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Introduction

This workbook is designed to help you understand how funnels actually
work, not just how to build them.

It is not a step-by-step checklist you rush through once.

It is a thinking guide you return to as you design, review, and improve
funnels over time.

The ideas in this workbook come from real implementation — studying
systems deeply, testing structures, making mistakes, and refining decisions
through trial and error. While free resources and tutorials can introduce
concepts, true understanding comes from applying those concepts inside
real systems.

You do not need to know everything before starting.
You do not need perfect clarity on your offer.
What you do need is:

e Curiosity

e Willingness to think critically

e Readiness to apply what you learn

Move through this workbook slowly.
Read, pause, and reflect before jumping to execution.
This workbook is meant to support intentional building, not rushed creation.

Don’t rush the build. Master the system.
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About Me

My name is Patricia Corpuz.

| didn’t start with funnels, systems, or automation

knowledge. | started with curiosity.

| learned funnels through self-study and real implementation. While |
explored free trainings and tutorials, | eventually realized that
understanding comes from studying the system itself — how tools work,
when they should be used, and what happens when they aren’t.

Instead of relying on expensive courses, | focused on learning by doing:
building funnels before | felt ready, testing ideas, fixing mistakes, and
rebuilding systems through trial and error. That process involved many
late nights and constant refinement, but it taught me how funnels
actually behave in real situations.

| learn best through observation, patterns, and systems. If a concept is
explained visually — even through Al-generated content — | study it to
understand ideas from different angles. For me, technology is not a
shortcut, but a way to work smarter.

My personal philosophy is work smart, not hard — by making effort
intentional through understanding.

This workbook reflects that learning process. It's meant to support clear
thinking, intentional building, and better decisions when working with
funnels.
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How to Use This Workbook

This workbook is designed to be studied slowly and applied intentionally.
It is not meant to be rushed or completed in one sitting.

Each module builds on the previous one.
Start from the beginning, even if you feel familiar with certain concepts.

Clarity in systems comes from understanding how the pieces connect —
not from skipping steps.

As you move through the workbook:
* Read the explanations carefully.
* Pause and reflect before implementing.
¢ Complete the reflection sections honestly.

* Apply one funnel at a time.

Do not aim for perfection on your first build.
Aim for functionality and understanding.

You may choose to:
e Study everything first before building

¢ Build alongside each module

Both approaches work. What matters is consistency.
This workbook is a practical guide.

Return to it when you need clarity, when something breaks, or when you're
ready to improve.

Build slowly. Test intentionally. Improve continuously.




MODULE 1: CORE FUNNEL TYPES

1 Understanding

Structure Before

Strategy

“If the structure is wrong, nothing else matters.”

Before you think about tools, pages, or automation, you need to
understand one thing clearly:

Funnels are not built by software.
Funnels are built by decisions.

This module is designed to help you slow down and think before you build.
You will not be asked to create anything yet. Instead, you will learn how to
identify the right structure, understand its purpose, and recognize when
something does not belong.

Take your time with this module.
The clarity you gain here will make everything else easier.
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MODULE 1: CORE FUNNEL TYPES

What a Funnel
° Reaﬂy Is

A funnel is not a page.

A funnel is not an automation.
A funnel is not a template.

A funnel is a decision path.

It exists to guide a person from one mental state.to another:
e from unaware to aware
e from interested to confident ‘ l l L

e from hesitant to committed

Pages are containers.

Automations are delivery systems.
The funnel itself is the sequence of decisions you ask someone to make.

When funnels fail, it is rarely because of the tool.
They fail because the decisions were unclear, rushed, or mismatched.

Reflection
 What do you currently think a funnel is?

e Have you been focusing more on pages than decisions?

7 Write your thoughts below.
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MODULE 1: CORE FUNNEL TYPES

What a Funnel

° Is Not

Funnels are not meant to:
e |ook impressive
 include every feature available

e be complex for the sake of complexity

More pages do not mean better conversion.

More steps do not mean better strategy.

A funnel that works is often simple, clear, and intentional.

Reflection
e Have you ever overbuilt a funnel?
¢ What motivated that decision?

Z Write your thoughts below.
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MODULE 1: CORE FUNNEL TYPES

1 3 The Funnel

Selection Principle

You do not choose a funnel based on what you want to sell.
You choose a funnel based on what the buyer already believes.

Before selecting a funnel, ask:
e How aware is the buyer of their problem?
e Do they believe a solution exists?
e How much trust already exists?

e How risky does this decision feel to them?

A mismatch between belief and structure creates resistance.
Reflection

e Think of an offer you want to build.
 What does your audience already believe?

Z Write your thoughts below.
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MODULE 1: CORE FUNNEL TYPES

4 Understanding

Buyer Awareness

and Intent

Not all buyers are the same.

Some are:
P Lk
e unaware of the problem S €
e aware but not ready i —————————
. . DPNCDE /S TC J
e aware and actively looking A PROSPFECTS  p
Funnels must match intent, not assumptions. P
Trying to sell too early creates friction. e

Trying to educate someone who is already ready wastes momentum.
Reflection
e Where is your audience right now?

e Are you assuming readiness, or observing it?

Z Write your thoughts below.
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MODULE 1: CORE FUNNEL TYPES

Funnels

[.ead Generation

A lead generation funnel is used to collect contact information, usually an email

address.

Its goal is not to sell immediately, but to start a relationship.

You use this funnel when people:
e don't know you yet
o are still learning about the problem

» need education before buying

Basic Structure
o Traffic (ads, social media, links)
e Opt-in page
e Thank-you page
e Emoail follow-up

When This Funnel Is Best
e Cold audience
» New brand or offer
e Educational content

When This Funnel Is Not Ideal
* When people are already ready to buy
 When you need fast sales
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MODULE 1: CORE FUNNEL TYPES

[.ead Generation

° Funnels

Example: Lead Generation Funnel
This page shows a sample layout and flow of a lead generation funnel.

Disclaimer:
This image is for example purposes only.
Layouts, designs, and steps may vary depending on the offer and business.
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MODULE 1: CORE FUNNEL TYPES

Tripwire / Low-
Ticket Funnel

A tripwire funnel is used to turn a lead into a buyer through a small, low-risk

purchase.

Its goal is not high profit, but to build buying confidence.

You use this funnel when people:

e need a small commitment first

already know you a little
are interested but hesitant

Basic Structure
o Traffic

Sales page

Checkout page

Optional upsell or downsell
Confirmation Page

Email follow-up

When This Funnel Is Best
e \Warm audience

Low-priced, clear offer

e Trust-building stage

When This Funnel Is Not Ideal

e Very cold audience

o Complex or high-ticket offers
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MODULE 1: CORE FUNNEL TYPES

Tripwire /| Low-

. Ticket Funnel

Example: Tripwire / Low-Ticket Funnel

This page shows a sample layout and flow of a Tripwire / Low-Ticket Funnel

Disclaimer:
This image is for example purposes only.

Layouts, designs, and steps may vary depending on the offer and business.
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MODULE 1: CORE FUNNEL TYPES

Core Oftfer / Sales

¢ Funnel

A sales funnel is used to sell your main offer directly.

Its goal is to convert interest into a clear decision.

You use this funnel when people:
e already understand the problem
e believe a solution exists

e are actively considering buying

Basic Structure

e Traffic

e Sales page

e Checkout page

o Confirmation / delivery page

When This Funnel Is Best
e Proven offer
o Clear messaging
o Buyer intent already exists

When This Funnel Is Not Ideal

e Cold audience
e New or untested offer
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MODULE 1: CORE FUNNEL TYPES

Core Oftfer / Sales

° Funnel

Example: Core Offer / Sales Funnel
This page shows a sample layout and flow of a Core Offer / Sales Funnel

Disclaimer:
This image is for example purposes only.
Layouts, designs, and steps may vary depending on the offer and business.
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PRINTS

ORDER FORM

The Printable Activity Pack

18 OF 87



MODULE 1: CORE FUNNEL TYPES

8 Application /

Consultation

Funnel

An application funnel is used to filter and qualify people before working with them.
Its goal is alignment, not volume.

You use this funnel when people:
e are interested in a high-ticket offer
» need screening before working with you
e require a conversation before buying

Basic Structure
o Traffic

Information page

Application form

Review step

Call or approval

When This Funnel Is Best
o High-ticket services
e Limited availability

e Custom or done-for-you work

When This Funnel Is Not Ideal
e Low-priced offers
o Fast, impulse purchases 19 OF 87



MODULE 1: CORE FUNNEL TYPES

8 Application /

Consultation

Funnel

Example: Application / Consultation Funnel
This page shows a sample layout and flow of a Application / Consultation Funnel

Disclaimer:
This image is for example purposes only.
Layouts, designs, and steps may vary depending on the offer and business.
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MODULE 1: CORE FUNNEL TYPES

8 Membership or

Course Funnel

A membership or course funnel is used to sell access to ongoing content or learning.

Its goal is not just the sale, but long-term engagement.

You use this funnel when people:
o want structured learning
e benefit from guidance over time

e value community or continuity

Basic Structure
o Traffic
Sales page

Checkout page

Member access page

Ongoing engagement

When This Funnel Is Best
o Courses or programs
e Subscription or recurring offers
e Community-based learning

When This Funnel Is Not Ideal
e One-time simple offers

o Audiences that want quick solutions only
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MODULE 1: CORE FUNNEL TYPES

8 Membership or

Course Funnel

Example: Membership or Course Funnel
This page shows a sample layout and flow of a Membership or Course Funnel

Disclaimer:
This image is for example purposes only.
Layouts, designs, and steps may vary depending on the offer and business.

Join the Preduct Name Here

With Webiaar Basurses!
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MODULE 1: CORE FUNNEL TYPES

1 The Funnel Decision
o 9 Framework

The Funnel Decision Framework helps you decide which funnel to use before

building anything.

Instead of guessing or copying what others do, this framework guides you to

choose a funnel based on:
e your audience’s awareness
 their level of trust
» and the action you want them to take

This framework exists to help you think clearly before you build.

How to Use This Framework

Before choosing a funnel type, answer these questions honestly:
1.What action do | want the user to take?
2.How aware is the user of the problem?
3.How much do they already trust me or my brand?
4.How risky does this decision feel to them?
5.What information or reassurance do they need before acting?

Your answers will point you toward the right funnel structure.

When This Framework Is Most Useful
e When you feel unsure which funnel to use
e When a funnel isn’t converting
 When you are about to start a new offer
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MODULE 1: CORE FUNNEL TYPES
1 The Funnel Decision
. Framework

Reflection

1.What action do you actually want people to take right now?
2.Which question above feels hardest to answer — and why?
3.Are you choosing funnels based on clarity or pressure?

~Z Notes:

24 OF 87



MODULE 1: CORE FUNNEL TYPES

Pre-Build Funnel Clarity Checklist

This checklist is designed to stop you from building too early.

Before moving to tools, pages, or automation, pause and review this list.
If something feels unclear, that's a signal — not a failure.

Funnel Clarity Checklist

0 | understand who my audience is

o | know how aware they are of the problem
o | know what action | want them to take

0 | have chosen a funnel type intentionally

0 | am not adding steps just to feel productive
0 | understand why each step exists

You do not need to check everything perfectly.
You do need enough clarity to move forward intentionally.

When to Use This Checklist
» Before building a new funnel
o Before adding more steps
 When something feels confusing or overwhelming

When to Pause and Revisit Module 1
 When you can’t explain your funnel clearly
 When you feel tempted to copy someone else’s setup
e When your funnel feels complicated without reason
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MODULE 2: TECH & BACK-END MASTERY

How Funnels and

Automations

Actually Work
(Step-by-Step)

Goal of this module:

By the end of Module 2, you should be able to build a basic working funnel
that:

e collects leads or payments

e tags people correctly

e sends the right emails

e delivers the correct next step

You don't need technical experience.
You only need to follow the sequence.
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MODULE 2: TECH & BACK-END MASTERY

2 Before You Start

Step 1: Create Your Systeme.io Account
If you don't have an account yet, create one here:

Create your free Systeme.io account:
sa02346385018ef3949d50fbada2d361d5e876730a

After signing up:
1.Confirm your email address
2.Log in to your dashboard

You should see menus like:
e Funnels = a
e Emails

Products / Sales

Contacts

Automations

¥ You're ready when: you can access the main dashboard.

Step 2: Decide Your Funnel Goal (Choose ONE)
Pick only one for now:
e Lead Funnel (collect email)

e Sales Funnel (collect payment)
27 OF 87



MODULE 2: TECH & BACK-END MASTERY

How Funnels

Work (Big Picture)

Every funnel follows this exact flow:
1.Someone clicks a link
2. They land on a page
3.They take an action
4.The system records the action
5.An automation runs
6.The user receives something

Everything you build supports this flow

| | N
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MODULE 2: TECH & BACK-END MASTERY

Building a Lead
- Funnel (Step-by-Step)

Part A: Building a Lead Funnel (Step-by-Step)

Step 3: Create the Funnel | ceen . ,.... R
1.Go to Funnels e =
2.Click Create = = """""

3.Name it: Lead Funnel — [Offer Name]
4.Choose Build an Audience / Collect Emails
5.Create funnel

Funnel exists.

System Review

Step 4: Add the Required Pages ) ;:
You need two pages only:
e Opt-in Page
e Thank-You Page
1.Add Step = Opt-in Page

2.Add Step = Thank-You Page

Two steps are visible inside the funnel.
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MODULE 2: TECH & BACK-END MASTERY

Building a Lead
“unnel (Step-by-Step)

|

.

Step 5: Set the Opt-in Form Action
1.Edit the Opt-in Page
2.Click the form
3.Required field: Email
4.Set form action — redirect to Thank-You Page

Submitting the form goes to the Thank-You Page. SRS Bl U

Step 6: Create a Tag

Contacts
1.Go to Contacts = Tags /\ )
ags

2.Create tag: Lead — [Offer Name]

Pipelines
Tag exists. # Calendar
Step 7: Create an Automation Workflow
1.Go to Automations / Workflows
2.Create workflow: WF — Lead — [Offer Name] :
3.Trigger: Funnel step form subscribed

4.Action 1: Add tag — Lead — [Offer Name] A
5.Action 2: Subscribe to campaign or Send email

Workflow has 1 trigger + actions.
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MODULE 2: TECH & BACK-END MASTERY

Building a Lead
- Funnel (Step-by-Step)

Step 8: Create an Email Campaign

1.Go to Emails = Campaigns

2.Create campaign: Campaign — Lead — [Offer Name]
Email 1 (send immediately):

e Purpose: deliver what they signed up for
Email 2 (after 1 day):

e Purpose: guide them to the next step

Create campaign

Campaign has at least 2 emails.

Step 9: Test the Lead Funnel
1.0pen the Opt-in Page in incognito mode
2.Submit using a real email
3.Check:
e Thank-You Page loads
e Email arrives
e Tag is applied

If all three work, your lead funnel works.
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MODULE 2: TECH & BACK-END MASTERY

—~

=

Building a Sales

“unnel (Step-by-Step)

Step 10: Create the Sales Funnel it e e

1.Go to Funnels — Create

2.Name it: Sales Funnel — [Offer Name] ;

3.Choose Sell

Step 11: Add Required Pages

Minimum:
e Sales Page
e Checkout Page

Sales Page

Sales page

Check-out Page

Qrder form

e Confirmation / Thank-You Page

All pages exist in order.

Thank you Page

Thank you page

Step 12: Connect Payment Gateway

1.Go to Settings = Payment Gateways

2.Connect Stripe or PayPal

3.Confirm connection

stripe

P paypPal I

Payment gateway shows “connected”.
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MODULE 2: TECH & BACK-END MASTERY

Building a Sales

»|

.

“unnel (Step-by-Step)

Step 13: Create the Offer
1.Go to Funnel Step and Choose Offer Type
2.Create product: [Offer Name] —
3.Set price
4.Link product to Checkout Page

Checkout shows correct price.

Step 14: Create Buyer Tag + Automation

Create tag:
e Buyer — [Offer Name]

Workflow: 'd >~ CRM v Sites -
1.Trigger: Order paid / Purchase of offer
2.Actions:

Contacts
e Add buyer tag .
i ) i ags
e Send confirmation email
Pipelines

e Grant access (if course/membership)
Bn Calendar

Buyer automation is active.
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MODULE 2: TECH & BACK-END MASTERY

Building a Sales

»|

.

“unnel (Step-by-Step)

Step 15: Set Up Delivery
Choose one:

e Download link

e Course access

e Booking link

Delivery must happen:

e on the Thank-You Page

e and/or via email

Buyer receives access within minutes.

Step 16: Test the Sales Funnel
Test checklist:
e Payment goes through

Thank-You Page loads

Buyer tag applied

Email received
Access works

All checks passed.

34 OF 87



MODULE 2: TECH & BACK-END MASTERY

Z 1 Custom Domain &
o SSL

Step 17: Connect Your Domain
1.Buy a domain
2.Go to Settings — Domains
3.Add domain
4.Copy DNS records
5.Paste into domain provider
6. Wait for verification
7.Enable SSL

Funnel URL shows your domain + lock icon.

Common Beginner Mistakes
e Pages built, no automation

Automation built, wrong trigger

Emails written, not connected

No tags = no tracking

No testing before launch

Step 1: On your syrtemeio account

[T

[ ree—

2. 1 Wi B Ihal appears, el y
[www.domaininame.com), then cick Save (4)
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MODULE 2: TECH & BACK-END MASTERY

Module 2 Final Checklist

0 Funnel pages exist

0 Forms or checkout work

0 Automations trigger correctly
0 Tags apply properly

0 Emails send

0 Delivery works

0 Funnel tested end-to-end

If all boxes are checked, you built a real funnel.
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MODULE 3: SYSTEME.IO BUILDER & TOOLS

Understanding the
Plattorm Without

Guessing

Goal of this module:

By the end of Module 3, you should be able to:

e confidently move around Systeme.io

e understand what each builder element does
e know when to use (and not use) each tool

e build pages without randomly clicking things

This module is your reference manual.
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MODULE 3: SYSTEME.IO BUILDER & TOOLS

1 Systeme.10
o Dashboard

Overview

What the Dashboard Is

The dashboard is your control center.

This is where you manage:
e funnels
e emails

products

contacts
automations

You don’t need to use everything at once.
Key Rule: Just because a feature exists doesn’t mean you need it now.
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MODULE 3: SYSTEME.IO BUILDER & TOOLS

Funnels Tab
0 Explained

What the Funnels Tab Is For

The Funnels tab is where you build:
e opt-in funnels

e sales funnels
e application funnels

Live updates

Each funnel is made of steps (pages).

Optin Page
How Funnels Are Structured

Course Sales Page
Sales page

e One funnel = one goal

e One step = one page
Order Form Page

e One page = one main action Order form

Upsell Page

Upsell

Common Beginner Mistake
Putting multiple goals in one funnel. Confirmation Page

Thank you page
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MODULE 3: SYSTEME.IO BUILDER & TOOLS

3 3 Page Builder Basics

What the Page Builder Is

The page builder is where you design pages visually.

Everything on a page follows this structure:
Section > Row — Column — Element

If you understand this, everything else becomes easier.

a = <}
T H
Tew Headirg Buteied b5t Image Vidio -
5]
0
Conten bax
Carousel
Eolamn layout
m i} =
° ! Social
e comn: comes
[£] X m
a
o —— Facebook X share
comments button Survey
Form
3 B2 Other
gt Bunon ek
® =
it a8 Harizontal
Countdown M

Faymert Pryuicas Raw HTML FAQ
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MODULE 3: SYSTEME.IO BUILDER & TOOLS

4 Sections Explained
o

What a Section Is

A section is the largest container on a page.
Think of it as a big horizontal block. —_—

_
Sections are used to:
e separate ideas _—>

e group content

e control spacing

When to Add a New Section
e New message

e New purpose >.

e New visual break

awered
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When NOT to Add a Section
e Just to add space
e Just because the page looks “empty”



MODULE 3: SYSTEME.IO BUILDER & TOOLS

Rows Explained

What a Row Is
A row controls horizontal layout inside a section.
Rows decide:

¢ how many columns you have

e how content is aligned side-by-side

Common Use
e One row = one layout decision

Common Beginner Mistake
Stacking too many rows inside one section without purpose.

/ 3
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MODULE 3: SYSTEME.IO BUILDER & TOOLS

Columns

° Explained

What a Column Is
Columns hold actual content.

Columns decide:
e where elements live

e how wide content appears

You can have:
Column layout

e 1 column
e 2 columns 0 i 00
e 3+ columns (use COrer”y) 4 columns 3 columns 2 columns

Beginner Rule
If you're unsure, start with one column.

Get this exclusive one-time offer on my best selling course
" THE ULTIMATE DIGITAL PRODUCTS BUSINESS MASTERY™
for $47 only
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MODULE 3: SYSTEME.IO BUILDER & TOOLS
7 Elements Explained
. (Core Ones Only)

Elements are the actual content pieces.

Below are the most important ones you need.

Text Element Elaments i
Used for:

e headlines Text

e descriptions

e instructions T H
Best practice: Text Headline

e One clear idea per text block

Avoid:
e Long paragraphs
e Walls of text

L0Go

FROM ZERO TO $10K MONTHS
LEARN HOW TO LAUNCH
YOUR OWN ONLINE

BUSINESS IN 2024 EVENIF | "™
YOU HAVE HO PRIOR LAUNCH YOUR

> EXPERIENCE ONLINE BUSINESS
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7 Elements Explained
3. y \(Core Ones Only)

Button Element

Used for: Eorm
e actions
e decisions ch
e Form inp heckbox

Every button should answer:
“What happens if | click this?”

Avoid vague labels like:
e Click here
e Submit
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7 B Elements Explained
3. (Core Ones Only)

Image Element

Used for:

¥ <
* CIGrlty Video Audio
e trust
e support =
Images should:
Carousel

e support the message
e not distract from it
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MODULE 3: SYSTEME.IO BUILDER & TOOLS

7 C Elements Explained
3- (Core Ones Only)

Form
Form Element
=
Used to: Button Checkbox
e collect information
e trigger automations ) =

reCAPTCHA Calendar
Forms are the start of most funnels.

Offer stack element gors here
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7 D Elements Explained
3- (Core Ones Only)

Video Element

Media
Used for: & i %

y explonotlon Image Video Audio

e trust-building

e demonstrations -

) Carocusel
Not required for every page.
W&lﬂﬂlﬂﬂ to the Community!

........................ dolor sit amet, consectetur adipiscing elit.

el E
systeme.io

HERE'S YOUR NEXT STEPS

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Cras adipiscing dolor orci
vestibulum justo.
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MODULE 3: SYSTEME.IO BUILDER & TOOLS

8 Mobile vs Desktop
3 o Editing

Why This Matters

Most users will see your funnel on mobile.
Systeme.io allows you to:

e hide elements on mobile

e adjust spacing per device

Beginner Rule
Always check mobile before publishing.

Albemtion: s bieal Astoear Frobsem |ere

premmT—p———

A Coaching program that
n

-« —»>

ol B
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MODULE 3: SYSTEME.IO BUILDER & TOOLS

9 Common Beginner
3 : Builder Mistakes

Avoid these:
e Too many sections

Too many fonts

Too many buttons
e Designing before knowing the goal

Adding elements “just in case”

Clarity beats creativity.
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MODULE 3: SYSTEME.IO BUILDER & TOOLS

Keeping Pages

° S1m:

Before publishing, ask:
e What is the main action?
e What supports it?
e What can be removed?

vle and Clean

If removing an element doesn’t change the page, it wasn’t needed.
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MODULE 3: SYSTEME.IO BUILDER & TOOLS

Module 3 Quick Checklist

0 | understand sections, rows, and columns
0 | know what each core element does

0 | can move around the builder confidently
0 | check mobile before publishing

0 | build with intention, not guesswork

Module 3 Wrap-Up
This module is about control.

When you understand the builder:

e you stop feeling lost

e you stop random clicking

e you build faster and cleaner
Next, we move to Module 4: High-End Design
and Branding, where we focus on making

funnels feel trustworthy and high-converting.
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MODULE 4: HIGH-END DESIGN AND BRANDING

Building Trust

Through Structure
and Visual
Hierarchy

Goal of this module:

By the end of Module 4, you should be able to design funnel pages that:
o feel clear, calm, and trustworthy

e guide users naturally toward one action

e |ook professional without being overdesigned

This is not about style.
This is about how people feel when they land on your page.
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MODULE 4: HIGH-END DESIGN AND BRANDING

1 Design as a Trust

Mechanism

What This Means
Design is not decoration.
Design answers the question:

“Can | trust this?”

Before users read your copy, they already feel something.

Good design reduces doubt.
Bad design creates friction.

Signs of Trust-Building Design
e clean layout
e clear spacing
e consistent colors

e readable text

Signs of Distrust
e clutter ot
e random fonts e
e poor alignment i g

e overwhelming visuals o— =
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MODULE 4: HIGH-END DESIGN AND BRANDING

Conversion-

—

Focused Page

Layouts
What Conversion-Focused Means
A conversion-focused page has:

e one goal

e one main action

e one clear path

Every element should support that goal.

Beginner Rule
If an element doesn’t support the action, remove it.

SheBuilds

= 95’

Avoid costly construction mistakes
before they happen. Get clarity
before you hire a contractor
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MODULE 4: HIGH-END DESIGN AND BRANDING

4 3 Above-the-Fold

Clarity

What “Above the Fold” Means
Above the fold = what users see before scrolling.
This area should answer:

1.What is this?

2.Who is this for?

3.What should | do next?

If this isn’t clear, users scroll away or leave.

Facing Common Shopping
% Challenges?

(B Overwhold by lndios Chokewn? ; T 8 : €
;* () s bt Prsos Qs s = (7 s

Our Seamless Solutions
& & &
' Curated Colectionm & fmars Fiuery Gruaranteed Crasley & Authenaay Havsle-Free Fasarm & Farhanges
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MODULE 4: HIGH-END DESIGN AND BRANDING

4 Branding

Consistency

Across Funnels

What Branding Consistency Is

SheBuilds

Branding consistency means:

éﬁigg
e same colors S shecuid- T |
e same tone -

POPPINS RECOLETA : P

e same visual style

Across: v =
e pages ﬂi_i _____
* emails : —
e checkout ' =

¢ e
e thank-you pages —
Consistency builds familiarity. —

Familiarity builds trust.
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MODULE 4: HIGH-END DESIGN AND BRANDING

4 5 Using Images,

[cons, and Visual

Cues Intentionally

Purpose of Visuals

Visuals should:
e support understanding
e guide attention
e reduce cognitive load

They should not distract.

Best Practices
e Use icons to guide scanning
e Use images to support emotion or clarity L

e Avoid decorative visuals with no purpose i =
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MODULE 4: HIGH-END DESIGN AND BRANDING

dection Spacing,
. Flow, and

Transitions

Why Spacing Matters

Spacing helps the brain:
e rest
® process
e move forward

Too little spacing = overwhelm
Too much spacing = confusion

Flow Check

Your page should feel like:
a conversation, not a wall.
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MODULE 4: HIGH-END DESIGN AND BRANDING

Video

’ Backgrounds and
Motion Elements
When Motion Helps Loce |
MoOtiir?:rzjg:e engagement 9 :

systeme.io

e explain faster
e add depth

When Motion Hurts
e slows page load
e distracts from action
e overwhelms mobile users

Beginner Rule
Use motion only when it adds clarity.
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MODULE 4: HIGH-END DESIGN AND BRANDING

Mobile

Optimization and

Responsiveness

Why Mobile Comes First
Most users will view funnels on mobile.
Design must:

e be readable

e be tappable
e feel uncluttered

Always design desktop + mobile intentionally.

A Coaching program that
brings you real result
without the guesswork!
Expin oy wha your Senaded s for heve, really call

e Gut e hire you el Lherm with &
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MODULE 4: HIGH-END DESIGN AND BRANDING

Healthy Urgency

Urgency should:

e inform

e guide

e respect the user

Not manipulate.

Examples
e |imited slots
e deadlines with reason
e clear next steps

Urgency and
Scarcity Without

Pressure

ly construction mistakes
before they happen. Get clarity
before i ctor

Avoid costl

The She Builds Werkbook
during & renovation, 5 you

Example is a countdown timer for the Pre-Sale Offer
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MODULE 4: HIGH-END DESIGN AND BRANDING

4 1 Reusable Funnel

Templates and

Scaling Design

Why Templates Matter =N Gis m

Templates help you:
e build faster
e stay consistent
e reduce decision fatigue

But templates must be: B = ..E
o flexible ws o3
e purpose-driven

1l

e

A

Common Design Mistakes to Avoid
e Designing before knowing the goal
e Copying styles without understanding why
e Overusing colors and fonts

Ignoring mobile layout

Confusing “pretty” with “clear”
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MODULE 4: HIGH-END DESIGN AND BRANDING

Module 4 Design Checklist

Before publishing any page:

0 The goal is clear

0 The main action is obvious

0 Above-the-fold answers key questions
0 Design feels consistent

0 Page feels calm, not crowded

0 Mobile view is clean

Module 4 Wrap-Up
Good design doesn’t shout.

It guides.
When design is intentional:
e trustincreases
e decisions feel easier
e conversions happen naturally

Next, we move to Module 5: Funnel Strategy and Psychology,
where we focus on how buyers think and decide.
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MODULE 5:FUNNEL STRATEGY & PSYCHOLOGY

How Buyers
Think, Decide, and

Commit

Goal of this module:

By the end of Module 5, you should understand:
e how people move from curious = committed
e why some funnels convert and others don’t
e how to structure offers intentionally
e what psychological triggers actually matter

This is not manipulation.
This is understanding human behavior.
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MODULE 5:FUNNEL STRATEGY & PSYCHOLOGY

1 Understanding the

Customer Journey

Before someone buys, they go through stages.

The 4 Awareness Levels
1.Unaware — They don’t know they have a problem.
2.Problem Aware — They know something is wrong.
3.Solution Aware — They know solutions exist.
4.Decision Ready — They are comparing options.

Your funnel must match their awareness level.

Beginner Mistake E
Selling to unaware people like they're ready to buy. E
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MODULE 5:FUNNEL STRATEGY & PSYCHOLOGY

Mapping Intent

. Across Funnel

Stages

Each stage of your funnel has a purpose.

Example:
e Opt-in page = awareness
e Sales page — decision
e Checkout = commitment

If you rush intent, people hesitate.

Question to Ask
“What does this person need right now?”

Not:
“How do | close this fast?”

Reflection

e What does your audience need before buying?
e What reassurance is missing?
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MODULE 5:FUNNEL STRATEGY & PSYCHOLOGY

Ofter Stacking &

* Value Perception

People don’t buy products.

They buy:

e outcomes

e clarity

e reduced risk

Offer Stacking Means:
Breaking down value clearly.

Instead of:
“Course — $97”

You show:
e Module value
e Bonuses
e Support
e Tools included

This increases perceived value

-
[ ey - I o e e
— B WorkLife — =
— - Balare . | e
= | = I
> =
1

897
One time payment One time payment
Access o the Course Access to the Course
Lifetime Updates Lifetirne Updates

My Cuidance & Support My Cuidance & Suppaort
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MODULE 5:FUNNEL STRATEGY & PSYCHOLOGY

4 Price Anchoring &

Decision Framing

People decide based on comparison.

If you only show one price, it feels risky. Was Szpnow just $1750

If you show: B e
| = _'\ Waork-Life

e original value Balance

e current offer
e comparison — =

The brain processes it differently.

Important Rule
Price anchoring must be honest.
Fake anchoring destroys trust.
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MODULE 5:FUNNEL STRATEGY & PSYCHOLOGY

Scarcity &
Urgency Triggers

Urgency answers:
“Why now?”

Without urgency, people delay.

0 P |
But urgency must be: 30% Off - Today Only!
Get this Bundle for $17.50!

e real
THIS OFFER EXRIRES I
° JUStIerd 00:00: 00 : 00
°* q I I g n ed This page includes a limited-time 30% discount for new customers, When the timer runs out,

this 30% off offer disappears, so grab it while it's live!

CLAIM THE DISCOUNT HERE

Healthy Examples
e Limited enrollment period
e Limited support capacity
e Time-sensitive bonus

Avoid
Fake countdown timers
Fake “only 2 left” tricks
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MODULE 5:FUNNEL STRATEGY & PSYCHOLOGY

Social Proof &

Before buying, people ask:

“Has this worked for someone else?”

Social proof reduces doubt.

Examples:

e testimonials

case studies
results
screenshots
client feedback

Important

Proof must be relevant to the offer.

Trust Signals

; 25

Harry Jackson Mark Owen

Tom Haris Alex Cruis

My Happy Customers:

/1 OF 87



MODULE 5:FUNNEL STRATEGY & PSYCHOLOGY

Objection
- [dentification &
Handling

Every buyer has silent objections.

Common ones:
e “lt's too expensive.”
e “What if it doesn’t work?”
e “What if I'm not ready?”
e “What if | fail?”

Your funnel must answer objections before they ask.

Exercise
List 3 objections your audience might have:

Now answer them clearly.
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MODULE 5:FUNNEL STRATEGY & PSYCHOLOGY

8 Upsell, Downsell &
. Cross-Sell Stracegy

After someone buys, they are more open.

This is where:
e upsells increase average order value
e downsells recover lost sales

e cross-sells extend value

Beginner Rule
Upsell should:
e improve the result
e not confuse the buyer

€Q®
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MODULE 5:FUNNEL STRATEGY & PSYCHOLOGY

Funnel Metrics

- That Actually
Matter

Do not track everything.

Total sales Ayerage cart value

$4, . 100

Track what moves decisions:

For Lead Funnels:
e Opt-in rate

For Sales Funnels:

e Conversion rate
e Average order value

Sales Earnings | Pageview

For Overall: Total Conversi ion rate Ravenue
e Drop-off points

Key Question :
Where are people leaving? ' ' -

/74 OF 87



MODULE 5:FUNNEL STRATEGY & PSYCHOLOGY

Module 5 Strategy Checklist

Before launching:

0 Funnel matches awareness level
o Offer is clearly structured

0 Objections are addressed

0 Social proof is visible

0 Urgency is honest

0 Metrics are tracked

Module 5 Wrap-Up

Strategy is what separates:
e a funnel builder
e from
e a funnel strategist.

When you understand psychology:
e you stop guessing
e you stop copying
e you start designing intentionally

Next, we move to:
Module 6: Launch & Growth
(where we turn funnels into real revenue systems)
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MODULE 6: LAUNCH & GROWTH

From First Launch

to Sustainable

Revenue Systems

Goal of this module:

By the end of Module 6, you should be able to:

launch a funnel intentionally

test and optimize based on data

identify weak points logically

turn one funnel into a repeatable system

build recurring revenue instead of one-time spikes

This module is about thinking long-term.
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MODULE 6: LAUNCH & GROWTH

Funnel Launch

. Readiness

Framework

The 5 Launch Questions

1.1s the funnel technically working?

2.1s the message clear in 5 seconds?

3.ls the offer specific?

4.|s there a clear next step after purchase?
5.1s tracking in place?

If even one is unclear, delay launch.

Soft Launch vs Hard Launch

Soft Launch Hard Launch
e Small audience e Full email list
e Testing phase e Ads
e Low pressure e Public announcement
e Used for validation e Strong urgency
Best for: Best for:
e New offers e Validated offers
e New funnels e Tested funnels

e First-time builders 77 OF 87



MODULE 6: LAUNCH & GROWTH

2 Testing Before
. Scaling

Most beginners:
Launch — Panic — Blame the funnel.

Strategists:
Launch — Observe — Adjust.

The 3-Level Testing Framework Golden Rule
Level 1: Technical Testing Never change 5 things at once.
e Forms working
e Emails sending Test one variable:
e Tags applying e Headline
e Checkout processing e Button text

i ) e Price framing
Level 2: Conversion Testing T
_ e Bonus positioning
e Opt-in rate

e Sales conversion rate

e Click-through rate

Level 3: Behavior Testing

e Where do people stop
scrolling?

e Where do they hesitate? 78 OF 87

e Where do they drop off?




6 3 Analytics Deep
. Dive (What

Actually Matcers)

For Lead Funnels For Sales Funnels
e Traffic volume e Conversion rate
e Opt-in rate e Average order value

e Revenue per visitor
If opt-in rate is low:

— The message is unclear If conversion is low:
— The value is weak — Offer unclear
— The audience is wrong — Objections unanswered

— Price framing weak

Drop-Off Analysis

Ask:
Where are people leaving?

Common drop-off points:
e Long sales pages
e Checkout page
e After seeing the price 79 OF 87



MODULE 6: LAUNCH & GROWTH

Funnel

° Optimization
Strate gy

Optimization is not redesigning everything.
It is removing friction.

Optimization Hierarchy
1.Fix clarity
2.Fix objection handling
3.Improve offer structure
4.Adjust design
5.0nly then adjust price

Most beginners start at #5.
That’s why they lose profit.
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MODULE 6: LAUNCH & GROWTH

Funnel Cloning &

System Replication

Once a funnel works:
Do not reinvent.
Duplicate.

Refine.
Scale.

Replication Strategy
Clone the funnel

Change the audience angle

Adjust messaging

Keep the proven structure

This is how agencies scale.
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MODULE 6: LAUNCH & GROWTH

Creating Case
- Studies & Proof
Assets

Results increase trust.
Even small wins matter.

How to Build a Case Study
1.Define the problem
2.Show the strategy
3.Show the result
4.Show the lesson

Even if:
e 10 leads
e 3 sales
e 20% increase

Data builds authority.
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MODULE 6: LAUNCH & GROWTH

7 Onboarding

Clients or Users

Smoothly

For Clients (Freelancers)
Have:
Clear contract

Clear scope
Clear timeline

Clear communication channel

For Buyers
Have:
e Welcome email
e Clear first step
e Clear expectations

Confusion kills retention.
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MODULE 6: LAUNCH & GROWTH

8 Scaling 1Nto

Recurring Revenue

One funnel = income spike.
System = income stability.

Recurring Revenue Ideas
e Membership
e Retainer services
e Continuity offers

e Subscription access

Sustainable Growth Formula
Traffic = Funnel — Offer = Delivery — Retention = Upsell

If retention is weak, scaling collapses.
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MODULE 6: LAUNCH & GROWTH

The Long-Term
. Funnel Mindset

Stop asking:
“How do | make money fast?”

Start asking:
“How do | build systems that compound?”

Compounding Funnel Principle
Each funnel should:

e build an asset (email list)

e build data (conversion insight)

e build authority (proof)

Funnels are not one-time projects.
They are business infrastructure.
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MODULE 6: LAUNCH & GROWTH

Module 6 Growth Checklist

Before scaling:

0 Funnel tested technically

0 Conversion data reviewed
0 One variable tested

0 Case study documented

0 Retention strategy planned
O Replication plan identified

Final Wrap-Up of Module 6

If you finish this module properly:
You don’t just know how to build funnels.

You know how to:
e |aunch
® measure
e improve

replicate

scale

That is the difference between:
a beginner
and a professional.
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Beyond the
Workbook

If you’ve reached this page, you now understand how funnels are
structured, how systems and automations work, how to use the
platform confidently, how to design with clarity, and how buyers think
and decide.

But knowledge alone does not create results — implementation does.
| didn’t start with certifications or expensive programs; | started with
curiosity, discipline, and the willingness to test, fail, adjust, and build
again.

This workbook is not meant to replace experience — it's meant to

shorten your learning curve.

You don’t need perfect branding or complex automations to move
forward. You need clarity, one clear goal, and one working funnel.
Build it. Test it. Improve it. Repeat. Mastery is built through iteration,
not perfection — and now you have the structure to begin.
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