
Why Your Funnel Isn't Converting:

The 7 Leaks Most Marketers Never Find
A Diagnostic Guide for Marketers

Most marketers who are not seeing results from their funnel

assume they have a traffic problem. So they spend more on

ads, test new platforms, and chase higher volumes. The

funnel stays broken because nobody looked at where it was

actually losing people.

This guide maps seven specific points where affiliate funnels

lose visitors, leads, and buyers. For each one, there is a

diagnostic you can run today against your own funnel, and a

concrete action to take based on what you find. Work through

them in order. Fix the first problem before moving to the next.

One note before you start. Analytics platforms, email service

providers, ad platforms, and affiliate dashboards rarely agree

with each other perfectly. GA4 uses modelled data when

consent signals are incomplete, open rate tracking has been

significantly distorted since Apple Mail Privacy Protection was

introduced, and cookie-based affiliate attribution is

increasingly unreliable as browsers tighten privacy defaults.

Use the numbers in your platforms as directional signals

rather than precise truth. A source that converts at twice the

rate of another is meaningful even if the exact figures are

imperfect. A sequence with zero clicks across all emails is a

clear signal regardless of open rate accuracy.



LEAK 1

You Are Sending the Wrong Traffic to the
Right Page

Traffic source is the most misunderstood variable in affiliate

marketing. The same opt-in page will produce dramatically

different conversion rates depending on where the visitor

came from. Someone who clicked an organic search result for

a specific problem is in a completely different frame of mind to

someone who saw an ad while scrolling through their social

feed. Treating them identically and expecting the same result

is the root cause of most traffic-related frustration. The page is

not the problem. The mismatch between traffic temperature

and offer is.

Run this diagnostic:

Open your analytics platform and filter your opt-in page

results by traffic source. Do not look at your overall

conversion rate. Look at it broken down by channel: organic

search, email, paid social, paid search, and direct. If one

source is significantly outperforming the others, that tells

you the intent level your page was actually built for. If cold

paid social is your primary channel and it is

underperforming, the fix is not to rewrite the page. Insert a

lower-commitment step before the opt-in for cold traffic: a

quiz, a short article, or a piece of content that earns the click

before asking for the email address.



LEAK 2

Your Opt-In Page Is Losing People Before
They Decide

Most opt-in pages fail at one of three things: the headline

describes the product rather than the outcome the visitor

wants, there are too many choices or distractions that dilute

the one action you need them to take, or the page asks for

more information than the offer justifies. Any one of these is

enough to kill conversions. All three together, which is

common, make the page effectively invisible to people who

would otherwise have opted in.

Run this diagnostic:

Read your headline out loud and complete this test: replace

the phrase in your headline with the words "this product

helps you." If it still makes grammatical sense, your

headline is describing a product, not an outcome. Rewrite it

to describe the specific change in the visitor's situation after

they use what you are offering. Then check for two other

things. Count the number of links on the page that take

visitors away from the opt-in action. Every one of those is a

leak. Remove all of them. Then count your form fields. If you

are asking for anything beyond a first name and email

address, remove it. Run the page for two weeks with these

three changes before testing anything else.



LEAK 3

Your Follow-Up Sequence Starts Too Late or
Does Not Exist

The moment someone opts in is the highest point of their

interest in what you are offering. That interest decays quickly.

Someone who opts in and hears nothing for two hours is

already significantly less engaged than they were when they

clicked the button. Someone who opts in on a Tuesday and

receives their first email on Thursday is a different person from

the one who subscribed. Yet delayed or absent follow-up is

the single most common structural failure in affiliate funnels,

because it is invisible. It does not produce an error. It simply

produces silence where revenue should be.

Run this diagnostic:

Log into your email service provider and check the trigger

on your welcome email. Note the exact delay between

opt-in and first send. If it is anything other than immediate or

within five minutes, fix this before doing anything else in

your funnel. Then look at how many emails your sequence

contains. If the answer is fewer than five, your sequence is

not long enough to do its job. The first email delivers the

lead magnet and nothing else. The second addresses the

core problem that brought them to you. The third and fourth

build trust through useful content. The fifth introduces your

offer. Do not mention the offer before email five.



LEAK 4

Your Emails Are Being Opened but Not Acted
On

There is an important difference between an email that does

not get opened and an email that gets opened but produces

no action. Most marketers treat both as the same problem and

try to fix them the same way. They are not the same problem.

A low open rate is a subject line or deliverability issue. A low

click rate among people who opened is a content, structure, or

offer issue. Confusing the two means applying the wrong fix to

the wrong part of the sequence, which changes nothing while

consuming time and attention.

Run this diagnostic:

In your ESP, find the click-to-open rate for each email in

your sequence, not the click rate. Click-to-open rate

measures how many people who read the email actually

clicked. This isolates content performance from subject line

performance. For every email where click-to-open is below

ten percent, do one thing: count the number of links in that

email. If there is more than one link, the email has diluted

intent. Remove every link except the one primary action you

want the reader to take. Retest. If click-to-open is already

above ten percent but your overall click rate is still low, the

problem is open rate, not content. That is a subject line

problem, and you fix it by testing subject lines in isolation,

not by rewriting the body of the email.



LEAK 5

Your Bridge Page Is Describing the Offer
Instead of the Reader

A bridge page or pre-sell page has one job: to make the

person who reads it feel so understood that clicking through to

the offer feels like the obvious next step. Most affiliate bridge

pages do the opposite. They describe the product, list its

features, repeat the vendor's marketing language, and add a

button. The reader feels sold to rather than helped, which

triggers resistance rather than action. The deeper the

resistance before the click, the higher the abandonment at

checkout, regardless of how good the vendor's own page is.

Run this diagnostic:

Print out or paste your bridge page copy into a document.

Go through it sentence by sentence. Mark every sentence

that contains the product name, the vendor's name, a

feature of the product, or a description of how the product

works. Now mark every sentence that describes the

reader's current situation, their frustration, what they have

tried that has not worked, or what their life looks like when

the problem is solved. If the first group outnumbers the

second, your page is product-focused. Rewrite it so that the

first three paragraphs contain no product references at all.

Paragraph one: the specific problem. Paragraph two: why

the obvious approaches to that problem do not work.

Paragraph three: what changes when it is solved. Introduce

the offer in paragraph four.



LEAK 6

People Are Clicking Your Link but Not
Completing the Purchase

When someone clicks your affiliate link and does not buy,

there are three common causes. The first is a mismatch

between the promise on your bridge page and what they find

when they land on the vendor's page. The second is that you

sent them to the checkout without resolving the objections

they were carrying. The third is a checkout experience that

creates friction or doubt at the moment of decision. You have

limited control over the vendor's checkout page, but you have

complete control over the state of mind your reader is in when

they click. That is where the problem almost always sits.



Run this diagnostic:

Write down the three reasons a sceptical but genuinely

interested version of your target reader would not complete

the purchase. Not general objections. Specific ones: the

price relative to a specific alternative they might consider,

whether the product works for their particular situation, what

happens if it does not work. Now go back to your bridge

page and check whether each of those objections is

addressed before your call to action. If any of them are not

addressed, add a sentence for each one. Then check the

vendor's page. If the price, the product name, or the core

promise differs in any way from what your bridge page set

up, you have a trust gap that will cost you a significant

proportion of your clicks. Align your language to theirs

before the click, not after.



LEAK 7

You Have No Revenue After the Initial Sale

In most affiliate funnels, every buyer who purchases through

your link is treated as a completed transaction. The follow-up

sequence stops. No further offers are made. The relationship

ends at the point of highest commercial value. A buyer is the

most qualified prospect in your entire funnel. They have

proven they are willing to spend money in this niche. They

have demonstrated trust in your recommendation. They have

purchased something and are now actively using it, which

means they are encountering the next set of problems that the

front-end product either created or revealed. Doing nothing at

this point is not neutral. It is leaving the majority of your

potential revenue from that person unearned.



Run this diagnostic:

Write a list of every problem a buyer is likely to encounter in

the thirty days after they start using the front-end product

you promote. Not related problems from the same general

niche. Specific problems that emerge as a direct result of

using that product. For each problem on the list, identify

whether there is an affiliate programme that solves it. A

back-end offer that solves a problem created or revealed by

the front-end purchase converts at a fundamentally higher

rate than one selected purely because it is in the same

niche. Build a four-email post-purchase sequence. Email

one and two deliver useful follow-up content related to what

they just bought. Email three introduces the complementary

offer. Email four follows up on that offer. Start this sequence

two days after the confirmed purchase.

Quick Reference: The 7 Diagnostics

If you only have time to run one diagnostic today, use the

question next to the leak that describes your biggest current

frustration.

Leak 1: Traffic mismatch

What is my opt-in conversion rate broken down by traffic source,

not overall?

Leak 2: Opt-in page

Does my headline describe an outcome the reader wants, or

does it describe what my product is or does? And how many exit

links does my page contain?



Leak 3: Follow-up sequence

How many minutes after opt-in does my first email send, and

how many emails does my sequence contain in total?

Leak 4: Email engagement

What is my click-to-open rate for each email in my sequence,

and how many links does each email contain?

Leak 5: Bridge page

If I count every sentence on my bridge page, do product

descriptions outnumber reader-situation descriptions?

Leak 6: Pre-click objections

Can I name the three specific reasons my target reader might

click through but not complete the purchase, and does my bridge

page address each one before the call to action?

Leak 7: Post-purchase

What email does my buyer receive two days after their purchase,

and does it introduce a relevant follow-on offer?

Disclaimer

This guide is for informational and educational purposes only. The diagnostic
approaches described reflect general principles of conversion optimisation and
affiliate marketing. Results will vary based on your specific niche, offer, audience,
and traffic source.


