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MICRO-CONVERSION ENGINEERING: THE IMPACT OF WEBSITE
STRUCTURE AND THANK YOU PAGES ON LEAD-TO-CUSTOMER
CONVERSION

Summary. In this paper, we investigate conversion optimisation of online
marketing applications from both a structural and behavior perspective within a
website system and post-lead interaction methodologies. Conversion as an endpoint
of the funnel, as seen in traditional marketing frameworks, is not discussed in this
paper, which will argue that conversion is initiated when a lead is captured rather
than when it is reached. In essence, the author develops the Post-Lead Conversion
Enhancement Layer (PCEL), in alignment with the IMELF (Integrated Marketing
Efficiency and Lifecycle Framework) framework, to organize post-lead interaction
across all dimensions of conversion. Building on previous customer experience,
marketing analytics and omnichannel system literature, the study reconceptualizes
the website as a dynamic conversion mechanism not as a static interface. From a
micro-conversion perspective, this paper presents the Thank You Page as a valuable
yet still untapped micro-conversion site which helps improve trust, persuade

consumers, and result in follow-through engagement and further engagement after
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a lead. The observations show that the structural and behavioral inconsistencies in
post-lead responses have a direct and profound impact on the effectiveness of the
conversion with the consequence that often the customer progression provides little
gain. This study contributes to theory through the intersection of conversion
dynamics with customer journey models, and practical implications for maximizing
organizational marketing ROI through structural improvements instead of higher
expenditure.

Key words: conversion optimization, website structure, thank you page,
customer journey, marketing analytics, micro-conversion, UX design, post-lead

engagement, ROMI, PCEL framework.

Introduction. The digital marketing landscape has matured into complex and
seamless mechanisms where the customer experience is made up of numerous
connected touchpoints rather than a linear route. Traditional conversion models (e.g.,
funnel-based) perceive customer movement as a linear trajectory from awareness to
purchase. The popular models are commonly used in practice, but are becoming less
representative of fragmented, non-linear, and iterative digital interactions seen in
contemporary digital engagement.

Recent studies have shown that the behavior of users follows no established
path in digital mediums. Instead, they are shown to move dynamically between
platforms, continue being exposed to information, and reassess their decision-
making process [9; 17]. Thus, the conversion process cannot be construed as a single
event but has to be viewed as the product of a processual sequence of behavioral
interactions.

This lack of consistency is a challenge because while recent developments in
customer journey mapping and the marketing analytics literature have paved the way

for a deeper understanding of customer experiences, these frameworks still fail to
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explain how specific user actions combine to lead to resulting conversions. Journey-
based approaches focus on experience and interaction [2; 10], yet their structural
details are often less precise. Conversely, funnel-based models are highly structured
but do not encapsulate behavioral complexity. This enduring disunity suggests a key
hole in marketing theory: it does not present a unified framework that connects
behavioral dynamics with systematic design logic.

One aspect to this gap, which is largely unfathomable, is from the post-lead
phase of the conversion strategy. Most popular models overlook the interaction that
leads to conversion into paying customers and generally have a close-to-completion
status for lead capture. But data reveals a large level of conversion loss that occurs
post-lead generation, revealing structural deficiencies within post-lead engagement
systems. One of the most important but often neglected aspects of the conversion
process 1s our first, formal interaction after a lead gets received — the Thank You
Page. Though key strategically, this is positioned as a passive response interaction
for confirmation, rather than functioning at the heart of the conversion process.

As there is a lack of consideration of micro-behavioral transitions in the lead-
to-customer journey we see also this is a broader limitation in marketing theory. To
cope with these limitations, the study develops the notion of Micro-Conversion
Engineering, defined as the systematic design and optimisation of successive user
actions leading to conversion. It is based on the Integrated Marketing Efficiency and
Lifecycle Framework (IMELF) and looks at the conversion layer bringing together
website architecture, post-lead decisions, and behavioral effects within an integrated
analytics framework.

The aim of this research is to consider the impact of website structure and
Thank You Page design on lead-to-customer conversion in a micro-conversion

context. This approach departs from macro-conversion focus on conversion rates to
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a more nuanced view of marketing performance when it comes to digital
interactions.

This research contributes in three main ways. First, it reconceptualizes
conversion as a series of micro-level behavioral interactions rather than a single
outcome. Second, it emphasizes the strategic value of website architecture as a
behavioral system influencing both pre- and post-lead activity. Third, it reframes the
Thank You Page from a transactional endpoint into a conversion acceleration node
within the post-lead phase.

Literature Review

From Macro-Conversions to Micro-Conversion Processes

Conversion is often conceptualized as a discrete outcome in traditional
marketing models, usually portrayed as the ultimate outcome in a funnel. While this
may be useful for aggregated performance measurement, it does not explain the
behavior that leads to conversion. Recent studies, however, question this assumption
by focusing more on customer decisions made through incremental interactions
rather than a single event.

In digital settings, user behavior is characterized by fragmentation, iteration,
and non-linearity [9; 17]. Customers interact across multiple touchpoints, review
information, and make ongoing decisions. Consequently, conversion should be
understood as a processual phenomenon consisting of multiple components that,
when observed, reflect changes in intention and engagement.

These elements can be called micro-conversions—intermediate user actions
(such as content engagement, form submission, or interaction with post-click
elements) leading to the final conversion. Thanks to the advent of marketing
analytics, these behaviors can now be followed at finer points [1; 5].

However, despite the availability of detailed behavioral data, current models

often lack the structural perspective needed to systematically explain these actions.
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Such disparity underscores the importance of moving away from outcome-based
measurement towards a process-oriented analysis that model’s conversion as a
sequence of interconnected behavioral events. From this point of view, we see the
Conversion Layer of the IMELF (Integrated Marketing Efficiency and Lifecycle
Framework), which focuses on the mechanisms that transform leads into customers.

Website Structure as a Behavioral Architecture

The main context of digital interactions and relationships — the website —
serves not simply as a repository of information but also as a behavioral structure
that guides user behavior. The design, navigation, and informational structure of
websites are known to play prominent roles in user engagement, the development of
trust, and decision-making processes [3; 10].

Structurally, website architecture provides a framework that guides the
sequence and accessibility of information through predetermined paths [12].
However, it is well established that users rarely follow these intended paths as
designed, even though some studies suggest that a limited number of users may still
proceed linearly. Instead, users move dynamically between elements depending on
their personal goals, needs, context, and perceived relevance [2; 6].

This discrepancy between the created paths and the embodied behavior will
result in a structural tension in the conversion process. Whereas firms wish to
streamline navigation for maximum system performance, users desire the flexibility
and freedom [11]. Consequently, poorly constructed sites introduce friction, create
additional cognitive burden, and make it harder to move toward conversion [14].

Additionally, website design does not only create pre-lead interactions but set
expectations that impact behavior afterward as well, including responses post-lead.
As a result, website architecture is treated as an essential part of the conversion

system that underpins the IMELF framework; it is the foundational construction
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which both prompts user interaction and also organizes behavioral responses at each
stage of the interaction process.

Post-Lead Interaction and the Role of Thank You Pages

Although much of the literature has focused on pre-conversion stages, the
post-lead phase has received relatively limited attention in marketing studies. In
conventional models, lead capture is generally treated as an “end,” or a successful
outcome. However, empirical evidence suggests that many leads do not convert into
customers, indicating the presence of significant issues in the post-lead process [14].

The Thank You page is the first controlled user interaction in this stage,
usually shown soon after form submission or lead capture. So, while it plays a critical
role strategically, it often remains underused, serving just as a confirmation page
rather than an active element of conversion. The Thank You Page is a transition
between two stages — a bridge in which users pay heightened attention and intent.

Users at this point are especially receptive to guidance, reinforcement, and
additional value propositions. As a result, the structure and content of this page can
have a profound impact on subsequent actions including further engagement, trust-
building, and progression toward purchase.

However, a systematic framework for analyzing post-lead interactions
remains underdeveloped. While customer experience literature emphasizes the
importance of continuity across touchpoints [2; 16], it does not sufficiently account
for the structural role of post-lead elements such as the Thank You Page.

Within the IMELF Conversion Layer, the Thank You Page is conceptualized
as a conversion acceleration node. Depending on its alignment with user
expectations and overall system design, it can either facilitate progression toward
conversion or contribute to behavioral drop-off.

Conversion Discontinuities in Lead-to-Customer Transition
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The step from lead to customer is a critical, if also vulnerable, stage in the
marketing process. Even when you are able to acquire leads successfully, many
consumers leave before they have made a purchase, creating considerable
conversion failures [11]. This phenomenon illustrates the existence of conversion
discontinuities which are described as areas where the advancement of users is
interrupted when the system’s architecture does not match user behaviors.

Such discontinuities can be caused by multiple sources such as unclear next
steps, lack of reinforced trust, insufficient value communication, inconsistency from
one touchpoint to another and so on in their entirety. This has its own limitations:
fragmentation between platforms and interactions in omnichannel environments
makes things worse [4; 8].

Marketing analytics has tools to reveal patterns of drop-off and engagement
[7; 13], yet they often fail to explain how such patterns emerge. By this mechanism
it is difficult to understand why these phenomena occur. Without a set of tools that
connect behavioral data to system design, an organization can simply treat
symptoms, rather than root causes [12].

Conversion discontinuities point out the need to consider micro interactions
in the context of the marketing system more generally. Specific friction and drop-
off should be singled out to identify areas for targeted intervention or optimization.

Methodology

Research Design

The framework of this research is conceptual and theory-building research;
which will help in systematic structure of micro-conversion process and how it plays
a role in a digital marketing environment. The study builds on a rigorous synthesis
of contemporary literature on customer journey mapping, digital marketing systems,

marketing analytics, and conversion behavior.
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By doing this it is also possible to locate deficiencies in the conceptualization
and operationalization of post-lead interactions within existing marketing models.
Rather than relying on primary empirical data collection, the study adopts analytical
conceptualization, which provides an opportunity for the formal development of a
framework integrating behavioral, structural, and process-oriented perspectives on
conversion.

IMELF and the Conversion Layer

This study uses the Integrated Marketing Efficiency and Lifecycle Framework
(IMELF), which was formulated by the author as several layers for understanding
marketing activity. IMELF encompasses a structural, an efficiency, and a lifecycle
perspective, whereas the current research focuses on the Conversion Layer that
manages how leads evolve into customers.

Conversion in this layer is not a discrete event — rather, it is a combination of
micro-conversions, the smaller tasks which, all of themselves cumulatively, result
in the final purchase. These micro-conversions are interactions such as form
submission, content engagement, trust validation, and post-lead responses.

This layer also studies two main structural components:

° Website architecture — the medium where the pre- and post-lead traffic
takes place in an environment;

° Thank You Page mechanisms, the first structured interaction post lead
capture and a critical point for influencing subsequent customer behavior.

These components are combined into one, cohesive conceptual model, the
Post-Lead Conversion System (PLCS), and cover the stage that leads to the closing
of lead acquisition to customer conversion.

Analytical Model: Micro-Conversion Flow
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An analysis 1s conducted that is informed by the micro-conversion flow model
mapping out the user’s flow from discovery to conversion through a set of behavioral
patterns. Within this model:

. Pre-lead interaction logic (pre-lead user expectation and intent
formation), website structure;

. The Thank You Page acts as a behavioral redirection node, affecting
immediate post-lead actions;

. Follow-up interactions (e.g., follow-up engagement, trust
reinforcement) ascertain the likelithood of conversion.

A major analytical consideration is a shift in attention to determine conversion
discontinuities, where user engagement weakens or breaks as a result of the

misalignment between system design and users’ expectations (See Figure 1; Table

).
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Fig. 1. Micro-Conversion Flow

Table 1
IMELF Conversion Layer Components
Component Role in Conversion Layer
Website Structure Shapes pre-lead behavior
Micro-Conversions Define behavioral progression
Thank You Page Post-lead transition node
PLCS Integrates full conversion process
Conversion Discontinuities | Identify inefficiencies
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Analytical Procedure

The study uses a behavioral-structural alignment analysis, containing:

l. Breakdown of the conversion process into micro-conversion stages;

2. A mapping of user interaction points within website and post-lead
environments;

3. Recognition of behavioral drop-off patterns associated with specific

structural elements;

4, Realizing where conversion inefficiencies exist, particularly in post-
lead stages. Here we are able to discover micro-level inefficiencies which traditional
funnel measures do not capture but whose effectiveness greatly affect your overall
conversion performance.

Research Results

Decomposition of the Conversion Process into Micro-Conversions

It can be seen quite clearly in the analysis that there is no single conversion
event which can explain the lead to customer transition. In truth, it is best
conceptualized as an array of micro-conversions, each individual point of activity
representing a discrete behavioral step that contributes to the overall progression
toward purchase.

Many micro-conversions can be reached by means of pre-lead and post-lead
interactions such as content engagement, form submission, confirmation
acknowledgment, and subsequent interaction with post-lead elements.

Notably, this suggests that while organizations largely streamline their pre-
lead interactions, their post-lead stages remain structurally underdeveloped. There is
thus an imbalance that causes a less than optimal conversion process wherein the
initial engagement is captured reasonably well but the development towards the

purchase is weakly supported.
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Such fragmentation indicates a lack of continuity in the Post-Lead Conversion

System (PLCS) within the IMELF Conversion Layer (See Table 2).

Table 2
Micro-Conversion Stages
Stage Micro-Conversion User Intent Risk Factor
Action
Website Entry Page visit Exploration Low relevance
Engagement Content interaction Information Cognitive overload
evaluation
Lead Capture Form submission Initial commitment | Trust concerns
Thank You Page Confirmation + next Expectation of Lack of direction
step guidance
Post-Lead Follow-up Validation Loss of interest
Interaction engagement
Final Conversion | Purchase / agreement | Decision Competing
finalization alternatives

Website Structure as a Determinant of Pre-Lead Behavioral Alignment

Results reinforce the need for the architecture of the website to set the path of
behavior for the users before leading them. A number of factors, including
navigation layout, information hierarchy, and interaction semantics, jointly
influence how readers perceive the offers on offer and support intentions formation.

Yet, a repeated pattern arises that the design of navigation paths does not
match the behavior of users that makes the navigation paths. Users frequently
deviate from the intended flows of content, return to old pages, and only interact
with content to a limited extent depending on how pertinent they think it is. This
misfit generates cognitive friction and decreases the effectiveness of micro-
conversion sequences.

At the same time, a lot of pre-lead activity sets expectations, something that

builds on during and beyond the post-lead phase. Users mostly cancel out when those
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expectations are not met post lead capture. Because this discovery clarifies that
website design shouldn’t be considered a self-contained component, but a continuity
mechanism across the whole conversion lifecycle.

The Thank You Page as a Conversion Acceleration Node

These results reemphasize that the structure of the website needs to guide
users towards the way of behavior first, and steer them before leading them. A
number of factors such as the design of navigation, information hierarchy and the
semantics of interactions combine to shape readers' perceptions of the presented
offers, and the formation of support intentions.

Yet, a frequent trend emerges that the interface design of navigation paths
does not fit the behavior of the users that shapes the navigation paths. Users often
stray off the path users originally intended by these types of flows of content, return
to old pages and only engage with content to some degree depending on how relevant
they believe it is. This misfit leads to cognitive friction and undermines the efficacy
of micro-conversion sequences.

At the same time, there is a heavy proclivity for pre-lead activity to establish
expectations — something that is taken up during and beyond the post-lead phase.
Customers mostly cancel out when those expectations are not met after lead capture.
This discovery makes it obvious that website design is not a solo thing but a
continuity mechanism across the whole conversion lifecycle.

This 1s categorized under conversion discontinuity in the IMELF framework,
and this discontinuity occurs at the transition from lead capture to post-lead

engagement.
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Fig. 2. Thank You Page as Conversion Node

Conversion

Identification of Conversion Discontinuities in the Post-Lead Phase

This particular analysis identified various types of conversion discontinuities
in the lead-to-customer transition. Such discontinuities include breaks in the micro-
conversion flow, where user progression is interrupted due to structural
misalignment. There are three major types of discontinuities (See Table 3):

° Directional discontinuity, where users receive no future guidance after
lead capture as to what to do next;

° Informational discontinuity, failure to reinforce or expand the value
proposition in the post-lead phase;

° Experiential discontinuity: the tone, design, or logic of the interaction
suddenly changes meaningfully, which diminishes perceived coherence.

Without cohesive post-lead design strategies, these discontinuities are
particularly acute. Thus, the conversion process becomes fragmented, with each

stage operating independently rather than integrated into one continuous whole.

Table 3
Types of Conversion Discontinuities
Type Description Example Impact
Directional No clear next step Static Thank You | User drop-off
Page
Informational | Weak value | No additional offer Reduced motivation
reinforcement
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‘ Experiential ‘ Inconsistent interaction ‘ Different tone/design ‘ Loss of trust ‘

Structural Integration within the Post-Lead Conversion System (PLCS)

The result indicates that for proper conversion effectiveness, a system which
amalgamates pre-lead and post-lead interaction is needed.

The proposed Post-Lead Conversion System (PLCS) attempts to solve this
problem by considering the conversion process in the form of a continuous sequence
of micro-conversions, rather than discrete stages.

In this system the Thank You Page is the centre, the core of all transactions,
linking lead capture to subsequent engagement. When structured correctly, it may
help to maintain continuity, reinforce the value, and guide users toward further
interaction.

In the absence of such integration, traditional conversion metrics fail to
capture inefficiencies. By contrast, the PLCS 1s the mechanism for identifying and
addressing micro-level inefficiencies, thereby improving overall conversion
performance.

Discussion

Reframing Conversion in Light of Existing Research

The results of this research reinforce and extend previous ones providing
alternative interpretations of conversion that is linear or outcome-driven. According
to research that highlights the non-linearity of customer behavior [9; 17], the
findings indicate that conversion can be conceptualised through a processual
sequence of micro-conversions rather than a single event.

Although previous studies have mainly centered on customer journeys in this
area [2; 10], the current study expands on this idea by creating a structural and

behavioral integration within the IMELF Conversion Layer. More specifically, it
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moves beyond descriptive mapping toward mechanistic explanation, identifying
how individual interactions can either contribute to or disrupt conversion outcomes.

Website Structure and Behavioral Alignment

This result related to website architecture supports prior research that
emphasized the importance of digital environments in shaping user behavior [3]. In
line with customer journey literature, users exhibit non-linear navigation patterns
and selective engagement [6].

However, by showing that misalignment between intended pathways and
actual behavior results in quantifiable inefficiencies at the micro-conversion level,
this study expands on what is already known. Although previous research recognizes
that user behavior varies, it does not completely understand the structural
implications of this variability. By connecting behavioral deviance to conversion
discontinuities, the current findings close this gap and offer a more useful analytical
framework.

The Under-Theorized Role of Post-Lead Interactions

One of the primary contributions of this study is filling a gap in the literature
concerning post-lead interactions. Although existing research on customer
experience addresses continuity across touchpoints [15; 16], it does not explicitly
explore the structural role of interfaces like Thank You Pages.

The paper's results imply a key transition node in the Thank You Page that
both corroborates and extends the premise of a sequential customer experience,
rather than an isolated interaction. However, in contrast to previous research, this
research locates the Thank You Page as an active conversion mechanism rather than
a passive confirmatory element (See Figure 3; Table 4).

This reinterpretation adds to the body of knowledge by exposing under-
explored dimensions of the conversion process and illustrating its influence on user

behavior.
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Fig. 3. Poor vs Optimized Post-Lead Flow

Table 4
Thank You Page Optimization Elements
Element Function Expected Effect
Clear Next Step Guides user action Reduces uncertainty
Value Reinforcement | Confirms decision Increases trust

Engagement Trigger | Encourages further interaction | Extends session

Personalization Aligns with user expectations | Improves relevance

Conversion Discontinuities and System Fragmentation

The identification of conversion discontinuities aligns with research on
fragmentation in omnichannel systems [4; 8]. Similar to these studies, the findings
highlight the challenges associated with integrating multiple touchpoints into a
coherent system.

The current study, however, expands on this line of inquiry by presenting a
micro-level viewpoint and demonstrating that fragmentation appears both within
individual interaction sequences and at the channel level.

Conversion discontinuities, then, are the behavioral manifestation of
structural misalignment in digital systems. This viewpoint offers a conceptual
framework for analyzing observed drop-off and engagement patterns, which
enhances marketing analytics research [5; 7].

Theoretical Implications for IMELF
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Thus, the research extends the Conversion Layer of the Integrated Marketing
Efficiency and Lifecycle Framework (IMELF). Whereas the existing literature
tackles structural and experiential aspects of marketing systems, this study offers a
behavioral-process dimension that bridges system design with user action.

In addition to providing a more operationalized model and analytical
framework for IMELF, the methodology formalizes ideas like conversion
discontinuities, micro-conversions, and the Post-Lead Conversion System (PLCS).
This closes the gap between process-oriented marketing structures and descriptive
customer journey models seen in the literature.

Conclusions. This study makes an important contribution by identifying
micro-conversions as important analytical units to provide a more fine-grained view
of how user actions build into conversion outcomes. Website structure is evident to
operate as a behavioral architecture in this respect as a behavioral structure of both
pre-lead interactions and post-lead expectations.

The study also highlights the vital importance of the post-lead period, which
is underdeveloped in both theory and practice. In particular, the Thank You Page is
repositioned as a node that accelerates conversions and can influence user behavior
at a crucial point in the contact sequence. In addition to conversion breakdowns, a
poor design approach during this stage might result in a significant decline in
potential clients.

To overcome these obstacles, the study introduces the concept of Micro-
Conversion Engineering, implemented as part of the Conversion Layer of the
Integrated Marketing Efficiency and Lifecycle Framework (IMELF).

It takes a long-term, detailed analysis of conversion processes at the micro
level, linking behavioral data with system design and improving it, and finally,
presents a systematic method for improving this approach to conversion work that

integrates both aspects.
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The study contributes to the body of literature by offering a process-oriented
and structurally grounded perspective on conversion. This perspective has
theoretical significance and helps to operationalize and increase marketing
effectiveness in the digital space.

Empirical tests of the framework should be conducted in future work to
establish the applicability of the model across new and larger industries as well as
different platforms.
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