other	instructions	on	how	to	download	it).	

3. A	second	paragraph	with	details	about	what	will	happen	next.		Will	they	receive	a	short-course,	
should	they	look	for	additional	emails	from	you,	are	there	more	giveaways	coming?	

4. A	transitional	or	segue	paragraph	that	introduces	the	fact	you	have	another	product	available	
with	just	one	click.		Use	lead-in	sentences	such	as	“And	if	you’re	ready	to	make	the	jump	to…”	or	
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“If	you’d	like	to	get	started	right	away	[accomplishing	XYZ],	keep	reading	for	an	opportunity	to…”		
This	paragraph	should	also	include	a	link	to	your	Sales	Page.	

5. A	link	to	the	Sales	Page	with	the	invitation:	“Click	here	to	read	more	about	it.”	

One	 caveat,	 however:	Never	mention	 on	 the	 Congratulations	 Page	 the	 price	 of	 the	 item	 that’s	
described	on	the	Sales	Page.	 	 In	 fact,	you	shouldn’t	even	mention	 that	 it’s	an	 item	you	are	selling.		
Simply	state,	“To	:ind	out	more	about	______,	click	here.”	 	Leaving	out	the	price	and	sales	pitch	will	
persuade	the	prospect	to	click	through	without	the	natural	hesitation	prospects	have	about	“being	
sold	something.”	
	

 

Your Data Collection and Autoresponder System 

Of	course,	the	Opt-In	Page	and	other	webpages	that	visitors	read	at	your	website	are	only	one	part	of	
an	effective	online	marketing	infrastructure.	Part	Two	is	collecting	visitors’	data	into	your	Customer	
Relationship	Management	system	(CRM)—then	using	that	data	to	convert	these	subscribers	to	future	
buyers	once	they	leave	your	site.			

While	your	webpages	may	do	the	job	of	immediately	selling	some	visitors	into	your	entry	level	
product	or	service,	the	truth	is	not	every	website	visitor	will	buy	from	you	while	they’re	at	your	site.		
Some	will	simply	need	more	time,	more	information,	more	exposure	to	your	message	and	so	on.		Your	
autoresponder	is	the	system	you’ll	use	to	provide	the	“more”	that	these	not-yet-responsive	visitors	
need.	Plus,	it’s	a	useful	tool	to	eventually	communicate	that	you	have	a	certi:ication	program	available	
(or	that	you	are	forming	an	Internet	List	for	it).	

	
Your Autoresponder System  

Typically	found	within	the	shopping	cart	itself,	an	autoresponder	collects	data	from	opt-in	visitors	at	
the	Squeeze	Page,	adds	each	person’s	information	to	a	database,	stores	the	database—then	sends	pre-
written	messages	to	that	person	according	to	a	schedule	that	you	determine.		You	write	the	messages,	
you	program	them	into	the	autoresponder—then	the	autoresponder	does	the	work	of	sending	them	
out	every	day,	every	few	days	or	however	frequently	you	decide	they	should	be	sent.			

The	schedule—and	the	messages	themselves—are	completely	customizable	by	you.	

You	can	even	set	up	multiple	autoresponders—each	with	their	own	series	of	messages—based	
upon	the	webpage	the	visitor	opted	in	at,	which	drop-down	menu	option	they	chose,	which	action	
you’re	encouraging	them	to	take,	and	so	on.	
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Your Lead Magnet Autoresponder Series (aka Drip Sequence) 

Once	 visitors	 opt-in	 for	 your	 lead	magnet	 at	 your	website,	 they	will	 hopefully	 advance	 past	 your	
Con:irmation	Page	to	your	certi:ication	program	sales	page	(when	you	begin	offering	you	program)—
and	buy	what	you	have	to	offer.			For	those	who	don’t—or	those	who	read	the	Sales	Letter	but	don’t	
buy—you’ll	want	your	autoresponder	to	send	them	regular	messages	that	provide	more	information,	
familiarize	them	with	your	expertise,	show	them	how	their	life	will	change	once	they	buy	something	
from	you,	and	generally	create	a	stronger	bond	with	them	as	a	potential	customer.	

The	best	autoresponder	sequences	provide	valuable	information—and	lots	of	it—before	they	ask	
the	recipient	to	buy.		In	fact,	I	recommend	that	you	write	two	to	three	autoresponder	messages	before	
mentioning	 that	you	have	something	 for	sale.	 	 “Pitching”	people	right	away	 is	off-putting	and	will	
likely	 cause	 subscribers	 to	 unsubscribe	 or	 opt	 out.	 	 If	 you	 begin	 selling	 right	 away,	 the	 recipient	
doesn’t	have	time	to	get	to	know	you	or	appreciate	you	as	a	resource.		Think	about	your	own	situation.		
When	was	the	last	time	you	bought	something	expensive?	You	probably	did	lots	of	research.		Perhaps	
you	consulted	with	the	business	owner	many	times	before	deciding.		It’s	possible	you	waited	for	the	
right	time	to	buy.		Visitors	to	your	website	are	no	different.	

To	write	an	effective	autoresponder	series,	plan	for	a	minimum	of	5-10	messages.		Many	CRMs	let	
you	 program	 in	 unlimited	 autoresponder	 messages.	 To	 simplify	 the	 process	 of	 writing	 your	
autoresponder	series,	follow	the	steps	outlined	below:	

	
1.	 Write	Message	#1—typically	the	message	that	will	be	emailed	to	your	prospect	with	a	link	to	the	

free	item	(even	if	you	have	already	put	the	link	on	the	Con:irmation	Page).		Your	CRM	should	be	
able	to	send	out	an	email	(written	by	you)	with	a	link	to	the	free	giveaway	that	resides	in	a	folder	
on	 your	 domain	 (such	 as	www.myconsul6ngfirm.com/pdf/10Xplanner).	 	 Check	with	 your	 CRM’s	
technical	support	department	 to	be	sure	 this	 is	possible	with	 their	software.	 	Be	sure	 to	write	
Message	#1	with	language	that	encourages	the	new	prospect	to	immediately	read,	listen	or	act	
upon	the	free	item.		Get	them	immediately	engaged	with	you	and	your	information,	so	they’ll	learn	
what	you	have	to	offer.	

2.	 Program	your	autoresponder	to	deliver	Message	#1	immediately	upon	opt-in	(sometimes	called	
Day	Zero).	

3.	 Create	the	free	item,	then	turn	it	into	a	PDF	:ile,	MP3	audio	:ile	or	other	easily	usable	format.	

4.	 Have	your	webmaster	upload	the	free	item	to	your	server	in	a	non-public	folder	that	allows	you	
to	provide	a	link	(such	as	www.myconsul6ngfirm.com/pdf/10Xplanner).	

5.	 Write	Messages	#2	through	#4	and	program	your	autoresponder	to	deliver	them	every	day	or	
every	other	day.		Use	Messages	2-4	to	continue	providing	information	about	your	free	giveaway	
and	how	they	can	use	the	information	in	their	personal	life,	home	life	or	business.	
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6.	 Write	Message	#5	introducing	the	item	you	have	for	sale	such	as	an	entry-level	product,	a	one-
hour	 consultation,	 or	 your	 certi:ication	program	when	 it’s	 ready.	Begin	 the	email	with	helpful	
information	(just	like	in	Messages	#2	through	#4),	then	write	a	transitional	statement	such	as:		

“In fact, that’s exactly what I help you accomplish with my XYZ Practice-
Builder System. It’s designed specifically to help you _________. It makes 
your life easier by simplifying _________. You’ll discover a new level of 
_________. Yet your cost is just a fraction of what you’d expect to pay for 
a comparable [product/service]. 

 
Con6nue with a tes6monial from someone who has used or reviewed the product: 

Here’s what Andrew Meyers of Hawthorne Consulting Partners had to say about 
it: 

“The XYZ Practice-Builder System has meant the difference between success and 
failure in my small-business consulting firm.  We no longer waste money or 
time on questionable marketing strategies. The Practice-Builder System 
provides proven guidance and proven campaigns. My practice has grown from a 
handful of clients to a full client roster in a matter of months!” 
 

Then, provide a link to your sales leHer: 

You can read more about the XYZ Practice-Builder System here: 

http://www.xyzpracticebuilder.com/system 

Finish Message #5 with a preview of any future autoresponder messages: 

Be sure to look for my email tomorrow with additional information that can 
help you transform your practice (including staff productivity).  I’ll be 
emailing you about eliminating entire tasks from your staff’s to-do list – 
without any drop in client satisfaction or service integrity. 

Sincerely, 

James Attinger 

XYZ Practice-Builder System 
	

7.	 Write	Messages	#6	through	#10	with	additional	information	that	will	help	your	prospect,	but	also	
include	a	brief	repeat	of	the	offer	you	have	on	your	Sales	Page.		Look	for	a	sample	autoresponder	
series	 in	 the	 Replicate	 Program	 Resources	 portal,	 in	 the	 same	 module	 where	 you	 found	 the	
document	you’re	reading	now.	
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Future Marketing to Email Addresses You Collect 

In	addition	to	the	autoresponder	emails	that	your	CRM	will	automatically	send	to	opt-in	names,	you	
can	always	send	random,	one-time	offers	to	your	list.		Check	your	CRM	features	to	learn	how	to	do	
this—but	 most	 CRMs	 allow	 you	 to	 simply	 click	 on	 the	 opt-in	 list	 (or	 pull	 tagged	 names	 from	 a	
particular	list	segment)	you	want	to	email	to,	then	build	the	email	to	be	sent	directly	into	a	window	
provided	in	the	CRM.	

Before	sending	the	email	to	your	entire	list,	send	it	to	yourself	as	a	test.		You’d	be	surprised	how	
different	 things	 look	 (and	 read)	when	 they’re	 sitting	 in	 your	 in-box—particularly	 the	 subject	 line	
which	will	often	appear	too	long.		You	can	create	a	separate	database	in	the	CRM	containing	just	your	
own	email	address	for	testing	purposes.	

Of	 course,	 you’ll	 want	 to	 be	 sure	 to	 check	 the	 wording	 of	 your	 emails	 to	 avoid	 them	 being	
categorized	as	SPAM,	thereby	reducing	deliverability.		SPAM	:ilters	are	software	programs	that	shield	
consumers	from	receiving	unsolicited	messages.		To	insure	that	your	message	has	the	best	chance	of	
bypassing	these	:ilters	and	being	delivered,	I	recommend	you	:irst	check	its	content	through	one	of	
the	many	SPAM	checkers	available	online.	 	They	will	 compare	your	email	 to	known	SPAM	trigger	
phrases	and	give	you	a	complete	report	of	what	needs	to	be	changed.		Many	email	marketers	insert	
special	characters	into	words	like	mo^ney,	F.R.EE	and	in`come	to	throw	off	spam	:ilters.	

	

  



 

DISTRIBUTING THIS DOCUMENT OR ITS CONTENTS IS NOT ALLOWED:   

Please note that this document is an image-only locked PDF file that allows prinLng, but not extracLng of data.  The 
contents are protected by internaLonal copyright laws and are provided for educaLon purposes only.  They cannot be 
duplicated, distributed and/or used for any other purpose. 

Downloading this document does not transfer any rights whatsoever to the document or to its contents—nor does 
downloading convey so-called “reprint rights.”  Unauthorized transfer or use of the contents (including posLng it at your 
website, distribuLng it to your own clients or students, or incorporaLng it into your products) is prohibited by internaLonal 
copyright laws. 

 

ABOUT THIS DOCUMENT: 

© 2025 Success Resources InternaLonal Inc. All rights reserved. No part of this publicaLon may be reproduced, stored in 
a retrieval system, or transmi`ed in any form or by any means, electronic, mechanical, photocopying, recording or 
otherwise without the wri`en permission of the copyright owner. 

Disclaimer and Limit of Liability: The publisher, author, and copyright holder (collecLvely, “we” and “our”) have used our 
best efforts in preparing this publicaLon. Other than the use of our best efforts, we make no representaLons or warranLes 
with respect to this publicaLon. In parLcular, we make no representaLons or warranLes with respect to the accuracy or 
completeness of the contents of this publicaLon. We specifically disclaim any implied warranLes of merchantability or 
fitness for a parLcular purpose. No warranLes may be created by implicaLon. No oral or wri`en statement by us or any 
sales representaLve or other third party shall create any warranLes. We do not guarantee or warrant that the informaLon 
and opinions stated in this publicaLon will produce any parLcular results, and we cauLon readers that the advice and 
strategies contained in this publicaLon may not be suitable for every individual or business. We, individually or collecLvely, 
shall not be liable for any monetary loss, physical injury, property damage, loss of profit or any other commercial damages, 
including, but not limited to, special, incidental, consequenLal or other damages. 

This publicaLon and its accompanying training program are distributed with the understanding that we, individually or 
collecLvely, are not engaged in rendering legal, accounLng or other professional advice. If legal advice or other expert 
assistance is required, the services of a competent professional should be sought. Some names, characters, places, 
staLsLcs and incidents used in sample adverLsements and sample markeLng copy are either the product of the author’s 
imaginaLon or are used ficLLously. Any resemblance to actual events, locales, organizaLons, data or persons, living or 
dead, is enLrely coincidental and beyond our intent. 

All trademarks contained herein are the property of their respecLve owners. 

 

ABOUT THE REPLICATE PEER-CERTIFICATION PROGRAM:   

Founded by industry veterans Paul MarLnelli and Janet Switzer, the Replicate Peer-Cer.fica.on Program helps business 
owners, professional pracLLoners, and subject-ma`er experts create a network of their own consultants, peers, 
coaches, trainers, or fellow entrepreneurs who are proficient in the experts’ proprietary methods and who can bring 
this important knowledge to millions of consumers and entrepreneurs worldwide.  

 

Learn more at: www.replicateprogram.com 

Email: success@replicateprogram.com	


