
 

 

 

 

  

How to Increase Conversion in 2012 
The last 20,000 hours of marketing research 

distilled into 60 minutes  

!ǎ ŀ ƳŀǊƪŜǘŜǊΣ ȅƻǳ ǇǊƻōŀōƭȅ ŘƛŘƴΩǘ ƘŀǾŜ ǘƛƳŜ ǘƻ ŀǘǘŜƴŘ ŜǾŜǊȅ 

Web clinic we produced this year. Because of that, in this 

ǘǊŀƴǎŎǊƛǇǘΣ ǿŜΩǾŜ ǘŀƪŜƴ ǘƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ŜȄǇŜǊƛƳŜƴǘǎ ŦǊƻƳ 

the last year and highlighted them in a single Clinic to give you 

as much information as possible in a short amount of time.  

MarketingExperiments.com 
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How to Increase Conversion in 

2012 
The last 20,000 hours of marketing 

research distilled into 60 minutes 

[Note: This document is a transcript of our original Webclinic on increasing conversion 

in 2012 that aired December 7, 2011.To view the full video replay, visit our research 

directory.] 

Flint McLaughlin:  Alright, good afternoon everyone!  This is Flint McLaughlin and we 

ŀǊŜ ōŀŎƪ ŀǘ ŀƴƻǘƘŜǊ ǿŜō ŎƭƛƴƛŎ ǿƛǘƘ ǘƘŜ aŀǊƪŜǘƛƴƎ9ȄǇŜǊƛƳŜƴǘǎ ǘŜŀƳΦ  ¢ƻŘŀȅΩǎ ǊŀǘƘŜǊ 

ǳƴƛǉǳŜΦ  ²ŜΩǊŜ ƎƻƛƴƎ ǘƻ ōŜ ƭƻƻƪƛƴƎ ōŀŎƪ ƻƴ ǘƘŜ ƭŀǎǘ мн ƳƻƴǘƘǎ ŀƴŘ ǿƻǊƪƛƴƎ ǘƻƎŜǘƘŜǊ 

to learn what we have discovered from research study after research study, after 

ǊŜǎŜŀǊŎƘ ǎǘǳŘȅΦ  ²ŜΩǊŜ currently engaged in more than 1,200 various experiments 

ŀƴŘ ǎǘǳŘƛŜǎ ŀƴŘ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ōŜ ǊŜǾƛŜǿƛƴƎ ǘƘŜ ƭŀǎǘ ȅŜŀǊ ŀƴŘ ŀƭƭ ǘƘŀǘ ƎƻŜǎ ǿƛǘƘ ƛǘΦ  

²ŜΩǊŜ ƎƻƛƴƎ ǘƻ ǘŀƭƪ ŀōƻǳǘ Ƙƻǿ ǘƻ ƛƴŎǊŜŀǎŜ ŎƻƴǾŜǊǎƛƻƴ in 2012, and in particular what 

we learned from the last 20,000 hours of research.  So, this is going to be a very fast, 

hard hitting type of clinic.  You can use Twitter, that is #webclinic, to communicate 

with us or others.  You can also use the chat feature in order to communicate to us as 

this whole thing unfolds. 

LǘΩǎ ƛƴǘŜǊŜǎǘƛƴƎ ŦƻǊ ƳŜ ǘƻŘŀȅ ōŜŎŀǳǎŜ LΩƳ ǎǘŀƴŘƛƴƎ ƛƴ our new studio.  If you saw the 

ǾƛŘŜƻ ǘƘŀǘ ǿŜ Ƨǳǎǘ ǇǊƻŘǳŎŜŘΣ ǿŜΩǾŜ ŀŎǘǳŀƭƭȅ ƎƻƴŜ ǘƻ ŀ ǿƘƻƭŜ ƴŜǿ ǎǘǳŘƛƻΣ ōǳƛƭǘ ƛƴǎƛŘŜ ŀ 

ƎǊŜŜƴ ǎŎǊŜŜƴ ǊƻƻƳΣ ŀƴŘ ǿŜΩǊŜ ŀƭƭ ŜȄǇŜǊƛƳŜƴǘƛƴƎ ǿƛǘƘ ǘƘƛǎ ƴŜǿ ǘŜŎƘƴƻƭƻƎȅΦ  L ǘƘƛƴƪ 

ǿŜΩǊŜ ƻƴ ǘƻǇ ƻŦ ƛǘΦ  L ǘƘƛƴƪ ƛǘ ǿƛƭƭ Ǝƻ ǎƳƻƻǘƘƭȅΦ  .ǳǘΣ ƛŦ ƛǘ does not, somehow, some way 

ƛǘΩǎ ƎƻƛƴƎ ǘƻ !ǳǎǘƛƴ aŎ/ǊŀǿΩǎ ŦŀǳƭǘΦ  !ƴŘΣ LΩŘ ƭƛƪŜ ǘƻ Ǉƻƛƴǘ ǘƘŀǘ ƻǳǘ ǊƛƎƘǘ ƴƻǿΣ ƛƴ ŎŀǎŜ 

ȅƻǳ ƴŜŜŘ ǎƻƳŜōƻŘȅ ǘƻ ƛƴǎǳƭǘ ǎƘƻǊǘƭȅ ŀŦǘŜǊ ǘƘŜ ŎƭƛƴƛŎΦ  !ǳǎǘƛƴ ƛǎΧƻŦ ŎƻǳǊǎŜ LΩƳ ǘŜŀǎƛƴƎΣ 

but Austin helps me through many of these things and Luke, our executive producer, 

ƛǎ ƪƛƴŘ ƻŦ ƎǳƛŘƛƴƎ ǘƘƛǎ ǿƘƻƭŜ ǇǊƻŎŜǎǎΣ ŀƴŘ ǿŜΩƭƭ Řƻ ƻǳǊ ōŜǎǘ ǘƻ ƳŀƪŜ ƛǘ ŀƭƭ ŎƻƳŜ 

together for you. 

{ƻΣ ƭŜǘΩǎ ōŜƎƛƴ ŀƴŘ drill right down into 20,000 hours of research and to fill it into 60 

minutes.  I am joined by Jon PowellΣ ǿƘƻ ƛǎ ŀ ǎŜƴƛƻǊ ŀƴŀƭȅǎǘ ǘƘŀǘΩǎ ŘƻƴŜ ŀ ƭƻǘ ƻŦ 

ǊŜǎŜŀǊŎƘ ǿƛǘƘ ǳǎΦ  !ƴŘΣ ǿŜΩƭƭ ƭƻƻƪ ŀǘ ŜŀŎƘ ƻŦ ǘƘŜǎŜ ƪŜȅ ǇƛŜŎŜǎ ŀǎ ǿŜ Ǝƻ ŦƻǊǿŀǊŘΦ  bƻǿΣ 

ƎŜƴǘƭŜƳŜƴΣ LΩƳ ƴƻǘ ǊǳƴƴƛƴƎ ǘƘŜ ǎƭƛŘŜǎ ǊƛƎƘǘ ƴƻǿΦ  9ƛǘƘŜǊ ȅƻǳ ƎƛǾŜ ƳŜ ŎƻƴǘǊƻƭ ƻǊ ȅƻǳ 

Ǌǳƴ ǘƘŜ ǎƭƛŘŜǎΦ  hǘƘŜǊǿƛǎŜΣ LΩƳ ƎƻƛƴƎ to just keep right on going. 

[ŜǘΩǎ ōŜƎƛƴ ǿƛǘƘ ǘƘŜ ŦƛǊǎǘ ŜȄǇŜǊƛƳŜƴǘΦ  ¢Ƙƛǎ ƛǎ ǘŜǎǘ ǇǊƻǘƻŎƻƭ мнмпΦ   

http://www.marketingexperiments.com/marketing-optimization/increase-conversion-2012.html
http://www.marketingexperiments.com/marketing-optimization/increase-conversion-2012.html
http://www.marketingexperiments.com/marketing-optimization/increase-conversion-2012.html
http://www.marketingexperiments.com/marketing-optimization/increase-conversion-2012.html
https://twitter.com/#!/search/%23webclinic


 

 Increase Conversion in 2012 

3                                Copyright © 2011 MarketingExperiments. All rights reserved.              

TACTIC #1: Craft all messaging around your central value proposition.  

 

Experiment ID: (Protected)  

Location: MarketingExperiments Research Library  

Test Protocol Number: TP1214 

 

Research Notes:  

Background: Well-known news publication offering home delivery services 

via online registration  

Goal: To increase the amount of home delivery subscriptions  

Primary research question: Which page/process will generate the most 

subscriptions?  

Test Design: Which page/process will generate the most subscriptions 

Dr. Flint McGlaughlin:  It is a leading software provider.  The goal was to increase total leads captured 

and the primary research question is which process will generate the most leads.  And, our approach 

was to develop a radical re-design of the complete lead generation process, focusing on essentially 

ǎǘǊŜƴƎǘƘŜƴƛƴƎ ǘƘŜ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ƻŦ ǘƘŜ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴΦ  !ƴŘΣ ǎƻ ƭŜǘΩǎ ƭƻƻƪ ŀǘ ǘƘŜ ŦƛǊǎǘ ǘǊŜŀǘƳŜƴǘΦ  Are 

we having some technical difficulties and can I help you with that, gentlemen? 

Paul Cheney:  ̧ ŜǎΣ ȅƻǳΩƭƭ ƘŀǾŜ ǘƻ cue Luke on when you want to change slides. 

Dr. Flint McLaughlin:  Alright.  Well, Luke, take us onto the experiment ōŀŎƪƎǊƻǳƴŘΦ  !ƎŀƛƴΣ ŀǎ ǿŜΩǊŜ 

ǳƴŦƻƭŘƛƴƎ ǘƘƛǎ ƴŜǿ ǘŜŎƘƴƻƭƻƎȅΣ LΩǾŜ ōŜŜƴ ǘƻƭŘ L ƴŜŜŘ ǘƻ cue ǘƘŜ ǇǊƻŘǳŎŜǊ ōŜŎŀǳǎŜ ƻŦ ǎƻƳŜǘƘƛƴƎ ǘƘŜȅΩǊŜ 

ŜȄǇŜǊƛƳŜƴǘƛƴƎ ǿƛǘƘ ƘŜǊŜΦ  {ƻΣ ƭŜǘΩǎ Ǝƻ ǘƻ ǘƘŀǘ ǇŀǊǘƛŎǳƭŀǊ ǎƭƛŘŜ ŀƴŘ ȅƻǳΩƭƭ ǎŜŜ ǘƘŜ ōŀŎƪƎǊƻǳƴŘ ǘƘŀǘ L Ƨǳǎǘ 

ǊŜǾƛŜǿŜŘΣ ŀƴŘ LΩŘ like to go forward, right to the very first treatment.   

Original Ad 

The experiment ran for 18 weeks, 

testing 16 different ads (control PPC ad 

above) and observing more than 

950,000 unique impressions. 

{Keyword} Business Software 

Award-Winning Business Software. 

Fully Integrated. Free Trial. 

www.Netsuite.com/Business 
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Dr. Flint McGlaughlin: And, that treatment is showing you a paid search ad.  If you have not seen this 

ǇŀƛŘ ǎŜŀǊŎƘ ŀŘΣ LΩŘ ƭƛƪŜ ȅƻǳ ǘƻ ǘŜƭƭ ƳŜ ǿƘŀǘ ȅƻǳ ƳƛƎƘǘ ŘƻΣ ŀǎ ŀƴ ŀǳŘƛŜƴŎŜΣ ǘƻ ƘŜƭǇ ƛƳǇǊƻǾŜ ǘƘŜ 

performance of this particular ad.  Use Twitter or use chat and tell me changes you would make to this 

DƻƻƎƭŜ ǇŀƎŜ ǎŜŀǊŎƘ ŀŘ ŀƴŘ ƭŜǘΩǎ look at it.  This is an experiment that ran for 18 weeks, testing 16 

ŘƛŦŦŜǊŜƴǘ ŀŘǎΣ ŀƴŘ ƻōǎŜǊǾƛƴƎ ƳƻǊŜ ǘƘŀƴ фрлΣллл ǳƴƛǉǳŜ ƛƳǇǊŜǎǎƛƻƴǎΦ  LΩŘ ƭƛƪŜ ǘƻ ǎŜŜ ȅƻǳǊ ŦƛǊǎǘ ƛǘŜǊŀǘƛƻƴΦ  

¢ŀƪŜ ŀ ǉǳƛŎƪ ƭƻƻƪ ŀǘ ǘƘŀǘ ŀŘΦ  !ƭǊƛƎƘǘΚ  L ǿŀƴǘ ǘƻ ǎǘŀȅΧƭƻƻƪ ǊƛƎƘǘ ƻƴ ǘƘŜ ŦƛǊǎǘ slide showing the ad.  There 

ǿŜ ƎƻΦ  !ƴŘΣ ŀǳŘƛŜƴŎŜΣ ǘŜƭƭ ƳŜ ǎƻƳŜ ǘƘƛƴƎǎ ȅƻǳΩŘ Řƻ ǘƻ ƳŀƪŜ ƛǘ ōŜǘǘŜǊΦ  LΩƳ ǿŀǘŎƘƛƴƎΦ  ά5ŜǎŎǊƛōŜ ǘƘŜ 

ǎƻŦǘǿŀǊŜΣέ ǎƻƳŜƻƴŜ ǎŀȅǎΦ  5ŀǾƛŘ ǎŀȅǎΣ άLƴŎƭǳŘŜ ǘƘŜ Ŏŀƭƭ ǘƻ ŀŎǘƛƻƴΦέ  {ŀƭƭȅ ǎŀȅǎΣ ά!ŘŘ ŀ ǿƻǊŘ ǘƻ ŘŜǎŎǊƛōŜ 

the business, small ƻǊ ƭŀǊƎŜΦέ  tƛŜǊǊŜ ǎŀȅǎΣ ά¢ƘŜǊŜΩǎ ƴƻ ŎƭŜŀǊ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴΦέ  aƛŎƘŀŜƭ ǎŀȅǎΣ άaƻǊŜ 

ǎǇŜŎƛŦƛŎ ŘŜǘŀƛƭ ŀōƻǳǘ ǘƘŜ ǎƻŦǘǿŀǊŜΦέ  DǊŜƎ ǎŀȅǎΣ ά¢ƘŜ Ŏŀƭƭ ǘƻ ŀŎǘƛƻƴΦέ  /Ƙŀǎǘƛǘȅ ǎŀȅǎΣ άLǘΩǎ ƳƛǎǎƛƴƎ ǘƘŜ ǾŀƭǳŜ 

ǇǊƻǇƻǎƛǘƛƻƴΦέ  LΩƳ ƛƴǘŜǊŜǎǘŜŘ ƛƴ ǿƘŀǘ ȅƻǳ ǘƘƛƴƪ ǿƻǳƭŘ ōŜ ǘƘŜ value proposition.  Someone tell me what 

ǘƘŜ Ǝƻŀƭ ƻŦ ǘƘƛǎ ŀŘ ƛǎΦ  vǳƛŎƪƭȅΗ  vǳƛŎƪƭȅΗ  ¦ǎŜ ȅƻǳǊ ŎƘŀǘ ƻǊ ȅƻǳǊ ¢ǿƛǘǘŜǊ ŀŎŎƻǳƴǘΦ  ²ƘŀǘΩǎ ǘƘŜ Ǝƻŀƭ ƻŦ ǘƘƛǎ 

ŀŘΚ  !ƴŘΣ ǎƻƳŜƻƴŜΩǎ ŀǎƪƛƴƎ ǉǳŜǎǘƛƻƴǎΦ  Lǘ ƛǎΧwƻōŜǊǘΣ ȅƻǳ ŀǊŜ ŎƻǊǊŜŎǘΗ  Lǘ ƛǎ ƴƻǘ ǘƻ ǎŜƭƭ ŀ ǇǊƻŘǳŎǘΦ  Lǘ ƛǎ 

simply to get a click, and so the value proposition for this ad is not the value proposition of the business.  

It is competing, not product to product, but ad against ad.  And, so we need an ad that will win a click 

over the other ads that are being viewed by the prospect. 

Example Treatments 

 

Dr. Flint McGlaughlin: {ƻΣ ƭŜǘΩǎ Ǝƻ ǘƻ ǘƘŜ ƴŜȄǘ ǎƭƛŘŜ ŀƴŘ ƭŜǘΩǎ ǘŀƪŜ ŀ ǉǳƛŎƪ ƭƻƻƪ ŀǘ ǿƘŀǘ ǿŜ Ŏŀƴ ƭŜŀǊƴ ŦǊƻƳ 

ǘƘŀǘ ǎƭƛŘŜΦ  IŜǊŜΣ ȅƻǳΩƭƭ ǎŜŜ ŜȄŀƳǇƭŜ ǘǊŜŀǘƳŜƴǘǎ ǘƘŀǘ ǿŜ ǇǊŜǇŀǊŜŘΦ  ¢ƘŜǎŜ ŀǊŜ ŀƭƭ ǾŀǊƛƻǳǎ ǘǊŜŀǘƳŜƴǘǎ 

designed to try and improve the response rate of that ad.  And, then IΩŘ ƭƛƪŜ ǘƻ Ǉƻƛƴǘ ƻǳǘ ŦƻǊ ȅƻǳ ǘƘŜ 

winning treatment, Business Software Suite, number one on-demand, 6,459+ world clients, award 

winning solution, free trial.   

 

http://www.marketingexperiments.com/blog/research-topics/paid-search-marketing-ppc/ppc-ad-goal.html
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Experiment: Results 

 

 

LŦ ȅƻǳ ƭƻƻƪ ŀǘ ǘƘŀǘ ǿƛƴƴƛƴƎ ǘǊŜŀǘƳŜƴǘΣ ȅƻǳΩƭƭ ƴƻǘƛŎŜ ǘƘŜ нм҈ ƛƴŎǊŜŀǎŜ ƛƴ click-ǘƘǊƻǳƎƘΦ  ¢ƘŀǘΩǎ ǳǇ ŦǊƻƳ ǘƘŜ 

ƻǊƛƎƛƴŀƭ ŀŘ ǘƻ ǘƘŜ ōŜǎǘ ǇŜǊŦƻǊƳƛƴƎ ŀŘΣ ŀƴŘ ǘƘŀǘΩǎ ǘƘŜ ōŜƎƛƴƴƛƴƎ ƻŦ ŀ ƭŜŀǊƴƛƴƎ ǘƘŀǘ LΩŘ ƭƛƪŜ ǘƻ ǎŜŜ ǳƴŦƻƭŘΦ  Lǎ 

that the highest lift we can achieve with this ad?  It is not.  Is there a way to get a higher increase?  Yes, 

ǘƘŜǊŜ ƛǎΦ  Lƴ ŦŀŎǘΣ ǿŜ ǿŀƴǘ ǘƻ ǘŀƭƪ ŀōƻǳǘ ǎƻƳŜǘƘƛƴƎ ƳƻǊŜ ǎƛƎƴƛŦƛŎŀƴǘ ǘƘŀƴ ǘƘŀǘΣ ǘƘƻǳƎƘΣ ōŜŎŀǳǎŜ ǿŜΩǊŜ 

moving towards one of the most important points we want to help you learn today from this 

ŜȄǇŜǊƛƳŜƴǘΣ ŀƴŘ ǘƘŀǘ Ǉƻƛƴǘ ǿƛƭƭ ƪƛƴŘ ƻŦ ŘǊƛǾŜ ŀƭƭ ǘƘŀǘ LΩƳ ǘŀƭƪing about at present.  And, that is that you 

must craft all of the messaging around your central value proposition.  I will explain by taking you to the 

next piece of this experiment. 

Experiment: A holistic testing strategy 

The PPC ad test was only part of a testing strategy that involved the entire 

conversion funnel from the ad to the form page. 
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Dr. Flint McGlaughlin: {ƻΣ ƭŜǘΩǎ ƳƻǾŜ ǘƻΣ ǘƘŜǊŜ ǿŜ ƎƻΣ ǘƻ ǘƘŜ ƴŜȄǘ ǎƭƛŘŜΦ  !ƴŘΣ ȅƻǳΩƭƭ ǎŜŜ ǘƘŀǘ ǘƘŜ ǇŀƛŘ 

search ad test was only part of a testing strategy that involves the entire conversion funnel from the ad.  

¢ƘŜǊŜΩǎ ŀ ŦƻǊƳ ǇŀƎŜ ŀƴŘ ǘƘŜǊŜ ǿŀǎ ŀ ǊŜŀǎƻƴ ŦƻǊ ǘƘƛǎΦ  !ƴŘΣ ƛƴ ŦŀŎǘΣ ǿƘŀǘ ǿŜ ǿŜǊŜ ǊŜŀƭƭȅ ŘƻƛƴƎ ǿŀǎ ǘǊȅƛƴƎ 

to optimize each aspect.  We were trying to optimize the paid search ad, the landing page and the form.  

!ƴŘΣ ƛŦ ȅƻǳΩƭƭ ƴƻǘƛŎŜ ǿƘŀǘ ǿŜ ǎŀǿ ƛƴ ǘŜǊƳǎ ƻŦ ǘƘŜ ǊŜǎǳƭǘǎΣ ǎƻ ƛǘΩǎ ŀ нтн҈ ƛncrease in overall conversion. 

 

Dr. Flint McGlaughlin: What happened literally was that in the paid search ad we saw a 21% increase.  In 

the landing page, we saw a 54% increase.  And, then on the form, we saw a 97% increase.  When you 

aggregate all of these increases, what you achieve is a 272% increase in conversion and you see a 

corresponding 66% reduction in CPA, and you see the optimized path producing more than four times 

the monthly profit.  That is a 302% increase, so dramatic gain.  And, that gain comes from aggregating an 

improvement in a series of derivative value propositionsΦ  ²ŜΩǊŜ ƎƻƛƴƎ ǘƻ ƭŜŀǊƴ ƳƻǊŜ ŀōƻǳǘ ǘƘŀǘ ŀǎ ǘƘŜ 

ǇǊƻŎŜǎǎ ǳƴŦƻƭŘǎΣ ōǳǘ ƭŜǘΩǎ ƭƻƻƪ ƛƴ ǇŀǊǘƛŎǳƭŀǊ ŀǘ ǘƘŜ ƴŜȄǘ ƪŜȅ ǎƭƛŘŜ ƘŜǊŜΣ ŀƴŘ ƛǘ ƛǎ ŀ ǎƭƛŘŜ ǘƘŀǘ ƘŜƭǇǎ ŜȄǇƭŀƛƴ 

one of the most important learnings.   

 

 

 

 

 

 

http://www.marketingexperiments.com/blog/marketing-insights/b2b-marketing-derivative-value-prop.html
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The Derivative Value Proposition 

 

Dr. Flint McGlaughlin: ̧ ƻǳΩǾŜ Ǝƻǘ ǘƻ ƎŜǘ Ǉŀǎǘ ǘƘŜ ōŀǎƛŎ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǘƘŜ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴ ŀƴŘ ƎŜǘ ǘƻ 

an understanding of the bigger picture.  And, so take a look at the derivative value proposition, and 

ȅƻǳΩǊŜ ƎƻƛƴƎ ǘƻ ǎŜŜ ŀ ŘƛŀƎǊŀƳ ƘŜǊŜ ǘƘŀǘ might be a bit confusing, but let me unpack it.  Again, I am trying 

ǘƻ ŎǊŀŦǘ нлΣллл ƘƻǳǊǎ ƛƴǘƻ сл ƳƛƴǳǘŜǎΣ ǎƻ LΩƭƭ ǎŀȅ ǘƘƛǎ ŀƴŘ ǘƘŜƴ LΩƭƭ ƎƛǾŜ ȅƻǳ ǊŜǎƻǳǊŎŜǎ ǘƻ ƘŜƭǇ ȅƻǳ 

understand it in more depth. 

At the heart of every business is a central or a core value proposition.  It is the answer to a question, 

why should I purchase from you rather than any of your competitors, and it has a contingency on the 

front side.  If I am the ideal customer, why should I purchase from you rather than any of your 

competitors?  That question drives the entire design of the business.  This is a value proposition that 

should be overseen and protected by the C-suite, and in fact by the founder or the CEO of the 

organization.  Marketing can always influence that.  They can typically communicate it more effectively, 

but we need to understand that there are three other types of value propositions.  They connect to the 

ŎŜƴǘǊŀƭΦ  ²Ŝ Ŏŀƭƭ ǘƘŜƳ ǘƘŜ ǘƘǊŜŜ tΩǎΦ 

There is the prospect level value proposition, and that is a proposition designed to answer that question 

as it applies to a particular prospect.  There is a product level, and that is the value proposition 

interpreted right down to a specific product.  Why should I purchase this product rather than any other, 

ŜǾŜƴ ƛŦ ƛǘΩǎ ŀƴƻǘƘŜǊ ƻƴ the same site? And, then there is the process level.  Most of us are aware that 

ǘƘŜǊŜΩǎ ǎƻƳŜ ŎƻƴƴŜŎǘƛƻƴ ōŜǘǿŜŜƴ ǘƘŜ ǇǊƻŘǳŎǘ ŀƴŘ ǘƘŜ ǇǊƻǎǇŜŎǘ ǿƛǘƘ ǊŜƎŀǊŘǎ ǘƻ ƻǳǊ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴΣ 
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ōǳǘ ǿŜΩǾŜ ŎƻƳǇƭŜǘŜƭȅ ƳƛǎǎŜŘ ǘƘŜ ǇǊƻŎŜǎǎ ƭŜǾŜƭ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴǎΦ  ! ǇǊƻŎŜǎǎ value proposition might be 

ǘƻ ŎƭƛŎƪ ƻƴ ŀ ŦƻǊƳ ŦƛŜƭŘ ŀƴŘ ŜƴǘŜǊ ƛƴŦƻǊƳŀǘƛƻƴΦ  Lǘ ƳƛƎƘǘ ōŜ ŀ ōǳǘǘƻƴΦ  .ǳǘΣ ƛǘΩǎ ŀƭƭ ǇŀǊǘ ƻŦ ǘƘŜ ǇǊƻŎŜǎǎ ǘƘŀǘ 

helps move someone through the sequence that you offer them, the thought sequence.  And, so as we 

move to the next slƛŘŜΣ ƭŜǘΩǎ ǘƘƛƴƪ ŀōƻǳǘ ǘƘŜ ƛƳǇƭƛŎŀǘƛƻƴǎ ƻŦ ǘƘŀǘΣ ōŜŎŀǳǎŜ ǿŜΩǊŜ ƳƻǾƛƴƎ ǉǳƛŎƪƭȅ ǘƻǿŀǊŘǎ 

me showing you yet another point.  But, I want to make sure that you understand the basis. 

 

Dr. Flint McGlaughlin: For every action you desire a visitor to make, there must be an immediate 

promise of value that outweighs the cost of the action.  Now, that promise of value essentially is 

ŎƻƴƴŜŎǘŜŘ ǘƻ ŀ ǎƛƳǇƭŜ ŦƻǊƳǳƭŀΦ  .ȅ ǘƘŜ ǘƛƳŜ L ŘǊŀǿ ǘƘŀǘ ŦƻǊƳǳƭŀΧōŀǎƛŎŀƭƭȅΣ ǇŜǊŎŜƛǾŜŘ ǾŀƭǳŜ Ƴǳǎǘ 

ƻǳǘǿŜƛƎƘ ǇŜǊŎŜƛǾŜŘ ŎƻǎǘΦ  !ƴŘΣ ǿƘŀǘ ȅƻǳΩǊe trying to do is optimize not a web page, not an email, not 

ŜǾŜƴ ǘƘŜ ŎŀƳǇŀƛƎƴΦ  ²Ƙŀǘ ȅƻǳΩǊŜ ǘǊȅƛƴƎ ǘƻ ƻǇǘƛƳƛȊŜ ƛǎ ǘƘŜ ǘƘƻǳƎƘǘ ǎŜǉǳŜƴŎŜΦ  !ƴŘΣ ȅƻǳ Ƴǳǎǘ ƎŜǘ Ǉŀǎǘ 

ǘƘŜ ǇŀƎŜ ŀƴŘ ŘŜŜǇ ƛƴǘƻ ƳƛƴŘ ƻŦ ǘƘŜ ǇŜǊǎƻƴ ȅƻǳΩǊŜ ƛƴǘŜǊŀŎǘƛƴƎ ǿƛǘƘ ǘƻ Řƻ ǎƻΦ  !ƴŘΣ ŀǎ ȅƻǳ Řƻ ǘƘŀt, what 

youΩƭƭ discover is that there are four components.  These four components look like key words, perhaps 

ƻƴ ŀ ǎƭƛŘŜΣ ōǳǘ ǘƘŜȅΩǊŜ ƳǳŎƘ ƳƻǊŜ ǘƘŀƴ ǘƘŀǘΦ  ¢ƘŜȅ ŀǊŜ ǎŎƛŜƴǘƛŦƛŎ ŜƭŜƳŜƴǘǎ ŀƴŘ ǘƘŜǎŜ ŜƭŜƳŜƴǘǎ ƘŀǾŜ ŀ 

huge impact on the success of your campaigns. 

The first is appeal.  If your general offer has significant appeal, you can often measure that fact, being 

the first search work in the engines.  Remember, the internet is more than a new channel.  The internet 

is a laboratory in which you can test and refine your customer theory.  And, every major business, even 

ƛŦ ǘƘŜȅΩǊŜ ŀƴ ŜȄƛǎǘƛƴƎ ƭŜƎŀŎȅ ōǳǎƛƴŜǎǎΣ ǿƛǘƘ ŀ ƘǳƎŜ ŜƴƎƛƴŜŜǊƛƴƎ ōŀŎƪƎǊƻǳƴŘΣ ƭŜǘΩǎ ǎŀȅΣ ŀƴŘ ōƛƭƭƛƻƴǎ ƻŦ 

dollars in existing revenue, they still would consider the internet as more than a channel.  That is a 

laboratory and what it can do, for instance, is help you define appeal.  Now, if you think appeal, I think 

most of us would recognize that the fourth new value proposition is connected to its appeal.  But, what 
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we may not know is that appeal can ōŜ ŘŜƭŜǘŜŘ ƛŦ ǘƘŜȅ ŘƻƴΩǘ ǘŀƪŜ ŀŎŎƻǳƴǘ ŦƻǊ ǘƘŜ ŜȄŎƭǳǎƛǾƛǘȅ ŦŀŎǘƻǊΦ  ¢Ƙŀǘ 

ƛǎΣ ƛŦ ǘƘŜǊŜ ŀǊŜ ƻǘƘŜǊ ƻǇǘƛƻƴǎΣ ƻǘƘŜǊ ǿŀȅǎ ƻŦ ǎŀǘƛǎŦȅƛƴƎ ǘƘŀǘ ŀǇǇŜŀƭΣ ǘƘŜƴ ƻǳǊ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴΩǎ ŦƻǊŎŜ ƛǎ 

ŘƛƭǳǘŜŘΦ  bƻǿΣ ƛǘΩǎ ƴƻǘ Ƨǳǎǘ ǘƘŀǘ Ǉƻƛƴǘ ōǳǘ ƛǘΩǎ ŀƭǎƻ ŎǊŜŘƛōƛƭƛǘȅΦ  L ŘƻƴΩǘ mind if you have a value proposition.  

Lƴ ŦŀŎǘΣ ƛǘ ŘƻŜǎƴΩǘ ƳŀǘǘŜǊ ƛŦ ȅƻǳ ƘŀǾŜ ƻƴŜ ǿƛǘƘ ǊŜƳŀǊƪŀōƭŜ ŀǇǇŜŀƭΦ  !ƴŘΣ ƛŦ ȅƻǳ ƘŀǾŜ ŀōǎƻƭǳǘŜ ŜȄŎƭǳǎƛǾƛǘȅΣ 

ƛƴ ǘƘŀǘ ǇǊƻŎŜǎǎ ȅƻǳ ǎǘƛƭƭ Řƻ ƴƻǘ ƘŀǾŜ ŎǊŜŘƛōƛƭƛǘȅΦ  tŜƻǇƭŜ ƴŜŜŘ ǘƻ ōŜƭƛŜǾŜ ȅƻǳǊ ƳŜǎǎŀƎŜΣ ŀƴŘ ƛŦ ǘƘŜȅ ŘƻƴΩǘ 

beƭƛŜǾŜ ȅƻǳǊ ƳŜǎǎŀƎŜ ƛǘ ŘƻŜǎƴΩǘ ƳŀǘǘŜǊ Ƙƻǿ ǇƻǘŜƴǘ ƛǘ ƳƛƎƘǘ ōŜΦ  Lƴ ŦŀŎǘΣ ƘŀǾƛƴƎ ŀ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴ ƛǎ ƛƴ 

itself no guarantee of success.  The key is being able to articulate it in such a way as to make it credible, 

which brings me to another critical point.  Even if you have the other three, it does you no good if you 

ŘƻƴΩǘ ƘŀǾŜ ŎƭŀǊƛǘȅΦ  /ƭŀǊƛǘȅ ƛǎ ƳƻǊŜ ƻǊ ƭŜǎǎ ǘƘŜ ŦƻǳƴŘŀǘƛƻƴ ƻŦ ǘƘŜ ŜƴǘƛǊŜ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴΦ  LǘΩǎ ǎƘƻŎƪƛƴƎ ǘƻ 

ƳŜ Ƙƻǿ Ƴŀƴȅ ŎƻƳǇŀƴƛŜǎ LΩǾŜ ǊŜǾƛŜǿŜŘ ǘƘŀǘ ŘƻƴΩǘ ƪƴƻǿ Ƙƻǿ ǘƻ ŜǾŜƴ ŎƻƳƳǳƴƛŎŀǘŜ ǘƘŜƛǊ value 

ǇǊƻǇƻǎƛǘƛƻƴ ƛƴ ŀ ǿŀȅ ǘƘŀǘΩǎ Ŝŀǎȅ ǘƻ ǳƴŘŜǊǎǘŀƴŘΦ  bƻ ǇǊƻŘǳŎǘΣ ƴƻ ƻŦŦŜǊΣ ƴƻ ǊŜŀǎƻƴ ǎƘƻǳƭŘ ōŜ proffered 

ǘƘŀǘ ƛǎƴΩǘ ŀƴŎƘƻǊŜŘ ƛƴ ŀ ǿŀȅ ŦƻǊ ǎƻƳŜƻƴŜ ǘƻ ǾƛǎǳŀƭƛȊŜΣ ǘƻ ŎƻƴŎŜǇǘǳŀƭƛȊŜ ǿƘŀǘ ȅƻǳΩǊŜ ǘǊȅƛƴƎ ǘƻ ǎŀȅΦ  {ƻΣ ƛƴ 

some sense, clarity is last on the list, bǳǘ ƛǘΩǎ ƴƻǘ ǘƘŜ ƭŜŀǎǘ ƛƳǇƻǊǘŀƴǘΦ  /ƭŀǊƛǘȅ ƛǎ ŜǎǎŜƴǘƛŀƭ ǘƻ ǘƘŜ ǇǊƻŎŜǎǎΣ 

and all four of these build on each other.  First, they ƴŜŜŘ ǘƻ ƪƴƻǿ ǿƘŀǘ ȅƻǳΩǊŜ ǘǊȅƛƴƎ ǘƻ ǎŀȅΦ  ¢ƘŀǘΩǎ 

ŎƭŀǊƛǘȅΦ  ¢ƘŜƴΣ ǘƘŜȅ ƴŜŜŘ ǘƻ ōŜ ŀōƭŜ ǘƻ ōŜƭƛŜǾŜ ƛǘΦ  ¢ƘŀǘΩǎ ŎǊŜŘƛōƛƭƛǘȅΦ  hƴƭȅ ǿƘen you've achieved those 

two, can you move to the other key components, appeal and exclusivity.  Without those four, your value 

proposition cannot be measured effectively.  Without being cognizant of those, you can't predict its 

impact, and thus the behavior of the people you're trying to reach. 

Now, I feel almost frustrated within a little bit of time we're talking about something so significant.  But, 

ƛŦ ȅƻǳϥƭƭ ƭƻƻƪ ƻƴ ǘƘŜ ƴŜȄǘ ǎƭƛŘŜΣ ǘƘŜǊŜϥǎ ŀ ƭƛǘǘƭŜΧǘƘŜǊŜϥǎ ǎƻƳŜ ƳƻǊŜ ǊŜǎŜŀǊŎƘ ŀǘ ǘƘŀǘΧƻƴŜ ƻŦ ƻǳǊ ǎƛǎǘŜǊ 

sites, MarketingExperiments.com.  This is part of the MECLABS family.  You can go there and there's 

more than $15 million worth of research, which is no cost.  And, you can get this particular report and 

study it, and learn from it, and it'll talk about this.  And, there's more resources about value proposition.  

All of it's free and it'll help you unpack this concept that I'm trying to more or less present in a very short 

period of time. 

Read more at MarketingExperiments.com/PPCAds >> 

 

 

 

 

 

 

 

http://marketingexperiments.com/ppcads
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TACTIC #2: Maintain cognitive momentum in every step of your sales process 

 

Dr. Flint McGlaughlin: Keeping that in mind, we're going to move to the next principle, which is simply 

this.  You must maintain cognitive momentum in every step of your sell process.  And, in doing so, what 

ȅƻǳΩǊŜ ǘǊȅƛƴƎ ǘƻ ŀŎƘƛŜǾŜ ƛǎ ǾƛǘŀƭΦ  ¢Ƙƛǎ cognitive momentum keeps people from slowing down.  Because, 

we found that as there is a problem in rhythm or cadence, or velocity, conversion starts to be mitigated.  

[ŜǘΩǎ ƭƻƻƪ ƳƻǊŜΦ 

 

Experiment ID: (Protected)  

Location: MarketingExperiments Research Library  

Test Protocol Number: TP1368 

 

Research Notes:  

Background: B2C company offering package vacations. In this test, we 

focused on improving the checkout process. 

Goal: To increase cart completions 

Primary research question: Which cart page will generate the highest 

completion rate? 

Test Design: A/B split test (variable cluster) 

Dr. Flint McGlaughlin: IŜǊŜΩǎ ŀƴ ŜȄǇŜǊƛƳŜƴǘΦ  ¢Ƙƛǎ ƛǎ ǘŜǎǘ ǇǊƻǘƻŎƻƭ мосуΦ  ¢Ƙƛǎ ƛǎ ŀ .н/ ŎƻƳǇŀƴȅΦ  ¢ƘŜȅΩǊŜ 

ƻŦŦŜǊƛƴƎ ǇŀŎƪŀƎŜ ǾŀŎŀǘƛƻƴǎΦ  Lƴ ǘƘƛǎ ǘŜǎǘΣ ǿŜΩǊŜ ŦƻŎǳǎŜŘ ƻƴ ƛƳǇǊƻǾƛƴƎ ǘƘŜ ŎƘŜŎƪƻǳǘ ǇǊƻŎŜǎǎΦ  !ƴŘΣ ƭŜǘΩǎ 

ƭƻƻƪ ǿƘŀǘ ǿŜ ƘŀǾŜ ǘƻ Řƻ ƘŜǊŜΣ ōŜŎŀǳǎŜ ƛǘΩǎ ŀ ŎƻƳǇƭƛŎŀǘŜŘ ŎŀǊǘΦ  Many of you have a cart system attached 

ǘƻ ȅƻǳǊ ǿŜōǎƛǘŜΣ ȅƻǳΩǊŜ ǘǊȅƛƴƎ ǘƻ ŦƛƎǳǊŜ ƻǳǘ ǘƘŜ Ƴƻǎǘ ŜŦŦŜŎǘƛǾŜ ǿŀȅ ǘƻ ƎŜǘ ǇŜƻǇƭŜ ǘƘǊƻǳƎƘ ƛǘΦ  LǘΩǎ ǘȅǇƛŎŀƭ 

for us to see rates as high as 50% when it comes to abandonment in the average cart.  How do you 

ƻǾŜǊŎƻƳŜ ǘƘŀǘΚ  ²ŜƭƭΣ ƛǘΩǎ ƴƻǘ Ƨǳǎǘ ŀōƻǳǘ ōǳƛƭŘƛƴƎ ŀ ƳƻǊŜ ŎƭŜǾŜǊ ŎŀǊǘΦ  LǘΩǎ ƴƻǘ Ƨǳǎǘ ŀōƻǳǘ ƛƴŎǊŜŀǎƛƴƎ 

ŎƘƻƛŎŜΦ  LǘΩǎ ƴƻǘ Ƨǳǎǘ ŀōƻǳǘ ŘŜǎƛƎƴΦ  ¢ƘŜǊŜΩǎ ǎƻƳŜǘƘƛƴƎ ƳƻǊŜ ŦǳƴŘŀƳŜƴǘŀƭ ǘƘŀǘ ȅƻǳ ƘŀǾŜ ǘƻ Řƻ ǘƻ get 

ƳƻǊŜ ǇŜƻǇƭŜ ǘƻ ǎŀȅ ȅŜǎ ŀǘ ŜǾŜǊȅ ǎƛƴƎƭŜ ǎǘŜǇ ƻŦ ǘƘŜ ŎŀǊǘΦ  !ƴŘΣ ƭŜǘΩǎ ƭƻƻƪ ŀǘ ŀƴ ŜȄŀƳǇƭŜ ōȅ ƎƻƛƴƎ ƻƴǘƻ ǘƘŜ 

control. 
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Experiment: Control (Top) 

 

Dr. Flint McGlaughlin: {ƻΣ ƘŜǊŜΩǎ ǘƘŜ ƻǊƛƎƛƴŀƭΦ  ¸ƻǳ Ŏŀƴ ǎŜŜ ƛǘ ōŜƘƛƴŘ ƳŜΦ  Lǘ Ƙŀǎ ōƻǘƘ ƛƴƛǘƛŀƭ ƪƛƴŘ ƻŦ ŀ top 

view broken outΣ ŀƴŘ ǘƘŀǘΩǎ ǿƘŀǘ ȅƻǳΩƭƭ ǎŜŜΦ  LǘΩǎ ŀƭƻƴƎ ǘƘŜ ǇŀƎŜ ŀƴŘ ǿŜΩǊŜ ŦƻŎǳǎŜŘ ƻƴ ǘƘŜ ǘƻǇΦ  .ǳǘΣ ƛŦ 

ȅƻǳ ƭƻƻƪ ŀǘ ǘƘŜ ǘƻǇ ǇŀƎŜΣ ȅƻǳΩƭƭ ǎŜŜ Ƙƻǿ ǘƘŜ ŎŀǊǘ ǎǘŀǊǘǎ ǘƻ ǿƻǊƪ ƛǘǎŜƭŦ ƻǳǘΦ  ¸ƻǳ ƳƛƎƘǘ ǎŜŜ ǎƻƳŜ ǇǊƻōƭŜƳǎ 

ƛƴ ǘƘŀǘ ŎŀǊǘ ǊƛƎƘǘ ƴƻǿΣ ōǳǘ ƭŜǘΩǎ ƭƻƻƪ ŀǘ the bottom half.  So, take us to the next slide, where we can see 

the top and the bottom.   
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Experiment: Control (Bottom) 

 

Dr. Flint McGlaughlin: So, now you should have a sense for what the cart looks like, but of course get 

ŦǳǊǘƘŜǊ ŀƴŘ ǘƘƛƴƪ ŀōƻǳǘ ǿƘŀǘ ǿŜ ƳƛƎƘǘ Řƻ ǘƻ ƛƳǇǊƻǾŜ ƛǘΦ  [ŜǘΩǎ Ƨǳǎǘ ŀǎƪ ǘƘŜ ŀǳŘƛŜƴŎŜ ǘƻ ƘŜƭǇ ǳǎΦ  [ƻƻƪ ŀǘ 

that cart page and tell us something that you might do to make it more ŜŦŦŜŎǘƛǾŜΦ  {ƻƳŜƻƴŜ ǎŀƛŘΣ ά¢ƘŜ 

.ǳȅ ōǳǘǘƻƴ ƛǎ ōŜƭƻǿ ǘƘŜ ŦƻƭŘΦέ  {ƻƳŜƻƴŜ ǎŀƛŘΧLΩƳ ǿŀǘŎƘƛƴƎ ǘƘŜǎŜ ŎƻƳŜ ƛƴΦ  ά¢ƘŀǘΩǎ ŀ ŘŜǎŎǊƛǇǘƛƻƴ ƻŦ ǘƘŜ 

ǎǳōǘƭŜΣ ǎƻƭƛŘ ƘŜŀŘŜǊΣ ǘƘŜ ȅŜƭƭƻǿ ƘŜŀŘŜǊ ƻƴ ǘƘŜ ǇŀƎŜΦέ  IŜΩǎ ŎƻǊǊŜŎǘΦ  {ƻƳŜƻƴŜ ŜƭǎŜ ǎŀȅǎΣ ά¢ƘŜ ƛƳŀƎŜǎ ƻŦ 

ǇǊƻŘǳŎǘǎΦέ  !ƴŘΣ LΩƳ ƧǳǎǘΧLΩƳ ƭƻƻƪƛƴƎ ŀǘ ǘƘƛǎ ǎŎǊŜŜƴΦ  ¸ƻǳ Ƴŀȅ ƻǊ Ƴŀȅ ƴƻǘ ōŜ ŀōƭŜ ǘƻ ǎŜŜ ƛǘ ƛƴ ŦǊƻƴǘ ƻŦ ƳŜΣ 

ǿƛǘƘ ŀƭƭ ƻŦ ȅƻǳǊ ǊŜǎǇƻƴǎŜǎΦ  ¢ƻŘŘ ǎŀƛŘΣ ά.ǊŜŀƪ ƛǘ ƛƴǘƻ ǘǿƻ ǇŀƎŜǎΦέ  !ƭŜȄ ǎŀȅǎΣ άwŜƳƻǾŜ ǘƘŜ ǳƴƴŜŎŜǎǎŀǊȅ 

ŦƛŜƭŘǎΦέ  /ŀǊƻƭ ǎŀȅǎΣ άIŀǾŜ ǘƘŜ Ŏŀƭƭ ǘƻ ŀŎǘƛƻƴ ŀǘ ǘƘŜ ǘƻǇ ŀƴŘ ǘƘŜ ōƻǘǘƻƳΦέ  WƻŜȅ ǎŀȅǎΣ ά²Ŝ ƴŜŜŘ ǘƘŜ 

ƴŀǾƛƎŀǘƛƻƴ ŦǊƻƳ ǘƘŜ ŎŀǊǘ ǇŀƎŜΦέ  ά5ƻƴΩǘ ŀǎƪ ŜȄǘǊŀƴŜƻǳǎ ǉǳŜǎǘƛƻƴǎΣέ ǎŀȅǎ tƛŜǊǊŜΦ  5ƛŀƴŀ ǎŀȅǎΣ άaƻǾŜ 

/ƻƴǘƛƴǳŜ {ƘƻǇǇƛƴƎ ōǳǘǘƻƴ ǘƻ ǘƘŜ ōƻǘǘƻƳ ƻŦ ǘƘŜ ǇŀƎŜΦέ  !ƭƭ ƻŦ ǘƘŜǎŜ ŀǊŜ ŜȄŎŜƭƭŜƴǘ ƛŘŜŀǎΗ  [Ŝǘ ŘǊƛƭƭ Řƻǿƴ 

and think about ƛǘ ǎƻƳŜ ƳƻǊŜΦ  {ƻΣ ƭŜǘΩǎ ƭƻƻƪ ŀǘ ǘƘŜ ǿƘƻƭŜ ǇŀƎŜ ŀƴŘ ǿŜΩƭƭ ƭƻƻƪ ŀǘ ǘƘŜ ŎƻƴǘǊƻƭΣ ŀƴŘ ǘƘŜƴ 

ǿŜΩƭƭ ƭƻƻƪ ŀǘ ǎƻƳŜ ƻŦ ǘƘŜ ƻǇǘƛƳƛȊŀǘƛƻƴ ǎǘǊŀǘŜƎƛŜǎ ȅƻǳ can see four of them. 
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Experiment: Control 

 

Dr. Flint McGlaughlin: One, and that is to reduce as many steps as possible, also to reduce as many form 

fields as possible, also to fit your kind of single name column in a vertical in your path and then utilize a 

third-party anxiety reducer, something to reduce the psychological concern associated with certain 

steps ƛƴ ǘƘŜ ŎŀǊǘΦ  !ƭƭ ƻŦ ǘƘŀǘΩǎ ƛƴǘŜƎǊŀǘŜŘΦ  ²ŜΩƭƭ ǘŀƭƪ ŀōƻǳǘ ǘƘŀǘ ƛƴ Ƨǳǎǘ ŀ ƳƻƳŜƴǘΣ ōǳǘ ƭŜǘΩǎ Ǝƻ ǘƻ ǘƘŜ ƴŜȄǘ 

slide.   
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Experiment: Treatment (Top) 

 

Dr. Flint McGlaughlin: !ǎ ȅƻǳ ƭƻƻƪ ŀǘ ǘƘƛǎ ǎƭƛŘŜΣ ȅƻǳ ǎƘƻǳƭŘ ƴƻǘŜΣ ƳƻǊŜ ƻǊ ƭŜǎǎΣ ǘƘŜ ŜȄǇŜǊƛƳŜƴǘŀƭΧȅƻǳ 

can see the treatment.  We started to incorporate those strategies into this treatment.  And, so look at 

ǘƘŜ ŎƘŀƴƎŜǎ ƘƛƎƘƭƛƎƘǘŜŘ ƛƴ ȅŜƭƭƻǿ ŀƴŘ ƭŜǘΩǎ Ǝƻ ŀ ōƛǘ ŦǳǊǘƘŜǊΦ   
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Experiment: Treatment (Bottom) 

 

Dr. Flint McGlaughlin: ¢ŀƪŜ ǳǎΧŎƻƴǘƛƴǳŜ ǘƘǊƻǳƎƘΦ  !ƭǊƛƎƘǘΦ  ¢ŀƪŜ ƳŜ ǘƻ ǘƘŜ ƴŜȄǘ ǎƭƛŘŜΣ ƛŦ ȅƻǳ ǿƻǳƭŘΣ 

ǇƭŜŀǎŜΦ  !ƴŘΣ ŀǎ ȅƻǳΩǊŜ ŘƻƛƴƎ ǘƘŀǘΣ ȅƻǳΩƭƭ ǎŜŜ ǘƘŜ ōƻǘǘƻƳ ƻŦ ǘƘŜ ǇŀƎŜ ǘƘŀǘΩǎ ōŜŜƴ ƻǇǘƛƳƛȊŜŘΦ  [ƻƻƪ ŀǘ ǘƘŜ 

lock and the credibility indicators, and the number of changes in the caǊǘ ƛǘǎŜƭŦΦ  !ƴŘΣ ƭŜǘΩǎ ǘƘƛƴƪ ŀōƻǳǘ ƛǘ 

ŦƻǊ Ƨǳǎǘ ŀ ƳƻƳŜƴǘΦ  [ŜǘΩǎ ƳƻǾŜ ƻƴΦ  
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Experiment: Treatment 

 

 

Dr. Flint McGlaughlin: {ƻΣ ǿƘŀǘ ȅƻǳΩǊŜ ƭƻƻƪƛƴƎ ŀǘ ƛǎ ǿŜ ǊŜƳƻǾŜŘ ǘƘŜ ƎǊŀǇƘƛŎŀƭ ōŀǊǎΦ  ²ŜΩǾŜ ŀŘŘŜŘ ŀƴ 

ƛƳŀƎŜΦ  ²ŜΩǾŜ ŀŘŘŜŘ ŀ ǇƻǇ-ǳǇ ǇǊƻŘǳŎǘ ŘŜǎŎǊƛǇǘƛƻƴΦ  ²Ŝ ƘŀǾŜ ŀŘŘŜŘ ǘŜǎǘƛƳƻƴƛŀƭǎΦ  ²ŜΩǾŜ ŀŘŘŜŘ ǎǘŜǇ 

indicators.  All of these are designed to help generate improvement, but something deeper is going on.  

See, what (Inaudible) is that you tune into a clinic like this and you hear these particulars, and you focus 

on the particulars, and in doing so you go back with a list of rules.  Optimization is about something 

ŘŜŜǇŜǊ ǘƘŀƴ ǘƘŀǘΦ  LǘΩs about understanding the cognitive psychology of the purchase process and it 

requires you to get underneath the particulars and ask άwhy.έ  Why make these moves?  Not because 

ȅƻǳ ƘŜŀǊŘ ǘƘŜƳ ƻƴ ŀ ŎƭƛƴƛŎΣ ƴƻǘ ōŜŎŀǳǎŜ 5ǊΦ Cƭƛƴǘ aŎ[ŀǳƎƘƭƛƴΧŀƴŘ LΩƳ ōŜƛƴƎ ŦŀŎŜǘƛƻǳǎΧƴƻǘ ōŜŎŀǳǎŜ 5ǊΦ 

Flint McLaughlin said we should do them, not because you had a committee meeting where you 

designed the page and the most influential person in the room said do it this way, but because you have 

a deeper, more fundamental understanding ƻŦ ǿƘŀǘΩǎ ƘŀǇǇŜƴƛƴƎ ƛƴ ǘƘŜ ƳƛƴŘ ƻŦ ȅƻǳǊ ŎǳǎǘƻƳŜǊΦ  ²ŜΩǊŜ 

ƎƻƛƴƎ ǘƻ ǘŀƭƪ ŀōƻǳǘ ǘƘŀǘ ƛƴ Ƨǳǎǘ ŀ ƳƻƳŜƴǘΣ ōǳǘ ƭŜǘΩǎ ƭƻƻƪ ŀǘ ǘƘŜ ǘǿƻ ǘǊŜŀǘƳŜƴǘǎ ǎƛŘŜ ōȅ ǎƛŘŜΦ  
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Experiment: Side-by-side 

 

 

Dr. Flint McGlaughlin: IŜǊŜΩǎ ǘƘŜ ǘǊŜŀǘƳŜƴǘǎ ōŜƘƛƴŘ ƳŜΣ with the control and the treatment.  And, with 

ǘƘŜǎŜ ǘǿƻΣ ȅƻǳ Ŏŀƴ ǎǘŀǊǘ ǘƻ ƛƳŀƎƛƴŜ ǘƘŜ ǇǎȅŎƘƻƭƻƎƛŎŀƭ ƛƳǇŀŎǘ ƻŦ ǘƘŜ ƭŀǘǘŜǊ ƻǾŜǊ ǘƘŜ ŦƻǊƳŜǊΦ  .ǳǘΣ ƭŜǘΩǎ 

ƭƻƻƪ ŀǘ ǘƘŜ ƳŀǊƎƛƴŀƭ ƛƳǇǊƻǾŜƳŜƴǘ ǿŜΩǊŜ ǘǊȅƛƴƎ ǘƻ ŀŎƘƛŜǾŜ ǿƛǘƘ ǘƘŜǎŜ ǎƛƎƴƛŦƛŎŀƴǘ ōǳǘ ǎƳŀƭƭ ŎƘŀƴƎŜǎΦ 

So, take us to the results.  
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Experiment: Results 

 

 

Dr. Flint McGlaughlin: ̧ ƻǳΩƭƭ ƴƻǘƛŎŜ ǘƘŀǘ ǘƘƛǎ ƴŜǿ ŎŀǊǘ ƛǎ ǇǊƻŘǳŎƛƴƎ ŀ мн҈ ƛƴŎǊŜŀǎŜ ƛƴ ǘƻǘŀƭ ǊŜǾŜƴǳŜΦ  

Now, think about that.  We often talk about 50% improvements in conversion and 64% improvements in 

conversion.  But when you think about your cart, yƻǳΩǊŜ ƭŀǘŜ ƛƴ ǘƘŜ ǇǊƻŎŜǎǎΦ  !ƴŘΣ ǿƘŜƴ ȅƻǳΩǊŜ ōǳƛƭŘƛƴƎ 

and designing experiments, you have to factor in the fact that an improvement here is connected so 

closely to the P&L that you experience a significant difference immediatelȅΦ  ¢ƘŀǘΩǎ мн҈ ƳƻǊŜ ǊŜǾŜƴǳŜ 

ƻŦŦ ǘƘŜ ǎŀƳŜ ǎǇŜƴŘΗ  {ŜŜΣ ǿŜ ǿƻǊƪ ǎƻ ƘŀǊŘ ǘƻ ƎŜǘ ǘƘŜǎŜ ǇŜƻǇƭŜ ƛƴǘƻ ŎŀǊǘΦ  [ŜǘΩǎ ƴƻǘ ƭƻǎŜ ǘƘŜƳ ƻƴŎŜ 

ǘƘŜȅΩǊŜ ǘƘŜǊŜΦ  bƻǿΣ ŀǎ ȅƻǳΩǊŜ ǘƘƛƴƪƛƴƎ ŀōƻǳǘ ǘƘŀǘΣ ƛǘ ǊŀƛǎŜǎ ǘƘŜ ǉǳŜǎǘƛƻƴΦ  [ŜǘΩǎ ǘŀƪŜ ǘƘŜ ƭŜŀǊƴƛƴƎΦ  [ŜǘΩǎ 

go deeper than the cŀǎŜ ǎǘǳŘȅ ŀƴŘ ŀǎƪ ƻǳǊǎŜƭǾŜǎ ǘƘŜ ǉǳŜǎǘƛƻƴ ǘƘŀǘΩƭƭ ƘŜƭǇ ǳǎ ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ ǘƻ Ǉƭŀƴ ŦƻǊ 

2012.  So, take me here.   

 

Dr. Flint McGlaughlin: Shopping carts are not just a utility.  They are the strategic means by which you 

maintain the full momentum generated uǇ ƛƴ ǘƘŜ ŎƻƴǾŜǊǎƛƻƴ ǇǊƻŎŜǎǎΦ  bƻǿΣ LΩƳ ǇƻƛƴǘƛƴƎ ǘƘŀǘ ƻǳǘ 

ōŜŎŀǳǎŜ L ǿŀƴǘ ǘƻ ŀǎƪ ȅƻǳ ŀ ǉǳŜǎǘƛƻƴΦ  [ŜǘΩǎ Ǝƻ ǘƻ ǘƘŜ ƴŜȄǘ ǎƭƛŘŜΦ 
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What do you optimize for in a shopping cart? 

 

Dr. Flint McGlaughlin: {ƻΣ ƘŜǊŜΩǎ ǘƘŜ ǉǳŜǎǘƛƻƴΦ  ²Ƙŀǘ Řƻ ȅƻǳ ƻǇǘƛƳƛȊŜ ŦƻǊ ƛƴ ŀ ǎƘƻǇǇƛng cart?  Is it the 

design?  Is it the metrics?  Is it revenue?  What is the basis?  What is the foundation?  Often, our 

optimization is built around a kind of social dynamic.  We doƴΩǘ ŜǾŜƴ ǊŜŎƻƎƴƛȊŜ ƛǘΦ  If we were to do 

action research, if we were to bring in the right cognitive psychologist and turn his or her talent or 

research inward on the marketer instead of on the customer, what we discover is that in many cases 

ǿŜΩƭƭ Ǝƻ ŦƛȄ ǎƻƳŜǘƘƛƴƎ ƭƛƪŜ ǘƘƛǎΦ  ²ƘŀǘΩǎ ǊŜŀƭƭȅ ŘƻƳƛƴŀǘƛƴƎ ǘƘŜ ǇǊƻŎŜǎǎ ƛǎ ǘƘŜ ǎƻŎƛŀƭ ŘȅƴŀƳƛŎΦ  LǘΩǎ ǘƘŜ ŦŀŎǘ 

ǘƘŀǘ ȅƻǳΩǊŜ ƛƴ ŀ ƎǊƻǳǇ ŀƴŘ ǘƘŀǘ ǇŜƻǇƭŜ ŀǊŜ ŎƻƳƳŜƴǘƛƴƎΣ ŀƴŘ ǘƘŀǘ ƛƴŦƭǳŜƴŎŜ ƛǎ ōŜƛƴƎ ŜȄŜǊǘŜŘ ōŀŎƪ ŀƴŘ 

forth, and that instead of your optimization process being founded or rooted in that science dynamic, 

ƛǘΩǎ ŀŎǘǳŀƭƭȅ ŀ ǎƻŎƛŀƭ ŘȅƴŀƳƛŎΦ  .ǳǘΣ ƭŜǘΩǎ Ǝƻ Ǉŀǎǘ ǘƘŀǘΦ 

If we were to apply science, we need to go beyond even the revenue.  We need to go beneath the 

ǊŜǾŜƴǳŜΦ  ²Ŝ ƴŜŜŘ ǘƻ ǘƘƛƴƪ ǳƴŘŜǊƴŜŀǘƘ ǘƘŀǘΣ ŀōƻǳǘ ǿƘŀǘΩǎ ƘŀǇǇŜƴƛƴƎ ƛƴ ǘƘŜ ƳƛƴŘ ƻŦ ǘƘŜ ǇŜǊǎƻƴ 

interacting with our offer.  The overall objective of a shopping cart is to maintain forward momentum. 
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Cognitive Momentum 

 

Dr. Flint McGlaughlin: ²Ŝ ƘŀǾŜ ǘƘŜƳ ƛƴ ǘƘŜ ŎŀǊǘ ōŜŎŀǳǎŜ ǿŜ ŀǎǎǳƳŜΣ ŀƴŘ ǘƘƛǎ ƛǎƴΩǘ ŀƭǿŀȅǎ ǘƘŜ ŎŀǎŜΣ ōǳǘ 

ƭŜǘΩǎ ŀǎǎǳƳŜΣ ōŜŎŀǳǎŜ ƛǘΩǎ ǘƘŜ ǊƛƎƘǘ ŀǎǎǳƳǇǘƛƻƴΣ ǘƘŀǘ ǘƘŜȅ ŀǊŜ ƛƴ ǘƘŜ ŎŀǊǘ ƛŦ ǿŜΩǾŜ ŘƻƴŜ ǘƘŜ Ǌest of the 

work right, on the frontǎƛŘŜΣ ōŜŎŀǳǎŜ ǘƘŜȅΩǊŜ ƳƻǾƛƴƎ ǘƻǿŀǊŘǎ ǘƘŜ ǇǳǊŎƘŀǎŜΦ  ²Ŝ Ƴŀȅ ƘŀǾŜ ǎǇŜƴǘ Ϸмлл ǘƻ 

ƎŜǘ ǘƘŜƳ ƛƴ ǘƘŜ ŎŀǊǘΦ  LŦ ǿŜ ƭƻǎŜ ǘƘŜƳ ƻƴŎŜ ǘƘŜȅΩǊŜ ƛƴ ǘƘŜ ŎŀǊǘΣ ǘƘƛǎ ƛǎ ǇŀǊǘƛŎǳƭŀǊƭȅ ŎƻǎǘƭȅΦ  Lǘ ƘǳǊǘǎ ǘƘŜ t&L.  

What you need to recognize, and if you look at this diagram you can start to understand that there is a 

ƪƛƴŘ ƻŦ ŎƻƎƴƛǘƛǾŜ ƳƻƳŜƴǘǳƳ ǘƘŀǘΩǎ ǘŀƪƛƴƎ ǇƭŀŎŜ ŀǎ ǘƘŜȅ ƳƻǾŜ ǘƘǊƻǳƎƘ ǘƘŜ ǇǊƻŎŜǎǎΦ  !ƴŘΣ ȅƻǳΩƭƭ see that 

it peaks at the product page.  It peaks where they make that decision.  And, the goal on the first page is 

to engage the visitor, to lead them, to help them understand the value proposition. 

!ƴŘΣ ǘƘŜƴ ǘƘŜ ƴŜȄǘ ƎƻŀƭΣ ŀƴŘ ǘƘƛǎ ƛǎ ǿƘŜǊŜ ƛǘΩǎ ŎƭƛƳŀȄƛƴƎΣ ƛǎ ǘƻ ŀŎƘƛŜǾŜ ŀ ƪƛƴŘ ƻŦ ŎƻƴǾŜǊǎƛƻƴ ŎƻƳƳƛǘƳŜƴǘΣ 

a άyes,έ what we call the άultimate yes.έ bƻǿΣ ȅƻǳΩǊŜ ƴƻǘ ŀǘ ǘƘŜ ǳƭǘƛƳŀǘŜ ȅŜǎΦ  {ŜŜΣ ŀƭƭ ƻŦ ƳŀǊƪŜǘƛƴƎ ƛǎ 

about enforcing a decision and each decision requires them to say yes, and you need a chain, an 

ǳƴōǊƻƪŜƴ ŎƘŀƛƴ ƻŦ ȅŜǎΩǎ ǘƻ ŀŎƘƛŜǾŜ ŀƴ ǳƭǘƛƳŀǘŜ ȅŜǎΣ ǘƘŜ ǇǳǊŎƘŀǎe.  It only takes one άnoέ to arrest the 

ŜƴǘƛǊŜ ǇǊƻŎŜǎǎΦ  ²ƘŀǘΩǎ ƘŀǇǇŜƴƛƴƎ ƘŜǊŜ ƛǎ ǿŜΩǾŜ Ǝƻǘ ŀ ȅŜǎΣ ȅŜǎΣ ȅŜǎΣ ȅŜǎΣ ŀƴŘ ŀ ƳŀƧƻǊ ȅŜǎ ŀǘ ǘƘŜ ōŜƎƛƴƴƛƴƎ 

ƻŦ ǘƘŜ ŎŀǊǘ ǇǊƻŎŜǎǎŜǎΣ ōǳǘ ǘƘŜ ȅŜǎΩǎ ŀǊŜ ƴƻǘ ƻǾŜǊΦ  ¢ƘŜȅ ƘŀǾŜ ǘƻ ǎŀȅ ȅŜǎ ǘƻ ŜƴǘŜǊƛƴƎ ǘƘŀǘ ƛƴŦƻǊƳŀǘƛƻƴΦ  

They have to say yes to submitting their credit card.  They have to say yes all the way through the 

confirmation page.   

And, if for some reason we stop evading the (Inaudible) of the value proposition earlier in the process, 

ōŜŦƻǊŜ ǿŜΩǾŜ Ǝƻǘ ǘƘŜ ǳƭǘƛƳŀǘŜ ȅŜǎ ŦǊƻƳ ǘƘŜƳΣ ǿŜ ƭƻǎŜ ǘƘŜ ŎƻƎƴƛǘƛǾŜ ƳƻƳŜƴǘǳƳ ƛƴ ǘƘŜ ŎŀǊǘ ŀƴŘ ǿŜΩƭƭ ƭƻǎŜ 

ǘƘŜ ƻǇǇƻǊǘǳƴƛǘȅΦ  {ƻΣ ǘƘŜ ƭŜǎǎƻƴ ƘŜǊŜ ƛǎ ǘƻ ƳŀƪŜ ŎŜǊǘŀƛƴ ǘƘŀǘ ǿŜΩǊŜ ƳŀƛƴǘŀƛƴƛƴƎ ŎƻƎƴƛǘƛǾŜ ƳƻƳŜƴǘǳƳ 

throughout the process, and there are three, three chief impediments that keep us from being able to 

actually achieve that.   
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Dr. Flint McGlaughlin: ¢ƘŜ ŦƛǊǎǘ ƛǎ ŀǎǎǳƳŜŘ ǾŀƭǳŜΦ  LǘΩǎ ŀ ƎǊŀǾŜ ƳƛǎǘŀƪŜΦ  LǘΩǎ ōŜƭƛŜǾƛƴƎ ǘƘŀǘ ǿŜ ǇǊŜǎŜƴǘŜŘ 

ŜƴƻǳƎƘ ǾŀƭǳŜ ƛƴ ǘƘŜ ŜŀǊƭƛŜǊ ǇŀǊǘ ƻŦ ǘƘŜ ǇǊƻŎŜǎǎ ǘƘŀǘ ǘƘŜȅΩǊŜ ŀǳǘƻƳŀǘƛŎŀƭƭȅ ƎƻƛƴƎ ǘƻ ǎŀȅ ȅŜǎ ǘƻ ŜǾŜǊȅ ƻǘƘŜǊ 

aǎƪΦ  ¢Ƙŀǘ Ŏƻǎǘǎ ǳǎ ŜǾŜǊȅ ǎƛƴƎƭŜ ŘŀȅΦ  !ǎ ƳŀǊƪŜǘŜǊǎΣ ǿŜ ƴŜŜŘ ǘƻ ǊŜŀƭƛȊŜ ǘƘŀǘ ǘƻŘŀȅΣ ƛƴ ŦŀŎǘ ǿƘƛƭŜ ȅƻǳΩǊŜ ƻƴ 

this clinic, your company is leaking revenue.  In fact, billions of dollars are leaking in our systems because 

ǘƘŜȅΩǊŜ ƴƻǘ ǎŜƭŦ-optimizing and becausŜ ǿŜ ƘŀǾŜƴΩǘ ƭŜŀǊƴŜŘ Ƙƻǿ ǘƻ ƪŜŜǇ ǘƘƛǎ ŎƻƎƴƛǘƛǾŜ ƳƻƳŜƴǘǳƳ 

ǘŀƪƛƴƎ ǇƭŀŎŜ ŀƭƭ ǘƘŜ ǿŀȅ ǘƘǊƻǳƎƘ ǘƘŜ ǇǊƻŎŜǎǎΦ  ²Ŝ ŎŀƴΩǘ ŜǾŜƴ ŘŜŦƛƴŜ ƻǳǊ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴΣ ƳǳŎƘ ƭŜǎǎ 

ƳŜǎǎŀƎŜ ƛǘ ŎƻǊǊŜŎǘƭȅΦ  !ƴŘΣ ǘƘŜƴ ƻƴŎŜ ǿŜ ŘƻΣ ǿŜ ƘŀǾŜƴΩǘ ŀ ŎƭǳŜ ŀōƻǳǘ Ƙƻǿ ǘƻ ƛƴǘŜƎǊŀǘŜ ƛǘ ŀƭƭ ǘƘŜ ǿay to 

ǘƘŜ ƻǘƘŜǊ ǎǘŜǇΣ ōǳǘ ǘƘŀǘΩǎ ƪŜȅΦ 

bƻǿΣ ǘƘŀǘΩǎ ƻƴŜ ƛǎǎǳŜ ǘƘŀǘ ǎǘƻǇǎ ǳǎΣ ŀǎǎǳƳŜŘ ǾŀƭǳŜΣ ǘƘƛƴƪƛƴƎ ǘƘŀǘ ǿŜΩǾŜ ǎŀƛŘ ŜƴƻǳƎƘ ŀōƻǳǘ ƻǳǊ ǾŀƭǳŜ 

early on.  But, if youΩƭƭ remember the first experiment we looked at, with NetSuite, we got a 97% 

increase on the lead generation form, 97% more completions in the third step of the process.  Why?  

Because, on that form we embedded the value proposition yet again, giving them enough upwards force 

to get them through the funnel.   

[ŜǘΩǎ ƭƻƻƪ ŀǘ ǘƘŜ ǎŜŎƻƴŘΣ ǿƘƛŎƘ ƛǎ ǳƴŀŘŘǊŜssed anxiety.  This is not recognizing that throughout this 

process there is anxiety laden at those key points.  You control the chronology of the thought sequence 

with the geography of the page.  And, you have to think of this as a linear journey.  And, aǎ ǘƘŜȅΩǊŜ 

moving through your cart, there are various places, various junctures where anxiety is intensifying.  

What you have to do is help them say yes.  And, to do that, you have to alleviate anxiety.  You have to 

over-ŎƻǊǊŜŎǘ ƛǘΦ  ²ŜΩǾŜ ǘŀǳƎƘǘ ŀōƻǳǘ ǘƘŀt.  There are other clinics where you can learn about this.  Let 

me take you to another resource from this year.  The link you see on the screen behind me will take you 

ǘƻ ƻǊƛƎƛƴŀƭ ǊŜǎŜŀǊŎƘ ǿƘŜǊŜΣ ŀƎŀƛƴΣ ȅƻǳ Ŏŀƴ ƭŜŀǊƴ ŀōƻǳǘ ŎŀǊǘǎ ŀƴŘ ȅƻǳ Ŏŀƴ ǘŀƪŜ ǿƘŀǘ LΩǾŜ talked about in a 

just a few minutes and study it in depth. 

Read more at MarketingExperiments.com/ShoppingCarts 

http://marketingexperiments.com/ShoppingCarts
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TACTIC #3: Never underestimate the power of a value-based headline 

 

Dr. Flint McGlaughlin: This brings us to the next point.  This is the next tactic.  Before I go any further, 

LΩƳ ǎǘŀƴŘƛƴƎ ƛƴ ǘƘŜ ǎǘǳŘƛƻ ŀƴŘ ƛǘΩǎ ƴŜǿΦ  LΩǾŜ Ǝƻǘ ǘƘƛǎ ƎǊŜŜƴ ǊƻƻƳ ŀƴŘ ƛǘΩǎ ǎƻ ƎǊŜŜƴ L ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƻ 

ŘƻΦ  LǘΩǎ ƭƛƪŜ L ŎŀƴΩǘ ǘŜƭƭ ǿƘŜǊŜ ǘƘŜ ǿŀƭƭǎ ŀƴŘ ǘƘŜ floor are.  And, I have people staring at me through the 

ǿƛƴŘƻǿΦ  LǘΩǎ ƭƛƪŜ LΩƳ ƛƴ ŀ ŦƛǎƘ ōƻǿƭΦ  !ƴŘΣ LΩƳ ǘǊŀǇǇŜŘ ƛƴ ƘŜǊŜ ǿƛǘƘ tŀǳƭ ŀƴŘ LΩƳ ƴƻǘ ǎǳǊŜ ƛŦ tŀǳƭ ǊŜŀƭƭȅ 

ƭƛƪŜǎ ƳŜΣ ōǳǘ L ŦŜŜƭ ŀ ōƛǘ ŎƭŀǳǎǘǊƻǇƘƻōƛŎΦ  IŜΩǎ ōŜŜƴ ǘƘǊƻǿƛƴƎ ǘƘƛƴƎǎ ŀǘ ƳŜ ŀǎ LΩƳ ǘŀƭƪƛƴƎΦ  And, Jon Powell 

ƛǎ ǎǘŀƴŘƛƴƎ ōȅ ŀƴŘ ǿŜΩǊŜ ǘǊȅƛƴƎ ǊŜŀƭƭȅ ƘŀǊŘ ǘƻ ŘŜƭƛǾŜǊ ǾŀƭǳŜΦ  ²Ŝ ƪƴƻǿ ǘƘŀǘ ȅƻǳǊ ǘƛƳŜ ƛǎ ǇǊŜŎƛƻǳǎ ŀƴŘ ǿŜ 

also are excitedΧǿŜ ǎǇŜƴǘ ŀ ȅŜŀǊΦ  ²ŜΩǾŜ ǎǇŜƴǘ нлΣллл ƘƻǳǊǎ ǘǊȅƛƴƎ ǘƻ ƭŜŀǊƴ ƳƻǊŜ ŀƴŘ ŎƻƳƳǳƴƛŎŀǘŜ ƛǘ 

to you.  Can you give me quick feedback before I go any further?  Is this working?  Is this helping you?  

!ƴŘΣ ƛŦ ȅƻǳ ƳƛǎǎŜŘ ǘƘŜ ƭƛƴƪΣ ŀǎƪ ǳǎ ŀƴŘ ǿŜΩƭƭ Řƻ ƻǳǊ ōŜǎǘΦ  LΩƳ ǎŜŜƛƴƎ ǎƻƳŜ ƻŦ ȅƻǳǊ ŎƻƳƳŜƴǘǎ ŎƻƳƛƴƎ ƛƴ 

ǊƛƎƘǘ ƴƻǿΦ  LΩƳ ǊŜŀŘƛƴƎ ǘƘŜƳ ōŜŎŀǳǎŜ L ǿŀƴǘ ǘƻΧLΩƳ ǘǊȅƛƴƎ ǘƻ ǎŜƭŦ-optimize and mŀƪŜ ǎǳǊŜ LΩƳ ƴƻǘ ƎƻƛƴƎ 

ǘƻƻ ŦŀǎǘΣ ǘƻƻ ǎƭƻǿΣ ǘƘŀǘ ȅƻǳΩǊŜ ƎŜǘǘƛƴƎ ŜǾŜǊȅǘƘƛƴƎ ȅƻǳ ƴŜŜŘΦ  L ǿŀǘŎƘŜŘ ȅƻǳǊ ƛƴǇǳǘ ŀƴŘ LΩƭƭ ǉǳƛŎƪƭȅ ǎƘƛŦǘ 

over and move to this next point. 

Tactic three, never underestimate the power of a value-based headline.  I learned something in this 

ŜȄǇŜǊƛƳŜƴǘΦ  LǘΩǎ ǊŜŀƭƭȅ ƛƴǘŜǊŜǎǘƛƴƎΦ  LǘΩǎ ƎƻƛƴƎ ǘƻ ǎǘŀǊǘ ƻǳǘ ǎƻǳƴŘƛƴƎ ǾŜǊȅΣ άhƘΣ ƻŦ ŎƻǳǊǎŜΦ  ¸ŜŀƘΣ ǘƘŀǘΩǎ 

ōŜǘǘŜǊΦ  ¸ƻǳ ǊŜŘǳŎŜŘ ŦǊƛŎǘƛƻƴΦέ  .ǳǘΣ ŘƻƴΩǘ ǎŜƭƭ ƛǘ ǎƘƻǊǘΦ  LǘΩǎ ǿƘŀǘ ǿŜ ƭŜŀǊƴŜŘ ŀŦǘŜǊ ǘƘŀǘ ǘƘŀǘΩǎ ƛƴǘŜǊŜǎǘƛƴƎΦ  

Let me begin by giving the background.   

 

Dr. Flint McGlaughlin: You can see behind me this is another case study, test protocol 1111, and the 

goal is to increase qualified survey panelist registrations.  And, the bottom line is which process, which 

path will produce the highest lift?  {ƻΣ ƭŜǘΩǎ ƭƻƻƪ ŀǘ ǘƘŜ ǘǊŜŀǘƳŜƴǘΣ ƻǊ ǘƘŜ ŎƻƴǘǊƻƭΦ   
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Experiment Control: 

 

 

Dr. Flint McGlaughlIn: ¢ƘŜ ǇŀƎŜ ȅƻǳ ǎŜŜ ƴƻǿ ƛǎ ǘƘŜ ŜȄǇŜǊƛƳŜƴǘŀƭ ŎƻƴǘǊƻƭΦ  ¸ƻǳΩƭƭ ǎŜŜ ŀ ƭƻǘ ƻŦ ōƭǳŜ ōƻȄŜǎΦ  

The boxes are our attempt to anonymize the control.  You see behind me, with, you know, the basic 

ŦƭƻǿΦ  5ƻƴΩǘ ǿƻǊǊȅ ŀōƻǳǘ ǘƘŜ ōƭǳŜ ōƻȄŜǎΣ ōǳǘ ƎŜǘ ŀ ǎŜƴǎŜ ŀƴŘ ǘƘƛƴƪ ŀōƻǳǘ ǘƘƛǎ ǇŀƎŜ ŀƴŘ ŀǎƪ ȅƻǳǊǎŜƭŦ Ƙƻǿ 

ŜŦŦŜŎǘƛǾŜ ƛǘ ƳƛƎƘǘ ōŜΦ  ²ƘƛƭŜ ȅƻǳΩǊŜ ƭƻƻƪƛƴƎ ŀǘ ǘƘŀǘΧōȅ ǘƘŜ ǿŀȅΣ L ǎŜŜ ŀ ŎƘŀǘ ǘƘŀǘ ŎŀƳŜ ƛƴ Ŧrom Scott.  It 

ǎŀȅǎΣ άhǳŎƘΗέ  {ŎƻǘǘΣ ȅƻǳΩǊŜ ǊƛƎƘǘΦ  {ŎƻǘǘΣ ǘŜƭƭ ƳŜ ǿƘŀǘΩǎ ǿǊƻƴƎ ǿƛǘƘ ǘƘƛǎ ǇŀƎŜΦ  Lƴ ŦŀŎǘΣ ŀƴȅ ƻŦ ȅƻǳ ƻƴ ǘƘŜ 

ŎƘŀǘ ǊƛƎƘǘ ƴƻǿΣ ǘŜƭƭ ǳǎ Ƙƻǿ ȅƻǳΩŘ ŦƛȄ ǘƘƛǎ ǇŀƎŜΦ  DƛǾŜ ǳǎ ǎƻƳŜ ǉǳƛŎƪ ƛƴǇǳǘΦ  άbƻ ƘŜŀŘƭƛƴŜΦέ  5ŀǾƛŘΣ ȅƻǳΩǊŜ 

absolutŜƭȅ ǊƛƎƘǘΗ  ¢ƘŀǘΩǎ coming up.  You nailed it.  aƛŎƘŜŀƭΣ ά¢ƘŜ ƭƻƴƎ ŦƻǊƳΦέ  ¸ŜǎΣ ƛǘ ƛǎ ƭƻƴƎΦ  !ǎ ȅƻǳ Ŏŀƴ 

ǘŜƭƭΣ ǿŜΩǊŜ ƭƻƻƪƛƴƎ ƻƴƭȅ ŀǘ ǘƘŜ ǘƻǇ ƻŦ ǘƘŜ ǇŀƎŜ ƛƴ ǘƘŜ ōƛƎ ƎǊŀǇƘƛŎ ŀƴŘ ǘƘŜ ƭƻƴƎ ǇƛŜŎŜ ƘŜǊŜ ƘŜƭǇǎ ǳǎ 

ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ ƛǘΩǎΧƘƻǿ ƭƻƴƎ ƛǘ ǊŜŀƭƭȅ ƛǎΣ ŀǎ ǿŜΩǊŜ ƳƻǾƛƴƎ ǘƘǊƻǳƎƘΦ  Lƴ ŦŀŎǘΧōǳǘΣ tŀǳƭΣ are you directing 

these [slides]? 

Paul:  I am. 

Dr. Flint McLaughlin:  hƪŀȅΣ ǎƻ Ƨǳǎǘ ƳƻǾŜ ǳǎ ǊƛƎƘǘΧȅŜŀƘΣ ƭŜǘ them kind of see.  He might go up and down 

ŀ ŎƻǳǇƭŜ ƻŦ ǘƛƳŜǎΣ ōǳǘ ƘŜƭǇ ƘƛƳ ƎŜǘ ŀ ǎŜƴǎŜ ƻŦ ǘƘŜ ƭŜƴƎǘƘ ƻŦ ǘƘƛǎΣ ŀƴŘ LΩƳ ƭƛǎǘŜƴƛƴƎ ǘƻ you.  
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Dr. Flint McGlaughlin: Phillip ǎŀȅǎΣ άLǘΩǎ ǳƎƭȅΦέ  {ƻƳŜƻƴŜ ǎŀȅǎΣ ά¢ƘŜ ŦƭƻƻǊ ƻŦ ǘƘŜ ǇŀƎŜ ƛǎ ŘƛǎƧƻƛƴǘŜŘΦέ  

aŀǎǘŜǊ Ƙŀǎ ŦƻǳǊ ǘƻ ǎƛȄ ǎǘŜǇǎΦ  ¢ƘŀǘΩǎ ǿƘŀǘ ǿŜ ƴŜŜŘΦ  !ƴŘΣ ǎƻƳŜƻƴŜ ǎŀȅǎΣ άLǘΩǎ Ƨǳǎǘ ǇƻƻǊ ƻǾŜǊŀƭƭ ŘŜǎƛƎƴΦέ  

!ƴŘΣ aŀǘǘ ǎŀȅǎΣ ά.ǳȅ ƳŜ ŘƛƴƴŜǊ ōŜŦƻǊŜ ǘŀƪƛƴƎ ƳŜ ǘƻ ōŜŘΦέ  aŀǘǘΣ L ŘƻƴΩǘ ƪƴƻǿ ǿƘƻΩŘ ǿŀƴǘ ǘƻ Ǝƻ ǘƻ ōŜŘ 

ǿƛǘƘ ȅƻǳΦ  L ŘƻƴΩǘ ƪƴƻǿ ŀōƻǳǘ ǘƘŜ ŘƛƴƴŜǊ ǇŀǊǘΦ  .ǳǘΣ ƘŜȅΣ ȅƻǳΩǾŜ ōŜŜƴ ƛƴ ƻǘƘŜǊ ŎƭƛƴƛŎǎ ŀƴŘ ȅƻǳΩǊŜ ǊƛƎƘǘΦ  

¢ƘŀǘΧL ǘƘƛƴƪ ǘƘŀǘΩǎ aŀǘǘΩǎ ǿŀȅ ƻŦ ǊŜƳƛƴŘƛƴƎ ǳǎ ǘƘŀǘ ƛƴ ŜŦŦŜŎǘ ǿŜΩǊŜ ŀǎƪƛƴƎ ŦƻǊ too much too soon, and 

ǘƘŀǘΩǎ ŀ ŎǊƛǘƛŎŀƭ ǇǊƻŎŜǎǎ ƛƴ ǳƴŘŜǊǎǘŀƴŘƛƴƎΧŀƴŘ ǘƘŀǘΩǎ ŀ ŎǊƛǘƛŎŀƭ ǇǊƛƴŎƛǇƭŜ ƛƴ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ǘƘŜ ǘƘƻǳƎƘǘ 

sequence as it unfolds. 



 

 Increase Conversion in 2012 

27                                Copyright © 2011 MarketingExperiments. All rights reserved.              

 

Dr. Flint McGlaughlin: {ƻΣ ƭŜǘΩǎ ǘƘƛƴƪ ŀōƻǳǘ ƛǘ ƴƻǿ ŀǎ ǿŜ ƎŜǘΧŀǎ ŀƴŀƭȅǎǘǎΦ  ²Ŝ ŀǇǇƭƛŜŘ ǘƘŜ ŎƻƴǾŜǊǎƛƻƴ 

hŜǳǊƛǎǘƛŎΣ ǘƘŜ ŎƻƴǾŜǊǎƛƻƴ ǎŜǉǳŜƴŎŜ ǘƘŀǘ ȅƻǳΩǾŜ ƘŜŀǊŘ ŀōƻǳǘ ƻǾŜǊ ŀƴŘ ƻǾŜǊ ŀƎŀƛƴ ǘƘŜǎŜ ȅŜŀǊǎΣ / Ґ пƳ Ҍ оǾ 

+ 2(i ς f) - нŀΦ  ²Ŝ ŀƴŀƭȅȊŜŘ ǘƘŜ ǇǊƻōƭŜƳΣ ǇǎȅŎƘƻƭƻƎȅ ǇǊƻŎŜǎǎΦ  ²Ŝ ŘŜŎƛŘŜŘ ǘƻ ǊŜŘǳŎŜ ŦǊƛŎǘƛƻƴΦ  ¢ƘŀǘΩǎ ŀ 

negative inhibitor.  And, we decided to increase the value proposition, which is essentially getting the 

perceived value crystal clear.  We needed four elements.  We needed clarity.  We needed credibility.  

We need appeal and exclusivity in the way we express the value proposition.  Every value proposition 

must have an only factor. 
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Experiment Treatment: 

 

 

Dr. Flint McGlaughlin: [ŜǘΩǎ ǘƘŜƴ Ǝƻ ŀ ǎǘŜǇ ŦǳǊǘƘŜǊ ƘŜǊŜ ŀƴŘ ǘŀƪŜ ŀ ƭƻƻƪ ŀǘ ǘƘŜ ŀŎǘǳŀƭ ŎƻǊǊŜŎǘƛƻƴ ŀ ōƛǘ 

more.  The first thing you see is the headline.  Now, this new headline was added to clarify the value 

ǇǊƻǇƻǎƛǘƛƻƴΦ  Lǎ ƛǘ ŀ ƎƻƻŘ ƻƴŜΚ  bƻΦ  bƻΦ  Lƴ ŦŀŎǘΣ ǘƘŜǊŜΩǎ ŀ ƘŜŀŘƭƛƴŜ ǘest coming up.  But ǿŜ ŀƎǊŜŜΣ ƛǘΩǎ ǎǘƛƭƭ 

a headline.  Keep going, Paul.  Take us to the next slide. 
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Dr. Flint McGlaughlin: So, I am looking at a series of treatments.  These are headlines 2 through 10, 

testing against the control.  And, so take a look at ǘƘŜǎŜΦ  !ƴŘΣ ōȅ ǘƘŜ ǿŀȅΣ LΩƳ ōŜƛƴƎ ǘƻƭŘ ǘƘǊƻǳƎƘ ǘƘŜ 

window that I have to keep moving sideways in the studio.  Austin keepsΧƛǘ ƭƻƻƪǎ ƭƛƪŜ ƘŜΩǎ ŘƻƛƴƎ ŀ Ƙǳƭŀ 

ŘŀƴŎŜ ƻǳǘǎƛŘŜ ǘƘŜ ǿƛƴŘƻǿΦ  ¢ƘŜȅ ǿŀƴǘ ƳŜ ŦǳǊǘƘŜǊΣ ōǳǘ L ŎŀƴΩǘ ǎŜŜ Ƴȅ ƴƻǘŜǎ ŦǊƻƳ ƻǾŜǊ ƘŜǊŜΣ ƎŜƴǘƭŜƳŜƴ.  

Anyway, take a look at the headlines because we learned something really remarkable about this.   So, in 

a sense, we reduced friction in the headline.  Take us on, Paul. 

 

 

Dr. Flint McGlaughlin: As we did that, you can see that we moved the form fields from 24 to 15.  Now, I 

just want to stop there.  I remember working on a project with the New York Times seven years ago, 

ǿƘŜǊŜ ƛǘ ǘƻƻƪ му ǇŀƎŜǎ ǘƻ ǎƛƎƴ ǳǇΦ  9ƛƎƘǘŜŜƴ ǇŀƎŜǎΗ  Lƴ ǘƘŜ ŜŀǊƭȅ ȅŜŀǊǎΣ ǿŜ ǿŜǊŜƴΩǘ ŜǾŜƴ ŎƻƎƴƛȊŀƴǘ ƻŦ ǘƘŜ 

fact that all of those extrŀ ǎǘŜǇǎ ŎŀǳǎŜŘ ǘǊƻǳōƭŜΦ  !ƴŘΣ ȅŜǘ ǘƻŘŀȅΣ Ƴŀƴȅ ŎƻƳǇŀƴƛŜǎ ǎǘƛƭƭ ŘƻƴΩǘ ƎŜǘ ƛǘΦ  L ǿŀǎ 

on the phone today with ŀ ƳŀƧƻǊ ǇǳōƭƛǎƘŜǊΣ ƻƴŜ ƻŦ ǘƘŜ ƭŀǊƎŜǎǘ ǇǳōƭƛǎƘŜǊǎ ƛƴ ǘƘŜ ǿƻǊƭŘΦ  LΩƳ ƭƻƻƪƛƴƎ ŀǘ ŀ 

ǇǊƻŎŜǎǎ ǘƘŀǘΩǎ ǎƻ ŎƻƴǾƻƭǳǘŜŘ L ŘƻƴΩǘ ŜǾŜƴ ǳƴŘŜǊǎǘŀƴŘ ƛǘΦ  !ƴŘΣ L ƘŀǾe someone say to me on the phone, 

ŦǊƻƳ ǘƘŜ ƻǘƘŜǊ ǎƛŘŜΣ ŀƴŘ ǘƘŜȅΩǊŜ ƎǊŜŀǘ ǇŜƻǇƭŜΦ  ¢ƘŜȅΩǊŜ ǘǊȅƛƴƎ ǘƻ ƛƳǇǊƻǾŜ ǘƘƛǎΦ  ¢ƘŜǎŜ ŀǊŜ ƳŀǊƪŜǘŜǊǎ 

ǘǊȅƛƴƎ ǘƻ ŦƛȄ ŀ ǇǊƻōƭŜƳ ǘƘŀǘΩǎ ōŜŜƴ ŎǊŜŀǘŜŘ ǊŜŀƭƭȅ ǿƛǘƘ ŀ ŘŜǾŜƭƻǇƳŜƴǘ-based approach to marketing.  

Technology is a function of marketing.  Think about that.  We could talk about it in a different clinic.  But, 

ǘƘŜȅ ŘƛŘƴΩǘ ƘŀǾŜ ǘƘŀǘ ǇǊƻōƭŜƳΦ  aŀǊƪŜǘƛƴƎ ƛǎ ǎŜǊǾƛƴƎ ǘŜŎƘƴƻƭƻƎȅΦ  !ƴŘΣ ƛƴ ǘƘƛǎ ŎŀǎŜΣ ǘƘŜȅ ǎŀƛŘ ǘƘŜȅ ƘŀǾŜ 

people who actually part way through the process are asking for refunds and their money back, and 

ǎŀȅƛƴƎ ǘƘŜȅΩǊŜ ƭƻǎǘ ŀƴŘ ǘƘŜȅ ŘƻƴΩǘ ǳƴŘŜǊǎǘŀƴŘΦ  ¢ƘŜȅΩǊŜ ōŜƛƴƎ ƻǾŜǊǿƘŜƭƳŜŘ ǿƛǘƘ friction.  Most of the 

time, they have realized that the number of form fields should be reduced.  When we first started 

talking about this, ǇŜƻǇƭŜ ǿŜǊŜ ǎǳǊǇǊƛǎŜŘΦ  ¢ƻŘŀȅΣ ƛǘΩǎ ŎƻƳƳƻƴΦ  .ǳǘΣ ǿƘŀǘΩǎ interesting about this 

ŜȄǇŜǊƛƳŜƴǘ ƎƻŜǎ Ǉŀǎǘ ƻǳǊ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ŦǊƛŎǘƛƻƴΦ  [ŜǘΩǎ ƳƻǾŜ ƻƴ ǉǳƛŎƪƭȅΦ 
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Experiment Side-by-side: 

 

Dr. Flint McGlaughlin: {ƻΣ ƛŦ ȅƻǳΩǊŜ ƭƻƻƪƛƴƎ ŀǘ ǘƘŜ ƴŜȄǘ ǎƭƛŘŜΣ ȅƻǳΩƭƭ ǎee the control and the treatment.  

¸ƻǳΩƭƭ ǎŜŜ ǘƘŜ ǘǊŜŀǘƳŜƴǘ ƛǎ ǎƘƻǊǘŜǊ ŀƴŘ ǘƘŜǊŜ ƛǎ ŀ ƘŜŀŘƭƛƴŜ ƛƴǾƻƭǾŜŘΦ  [ŜǘΩǎ ǉǳƛŎƪƭȅ Ǝƻ ǘƻ ǘƘŜ ǊŜǎǳƭǘǎΦ  
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Experiment Results: 

 

Dr. Flint McGlaughlin: tǊŜŘƛŎŀǘƛǾŜƭȅΣ L ŘƻƴΩǘ ǘƘƛƴƪ ƛǘΩǎ ŀ ǎƘƻŎƪΣ ǿŜ ǎŜŜ ŀ мл҈ ƛƴŎǊŜŀse in registrations.  

bƻǿΣ ǿŜ Ŏŀƴ ǘŀƭƪ ŀōƻǳǘ Ƙƻǿ ǘƻ ƛƳǇǊƻǾŜ ǘƘŀǘ ƳƻǊŜ ŀƴŘ Ƙƻǿ ǿŜ ƛƳǇǊƻǾŜŘ ƛǘ ƳƻǊŜΣ ōǳǘ ƛǘΩǎ ǊŜŀƭƭȅΧǘƘƛǎ ƛǎ 

not a session about bragging, about how big our lists ŀǊŜΦ  Lǘ ŘƻŜǎƴΩǘ Řƻ ŀƴȅ ƎƻƻŘ ƛŦ ȅƻǳ ŎƻƳŜ ƻǳǘ 

thinking the scientists at MarketingExperiments are so clever.  You need to come away from this time on 

the phone and on the net together with ideas that you could take back and apply immediately into your 

own situation, into your own context.  We want you to get results.  So, think with us a bit deeper, 

ōŜŎŀǳǎŜ ƘŜǊŜΩǎ ǿƘŀǘΩǎ ƛƴǘǊƛƎǳƛƴƎΧ   
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Dr. Flint McGlaughlin: As we started studying the results, we were surprised to see some of the 

treatments perform significantly better than others.  This revealed that the distance in conversion came, 

not necessarily from the form field reduction, but from a change in the headline. 

{ƻΣ ŦƛǊǎǘ ǿŜ ŀŘŘ ŀ ƴƻ ƘŜŀŘƭƛƴŜ ǾŜǊǎƛƻƴΣ ŀƴŘ ǿŜ ǎŀǿ ǘƘŀǘΦ  ¢ƘŜƴΣ ȅƻǳΩǾŜ Ǝƻǘ ŀƴ ƛƴƛǘƛŀƭ ƘŜŀŘƭƛƴŜΣ ŀƴŘ ǘƘŜƴ ŀ 

series of headlines.  Look on the right-hand side and notice the difference in conversion rate by the 

ƘŜŀŘƭƛƴŜ ŀƭƻƴŜΦ  ¢Ƙƛǎ ƛǎ Ƨǳǎǘ ŦǊƻƳ ǘƘŜ ƘŜŀŘƭƛƴŜ ŀƴŘ ǘƘŜǊŜΩǎ ŀ ǎǿŜŜǇƛƴƎ ŘƛŦŦŜǊŜƴŎŜΦ  Lǘ ǊŀƴƎŜǎ ŦǊƻƳ ŀ ƭƻǿ ƻŦ 

нΦфр҈ ǘƻ ŀ ƘƛƎƘ ƻŦ млΦпп҈Σ ǿƘƛŎƘ ƛǎ ǊŜƳŀǊƪŀōƭŜΗ  ²ƘŀǘΩǎ ƎƻƛƴƎ ƻƴ ƘŜǊŜΚ  [ŜǘΩǎ ƭƻƻƪ ŀ ƭƛǘǘƭŜ ōƛǘ ŘŜŜǇŜǊΦ 

 

Dr. Flint McGlaughlin: What we discovered was that there is a pattern in those headlines that had the 

highest response.  Audience, study this.  Talk to me.  Marketers, tell me what you think about these 

ƘŜŀŘƭƛƴŜǎΣ ƻǊ ǊŜŀŘ ǘƘŜƳ ŀƴŘ ƭŜǘΩǎ ƎǳŜǎǎ ǿƘƛŎƘ ƻƴŜ Řƻ ȅƻǳ ǘƘƛƴƪ ǇǊƻŘǳŎŜŘ ǘƘŜ ƘƛƎƘŜǎǘ ƭƛŦǘΦ  LΩƳ ƎƻƛƴƎ ǘƻ 

watch your ǾƻǘŜǎΦ  {ƻΣ LΩƳ ƎƻƛƴƎ ǘƻ ǿŀƭƪ ƻǾŜǊΣ ƻŦŦ Ƴȅ ƳŀǊƪŜǊ ǘƘŀǘ LΩƳ ǎǳǇǇƻǎŜŘ ǘƻ ǎǘŀƴŘ ƻƴΦ  LΩƳ 

ǘƘǳƳōƛƴƎ Ƴȅ ƴƻǎŜ ŀǘ ǘƘŜ ǇǊƻŘǳŎǘƛƻƴ ǘŜŀƳΣ ǿƘŜƴ ǘƘŀǘΩǎ ǘƘŜ ǿŀȅ L Ŏŀƴ ǊŜŀŘ ȅƻǳǊ ǊŜǎǇƻƴǎŜǎΦ  !ƴŘΣ WŜŦŦ 

ǎŀȅǎΣ ά9ƛƎƘǘΦέ  !ƴŘΣ [Ŝƴƴȅ ǎŀȅǎΣ ά¢ǿƻΦ  !ƴŘΣ ŀƴŘ {ǘŜǾŜƴ ǎŀȅǎΣ ά{ƛȄ ƻǊ ŜƛƎƘǘΦέ  !ƴŘΣ DŀǊȅ ǎŀȅǎΣ ά¢ǿƻΦέ  

wƻōŜǊǘ ǎŀȅǎΣ ά¢ǿƻΦέ  {ƻƳŜƻƴŜ ǎŀȅǎΣ άCƻǳǊΣέ L ǎŜŜ ŀƴƻǘƘŜǊ ŦƻǳǊΣ ŀ ǘǿƻΣ ŀ ǎŜǾŜƴΦ  Lǘ ƭƻƻƪǎ ƭƛƪŜ /ŀǊƻƭ 

ōŜƭƛŜǾŜǎ ƛǘΩǎ ŀ ǎƛȄΦ  !ƴŘΣ wƘƻƴŘŀ ǘƘƛƴƪǎ ƛǘΩǎ ŀ ǘƘǊŜŜΦ  !ƴŘΣ WŜŦŦ ǎŀȅǎΣ άLǘΩǎ ŀ млΦέ  aŀǊƪŜǘŜǊǎΣ Ƨǳǎǘ ǘƘƛƴƪ ŀōƻǳǘ 

ǘƘƛǎ ŦƻǊ ŀ ƳƻƳŜƴǘΦ  LΩǾŜ Ǝƻǘ ǘƻ ƳƻǾŜ ƻƴΦ  ¢Ƙƛǎ ƛǎƴΩǘ ƛƴ Ƴȅ ƴƻǘŜǎΦ  LΩƳ ƎƻƛƴƎ ǘƻ Ǌǳƴ ƻǳǘ ƻŦ ǘƛƳŜΦ  .ǳǘΣ ǿƘŀǘ 

would happen if we had Jeff and Rhonda, and many of these that I just talked about be here, sitting at a 

ǘŀōƭŜΣ ǘǊȅƛƴƎ ǘƻ ǿǊƛǘŜ ŀ ƘŜŀŘƭƛƴŜΚ  ¸ƻǳ ŎƻǳƭŘ ǎŜŜ ǘƘŀǘ ǘƘŜȅ ŀƭƭ ƘŀǾŜ ŀ ŘƛŦŦŜǊŜƴŎŜ ƻŦ ƻǇƛƴƛƻƴΣ ŀƴŘ ǘƘŜǊŜΩǎ 

ƴƻǘƘƛƴƎ ǿǊƻƴƎ ǿƛǘƘ ǘƘŀǘΦ  ¢ƘŜǊŜΩǎ ƴƻǘƘƛƴƎ ǿǊƻƴƎ ǿƛǘƘ ŀ ŘƛŦŦŜǊŜƴŎŜ ƻŦ ƻǇƛƴƛƻƴΦ  ¢ƘŜ ǇǊƻōƭŜƳ ƛǎ ƛŦ ȅƻǳ 

build your marketing optimization program arƻǳƴŘ ŀ ǎƻŎƛŀƭ ŘȅƴŀƳƛŎ ƛƴǎǘŜŀŘ ƻŦ ŀ ǎŎƛŜƴŎŜ ŘȅƴŀƳƛŎΣ ȅƻǳΩƭƭ 

never get to the bottom line because none of us are good enough. 
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LΩŘ ƭƛƪŜ ǘƻ ǘŜƭƭ ȅƻǳΣ ƛŦ LΩǾŜ ƭŜŀǊƴŜŘ ŀƴȅǘƘƛƴƎ ƛƴ ǘƘŜ ƭŀǎǘ мр ȅŜŀǊǎ ƻŦ ǊŜǎŜŀǊŎƘΣ ƛǘΩǎ ǘƘƛǎΦ  ¢ƘŜǊŜ ŀǊŜ ƴƻ ŜȄǇŜǊǘ 

marketers, so only experienced marketers and expert testers.  Experienced marketers can go on their 

ŜȄǇŜǊƛŜƴŎŜ ŀƴŘ ǘƘŜȅ Ǝŀƛƴ ǎƻƳŜ ƛƴǎƛƎƘǘΦ  L ƳŜŀƴΣ ǘƘŜȅ ƘŀǾŜ ŎǳǘǘƛƴƎ ǊŜŎƻƎƴƛǘƛƻƴ ǳƴŦƻƭŘƛƴƎΣ ōǳǘ ǘƘŜȅΩǊŜ ƴƻǘ 

ǊŜŀƭƭȅ ŜȄǇŜǊǘΣ ŀƴŘ LΩƭƭ ǘŜƭƭ ȅƻǳ ǿƘȅΣ ōŜŎŀǳǎŜ ŀ ƳŀǊƪŜǘŜǊ ƛǎ Ŏƻƴǎǘŀƴǘƭy trying to predict human behavior, 

ŀƴŘ ƘǳƳŀƴ ōŜƛƴƎǎ ŀǊŜ ŀ ƳȅǎǘŜǊȅΦ  LŦ ȅƻǳ ŘƻƴΩǘ ōŜƭƛŜǾŜ ǘƘŀǘΣ ƭƻƻƪ ŀǘ ŀƭl of the wonderful models in game 

theory and see how they failed to predict the economic disaǎǘŜǊ ǿŜΩǾŜ ōŜŜƴ ƭƛǾƛƴƎ ƛƴΦ  DŀƳŜ theory and 

many of the key axioms and components that work out in our perfect models are constantly being 

sabotaged by the reality of human nature.   

!ƴŘΣ ŀǎ ƳŀǊƪŜǘŜǊǎΣ ǿŜ ŎŀƴΩǘ ŀƭǿŀȅǎ ƪƴƻǿΦ  ²Ŝ Ƨǳǎǘ ŎŀƴΩǘΦ  L ŘƻƴΩǘ ƘŀǾŜ ǘƻ ōŜ ŀƴ ŜȄǇŜǊǘ ƳŀǊƪŜǘŜǊ ŀƴŘ 

ƴŜƛǘƘŜǊ Řƻ ȅƻǳΣ ƴƻǊΧƭƛǎǘŜƴΣ L ǎŀȅ ǘƘƛǎ ǘƻ ȅƻǳ ƛŦ ȅƻǳΩǊŜ ŀ ƭŜŀŘŜǊΣ ƴƻǊ do you as a leader, Mr. CMO, have to 

ōŜΧǿŜƭƭ ǇǊŜǘŜƴŘ ǘƘŀǘ ȅƻǳΩǊŜ ŀƴ ŜȄǇŜǊǘ ƳŀǊƪŜǘŜǊΦ  bƻƴŜ ƻŦ ǳǎ ŀǊŜΦ  ²Ŝ Ƴŀȅ ƘŀǾŜ ǎƻƳŜ ŜȄǇŜǊƛŜƴŎŜŘ 

ƳŀǊƪŜǘŜǊǎΣ ōǳǘ Ŏŀƴ ōŜŎƻƳŜ ŜȄǇŜǊǘ ǘŜǎǘŜǊǎ ōŜŎŀǳǎŜ ǘŜǎǘƛƴƎ ƛǎ ŀ ǎƪƛƭƭ ŀƴŘ ƛǘ ŘƻŜǎƴΩǘ Řepend on the nature 

and behavior of human beings nearly as much as your projection here about which headline will work.  

{ƻΣ ŀǎ ȅƻǳ ǘƘƛƴƪ ŀōƻǳǘ ǘƘŀǘΣ ƭŜǘΩǎ ƭŜŀǊƴ ǎƻƳŜ ƳƻǊŜ ŀōƻǳǘ ǘƘŜǎŜ ƘŜŀŘƭƛƴŜǎΦ 

 

Dr. Flint McGlaughlin: Here we go.  In the front of us is the headline that won.  Everyone here that 

voted for headline 2, give yourself a 10% raise.  Let your boss know that we approved it here at 

MECLABS and celebrate the victory!   

Get paid to take free suǊǾŜȅǎΣ ōŜŎŀǳǎŜ ƛǘΩǎ ŀ млΦ44% lift, which is substantially higher than all of the other 

ƘŜŀŘƭƛƴŜǎΦ  bƻǿΣ ǘƘŀǘΩǎ ƴƻǘ ŀƭƭΦ  ¢ƘŜǊŜΩǎ ƳƻǊŜ ǘƻ ōŜ ǎŀƛŘ ŀōƻǳǘ ǘƘƛǎΦ  WŜŦŦǊŜȅΧWŜŦŦΣ LΩƳ ƴƻǘ ƎƻƛƴƎ ǘƻ ǊŜŀŘ 

your last name.  Jeffrey, say it again.  I am the man!  I told you what that means, Jeffrey.  I take it that 

means thaǘ ȅƻǳ ǾƻǘŜŘ ŦƻǊ ƴǳƳōŜǊ нΦ  /ƻƴƎǊŀǘǳƭŀǘƛƻƴǎΗ  [ŜǘΩǎ ǘƘƛƴƪ ŘŜŜǇŜǊ ǘƘƻǳƎƘΣ ōŜŎŀǳǎŜ ǘƘŜǊŜ ŀǊŜ ǘǿƻ 
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ǇǊƛƴŎƛǇƭŜǎ ǘƻ ǊŜƳŜƳōŜǊ ǿƘŜƴ ŎǊŀŦǘƛƴƎ ŀ ƘŜŀŘƭƛƴŜ ŀƴŘ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ǎŜŜ ƛǘ ǿƛǘƘ ǎƻƳŜ ƻŦ ǘƘƛǎ Řŀǘŀ ŀ ƭƛǘǘƭŜ 

ōƛǘ ŦǳǊǘƘŜǊΦ  ¢ƘŜǊŜΩǎ ƳƻǊŜΦ  L ƘŀǾŜ ŀǎƪŜŘ ŀƴŘ L ŎŀƴΩǘ Řƻ it now, perhaps in another clinic.  I was asked to 

comment on a statement I made in one of our internal meetings, and that is everything you need to 

know about marketing can be learned by simply crafting proper headlines.  The very basic principles of 

human nature, how you appeal to human nature, the essence of the value proposition, the calculation 

of perceived value and of perceived cost, all of these processes come to play when we start to think 

about headlines.  And, if you break a headline down into its basic grammar, its modifiers and its nouns, 

ƛǘΩǎ ǎǳōƧŜŎǘ ŀƴŘ ƛǘΩǎ ǇǊŜŘƛŎŀǘŜΦ  ¸ƻǳ Ŏŀƴ ƭŜŀǊƴ ŀƭƳƻǎǘ ŜǾŜǊȅǘƘƛƴƎ ȅƻǳ ƴŜŜŘ ǘƻ ƪƴƻǿ ŀōƻǳǘ ƳŀǊƪŜǘƛƴƎΦ  

wƛƎƘǘ ƴƻǿ ǿŜ ŎŀƴΩǘ Řƻ ǘƘŀǘΣ ōǳǘ ǿŜ ƭŜŀǊƴŜŘ ŀ ƭƻǘ ŦǊƻƳ ǘƘƛǎ ƘŜŀŘƭƛƴŜΣ ǎƻ ƭŜǘΩǎ Ƨǳǎǘ ǘƘƛƴƪΦ 

 

Dr. Flint McGlaughlin: IŜǊŜΩǎ ǘƘŜ ǇǊƛƴŎƛǇƭŜΦ  !ƭƭ ƳŀǊƪŜǘƛƴƎ ƳŜǎǎŀƎŜǎ Ƴǳǎǘ ōŜ ŎŜƴǘŜǊŜŘ ǇǊƛƳŀǊƛƭȅ ƻƴ ǘƘŜ 

ƛƴǘŜǊŜǎǘ ƻŦ ǘƘŜ ŎǳǎǘƻƳŜǊΦ  ²ŀƛǘ ŀ ǎŜŎƻƴŘΦ  ²Ŝ ŀƭƭ ƪƴƻǿ ǘƘŀǘΦ  ²Ŝ ǘƘƛƴƪ ǿŜ ƪƴƻǿ ƛǘΣ ōǳǘ ǿŜ ŘƻƴΩǘ ƻǇŜǊŀǘŜ 

that way.  At the heart of so many failed pages is the agenda of the marketing team.  The widget that 

created the flash presentation that has to be there, the other options were generated by another party, 

the political compromise that became the landing page is not designed with the interest of a prospect in 

mind.  Therefore, when it comes to crafting headlines, you must emphasize what the visitor gets rather 

ǘƘŀƴ ǿƘŀǘ ǘƘŜȅ Ƴǳǎǘ ŘƻΦ  bƻǿΣ L ǿŀƴǘ ǘƻ ǎǘƻǇ ŦƻǊ ŀ ǎŜŎƻƴŘ ōŜŎŀǳǎŜ ǘƘŜǊŜΩǎ ŀ ƭƻǘ ƳƻǊŜ L ǿŀƴǘ ǘƻ ǎŀȅ 

ŀōƻǳǘ ƘŜŀŘƭƛƴŜǎΦ  !ƴŘΣ ƛŦ ȅƻǳΩǾŜ ƘŜŀǊŘ Ƴȅ ƻǘƘŜǊ ǘŜŀŎƘƛƴƎ ƻƴ ǘƘƛǎ subject, I have said to you that a 

ƘŜŀŘƭƛƴŜ ƛǎ ƻƴƭȅ ŀƴŘ ƴƻǘ ƳƻǊŜ ǘƘŀƴ ŀ ǇƛŎƪǳǇ ƭƛƴŜΦ  LΩǾŜ ŜȄǇƭŀƛƴŜŘ Ƙƻǿ ƛǘ ǿƻǊƪǎΦ  Lǘǎ Ƨƻō ƛǎ ǘƻ ƎŜǘ ȅƻǳ ƛƴǘƻ 

ŎƻƴǾŜǊǎŀǘƛƻƴΦ  ¢ƘŀǘΩǎ ǿƘŀǘ ŀ ƘŜŀŘƭƛƴŜ ƛǎΦ  ²Ŝ ŎƻǳƭŘ ǘŀƭƪ ŀōƻǳǘ ǘƘŀǘΦ  L ŎƻǳƭŘ ƛƭƭǳǎǘǊŀǘŜ ǘƘŀǘΦ  L ŎŀƴΩǘΦ  L ŘƻƴΩt 

have time.  But, we have taught about it in our other clinics, and if you want to know which clinics send 

ǳǎ ŀ ƴƻǘŜ ŀƴŘ ǿŜΩƭƭ ŎƻƴƴŜŎǘ ȅƻǳ ǿƛǘƘ ǘƘŜ ǇǊƻǇŜǊ ǊŜǎŜŀǊŎƘΣ ōǳǘ ƭŜǘΩǎ ƳƻǾŜ ƻƴΦ 
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Dr. Flint McGlaughlin: [ŜǘΩǎ ƭƻƻƪ ŀǘ ǘƘŜ Řŀǘŀ ǎŜǘ ŀƎŀƛƴΦ  [ƻƻƪ ōŜƘƛƴŘ ƳŜ ŀƴŘ ȅƻǳΩƭƭ ǎŜŜ ŀ ǇŀǊǘƛŎǳƭŀǊ 

ǇŀǘǘŜǊƴ ŜƳŜǊƎƛƴƎ ƛƴ ǘƘŜ ǿŀȅ ǘƘŜǎŜ ƘŜŀŘƭƛƴŜǎ ŀǊŜ ǎǘǊǳŎǘǳǊŜŘΦ  LŦ ȅƻǳΩƭƭ ǎŜŜ ƛƴ ƎǊŜŜƴΣ ȅƻǳΩƭƭ ǎŜŜ ǘƘŀǘ ǿŜΩǾŜ 

re-ƻǊƎŀƴƛȊŜŘ ǘƘƛǎ ƭƛǎǘ ǎƻ ǘƘŀǘ ǿŜ Ǉǳǘ ƛǘ ƛƴ ŘŜǎŎŜƴŘƛƴƎ ƻǊŘŜǊΣ ŀƴŘ ƛƴ ǘƘŜ ŘŜǎŎŜƴŘƛƴƎ ƻǊŘŜǊ ǿŜΩǾŜ ȊŜǊƻΩŘ ƛƴ 

on those heŀŘƭƛƴŜǎ ǘƘŀǘ ŀǊŜ ǇǊƻŘǳŎƛƴƎ ǘƘŜ ƘƛƎƘŜǎǘ ǇƻǎǎƛōƭŜ ȅƛŜƭŘΦ  {ƻΣ ƛƴ ǘƘƛǎ ǊƻƭŜΣ I[оΧǿŀƛǘ ŀ ǎŜŎƻƴŘΦ  

Why is it called HL3?  I thought it was HL2 before? 

Paul:  LǘΩǎ ŀ ǘȅǇƻΦ 

Dr. Flint McLaughlin:  Lǘ ƛǎ ŀ ǘȅǇƻΦ  LΩǾŜ ǎǘŀǊǘŜŘ ǘƻ ǎŀȅΣ WŜŦŦǊŜȅΣ ǘƘŀǘ ȅƻǳ ŀǊŜ ƴƻ ƭƻƴƎŜǊ the man.  But, guess 

what?  You are still the man! 

Paul:  Sure! 

Dr. Flint McLaughlin:  LǘΩǎ Ƨǳǎǘ ǘƘŀǘ ǿŜΣ ƘŜǊŜ ŀǘ a9/[!.{Σ ƘŀǾŜ ƳǳƭǘƛǇƭƛŜŘ ƛƴŎƻƳǇŜǘŜƴŎŜ ƻƴ ŀƭƭ ǎƛŘŜǎΣ ŀƴŘ 

LΩƳ ǎǳǊŜ ǘƘŜ ǘȅǇƻ ƛǎ ƳƛƴŜΦ  Lǘ ƛǎ I[нΣ ōǳǘ ƭƻƻƪ ŀǘ ǘƘŜ ƻǊŘŜǊΦ  ¸ƻǳΩƭƭ ǎŜŜ ǘƘŀǘ ŀǎ ȅƻǳ roll down this page, 

those headlines that are highest performing focus on what you will get.  In fact, three of them begin 

with the word get and the other three imply the word get, for instance άǿƛƴ.έ  All of this is focusing on 

what you achieve, what you ǊŜŎŜƛǾŜΦ  !ƴŘΣ ƛƴ ŘƻƛƴƎ ǘƘŀǘΣ ƛǘΩǎ ƛƳƳŜŘƛŀǘŜƭȅ ŎƻƴƴŜŎǘƛƴƎ ǿƛǘƘ ŀ ǎŜƭŦ-interest 

factor.  Those headlines which perform less all have a different structure.  Otherwise, when you look at a 

ƘŜŀŘƭƛƴŜΣ ȅƻǳ Ƨǳǎǘ ǎŀȅ Ǉƻƛƴǘ ŦƛǊǎǘ ƻǊ Ǉƻƛƴǘ ƭŀǎǘΦ  LŦ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ what I mean about that, check out our 

clinic on copywriting, where we talk about point first, point last.   
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Dr. Flint McGlaughlin: For now, the great take-away from this can be seen on the next slide, when we 

symbolize with a key principle, and that is the goal of the headline is similar to the goal of the opening 

ǎŎŜƴŜ ƛƴ ŀ ƳƻǾƛŜΦ  LǘΩǎ ǘƻ ŀǊǊŜǎǘ ǘƘŜ ǾƛǎƛǘƻǊΩǎ ŀǘǘŜƴǘƛƻƴ ŀƴŘ ƎŜǘ ǘƘŜƳ ƛƴǘƻ ǘƘŜ ŦƛǊǎǘ ǇŀǊŀƎǊŀǇƘΦ  LǘΩǎ ǘƻΧƛǘΩǎ 

the pickup line that drives them into conversation and opens them up to dialogue.  So, you need a point 

first structure and on the front set of that headline you need to emphasize what they get, not what you 

want them to do. 

[ŜǘΩǎ ƳƻǾŜ ƻƴ ŀƴŘ ȅƻǳΩƭƭ ǎŜŜ ōŜƘƛƴŘ ƳŜ ŀ ǿƘƻƭŜ ŎƭƛƴƛŎ ƻƴ ƘŜŀŘƭƛƴŜǎ ǿƛǘƘ ƳƻǊŜ ǊŜǎŜŀǊŎƘ ŀƴŘ ƳƻǊŜ 

content that will help you through thinking about how to write more effective headlines.   

Read more at MarketingExperiments.com/HeadlinesΧ 

 

TACTIC #4: Use testing as a means of developing your customer theory 

 

Dr. Flint McGlaughlin: LΩƳ ƻƴ ǘƘŜ ƭŀǎǘ ǘŀŎǘƛŎΦ  ¸ƻǳΩǾŜ ōŜŜƴ ŘƻƛƴƎ ǿŜƭƭ ǿƛǘƘ ƳŜΦ  LΩƳ ŎƘŜŎƪƛƴƎ Ƴȅ ǘƛƳŜ ŀƴŘ 

ǿŜ ƘŀǾŜ ŀōƻǳǘ мп ƳƛƴǳǘŜǎ ǘƻ ƛƴǾŜǎǘ ǘƻƎŜǘƘŜǊΦ  [ŜǘΩǎ ǘŀƪŜ ǘƘƻǎŜ мп ƳƛƴǳǘŜǎ ŀƴŘ ǇŀŎƪ ǘƘŜƳ ǿƛǘƘ ǘƘƛǎ Ŧƛƴŀƭ 

round of content.  I am on the fourth principle and it is this, use testing not simply to get a list but to get 

a learning.  Essentially, use testing as a means of developing a customer theory.  Now, if I have the 

moment here, I would draw, and if I had a white board in front of me, I would draw and I would simply 

ǎŀȅ ǘƻ ȅƻǳ ǘƘŀǘ ǘƘŜ ǿŀȅ ǿŜ ǇŜǊŎŜƛǾŜ ƻŦ ŀƴŘ ǘƘŜ ǿŀȅ ǿŜΩǾŜ ǳǘƛƭƛȊŜŘ ǘƘŜ ƛŘŜŀ ƻŦ ǘƘŜ ǎŀƭŜǎ ŀƴŘ ƳŀǊƪŜǘƛƴƎ 

funnel is flawed.  Nothing falls into your funnel.  People are falling out.  Gravity is not your friend.  

Gravity is not working for you.  Gravity is working against you.  If you were to put the traditional funnel 

inverted, flip it upside down, you get closer to reality because more people are falling out than are 

http://marketingexperiments.com/Headlines
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coming in.  You need a way to drive them up the funnel.  And, the force, the organic, natural force of this 

world is driving them out, interruptions, problems, competing offers.  All of those factors drive people 

out of your funnel. 

The force that propels them upward one list at a time, one step at a time is of course the value 

proposition, not just the core but the derivatives.  We looked at from the product, the prospect and the 

process level.  At the top of that inverted funnel is an understanding, is the customer, because a series 

ƻŦ ƳƛŎǊƻ ȅŜǎΩǎ ƭŜŀŘ ǘƻ an ultimate yes, and the ultimate yes is the purchase.  At the top of that funnel is 

the customer and what you need to be doing is understanding two things.  Marketers, listen to me. You 

ŘƻƴΩǘ ƘŀǾŜ ŀ ǿŜōǎƛǘŜΦ  LǘΩǎ ƴƻǘ ŀ ǎƛǘŜΦ  LǘΩǎ ŀ ƴƻǘ ŀ ǿŜōΦ  !ƴŘΣ ŎŜǊǘŀƛƴƭȅ ƴƻt a ǇŀƎŜΦ  ¸ƻǳ ŎŀƴΩǘ ŎǊǳmple it up.  

¸ƻǳ ŎŀƴΩǘ Ŏǳǘ ƛǘ ǿƛǘƘ ŀ ǇŀƛǊ ƻŦ ǎŎƛǎǎƻǊǎΦ  ¸ƻǳ ŎŀƴΩǘ ƭƛƎƘǘ ƛǘ ƻƴ ŦƛǊŜΦ  ²Ƙŀǘ ȅƻǳ ƘŀǾŜ ƛǎ ŀ ǎŜries of 0s and 1s 

that create an illusion, and that illusion is designed to help you, the marketer, have a conversation, 

interact with someone else, gŜǘ ƛƴǎƛŘŜ ǘƘŜƛǊ ƳƛƴŘ ŀƴŘ ǘŀƭƪ ǿƛǘƘ ǘƘŜƳΦ  CƻǊ ǘƘŀǘ ǘƻ ƘŀǇǇŜƴΣ ȅƻǳΩǾŜ Ǝƻǘ ǘƻ 

ǳƴŘŜǊǎǘŀƴŘ ǿƘŀǘ ǘƘŜȅΩǊŜ ǘƘƛƴƪƛƴƎΦ  {ƻΣ ŀǘ ǘƘŜ ǘƻǇ ƻŦ ǘƘŀǘ ƛƴǾŜǊǘŜŘ ŦǳƴƴŜƭ ƛǎ ǘƘŜ ŎǳǎǘƻƳŜǊ ǘƘŜƻǊȅ ŀƴŘ ƛǘ 

ƛƴŦƻǊƳǎ ȅƻǳ ŀǎ ǘƻ ǿƘŀǘ ǘƘŜȅΩǊŜ ǘƘƛƴƪƛƴƎ ŀƴŘ ŀƭƭƻǿǎ ȅƻǳ ǘƻ ǇǊŜŘƛŎǘ ǘƘŜƛǊ ōŜƘŀvior, and the difference 

between a remarkable company and so-so company, the difference between Apple and so many others 

is a deep, fundamental understanding of what the customer really wants.  Once you know what the 

customer wants, you can predict their behavior, and that is the key to success.  So, you need to know 

two things, what they want, and then you need to know basically the micro path that they take to get it, 

ŀƭƭ ƻŦ ǘƘƻǎŜ ƳƛŎǊƻ ȅŜǎΩǎΦ  ¢Ƙŀǘ ƳŜŀƴǎ ȅƻǳǊ ŦǳƴƴŜƭ Ƙŀǎ ƳǳƭǘƛǇƭŜ ǎƛŘŜǎ ŀƴŘ ƻƴ ŜŀŎƘ ǎƛŘŜ ƛǎ one of those 

ǇŀǘƘǎΦ  {ƻΣ ƭŜǘǎΩ ǘƘƛƴƪ ŀōƻǳǘ ǘƘŀǘ ƴƻǿ ŀǎ ǿŜ ƭƻƻƪ ŀǘ ǘƘƛǎ ƴŜȄǘ ǎƭƛŘŜΦ 

bƻǿΣ tŀǳƭ ƛǎ ǘŀƪƛƴƎ ǘƘƛǎΣ ŀƴŘ ŀǇǇŀǊŜƴǘƭȅ LΩƳ ǎǳǇǇƻǎŜŘ ǘƻ ǘŜƭƭ ȅƻǳ ŀōƻǳǘ ƻǳǊ ƴŜȄǘ ǿŜō ŎƭƛƴƛŎΦ  ²ŜΩǊŜ ƎƻƛƴƎ 

ǘƻ ǘŀƭƪ ŀōƻǳǘ ƻƴŜ ŎƻƳǇŀƴȅΦ  ¸ŜŀƘΣ LΩƳ ƻƴ ŀ ǊƻƭƭΣ tŀǳƭΦ 

Paul:  Sorry. Sorry. 

Dr. Flint McLaughlin:  LΩƳ ƎŜǘǘƛƴƎ ǘƘŜǊŜΦ  ¸ƻǳ ǘƻƭŘ ƳŜ ǘƻ ǇǊƻƳƻǘŜ ŀ ŎƭƛƴƛŎΦ  hƪŀȅΣ ǿŜ ƘŀǾŜ ŀ ŎƭƛƴƛŎ ŎƻƳƛƴƎ 

ǳǇΗ  LǘΩǎ ƻƴ ǘƘŜ ǎƭƛŘŜΗ  LǘΩǎ ƎƻƛƴƎ ǘƻ ōŜΧL ǘƘƛƴƪ LΩƳ ŘƻƛƴƎ ƎƻƻŘΦ 

Paul:  It will be. 

Dr. Flint McLaughlin:  LΩƳ ŀƭǿŀȅǎ ōǳǎȅ ŜƛǘƘŜǊ ǿŀȅΦ  ¢ƘŀǘΩǎ ŎƻƳƛƴƎ ǳǇ ŀƴŘ ǿŜ ǿŀƴǘ ȅƻǳ ǘƻ ƪƴƻǿ ŀōƻǳǘ ƛǘΦ  

{ƻΣ ƛŦ ƛǘΩǎ ƻŦ ƛƴǘŜǊŜǎǘ ǘƻ ȅƻǳΣ ȅƻǳ Ŏŀƴ ǊŜƎƛǎǘŜǊ ǳǇΦ  aŀƴȅ ǘƛƳŜǎΣ ǇŜƻǇƭŜ ŎŀƴΩǘ ƎŜǘ ƻƴǘƻ ǘƘŜǎŜ Ŏŀƭƭǎ ōŜŎŀǳǎŜ 

we max out at 1,000 seats.  So, you know when to register and get ƛƴǾƻƭǾŜŘ ŀǎ Ŧŀǎǘ ŀǎ ȅƻǳ ŎŀƴΦ  LΩƳ ƎƻƛƴƎ 

to move on. 

IŜǊŜ ƛǎΧȅŜǎΧƻƪŀȅΦ  LΩǾŜ Ǝƻǘ ƳƻǊŜΦ  !ƭǊƛƎƘǘΣ Ƨǳǎǘ ǎǳǊǇǊƛǎŜ ƳŜ ǿƛǘƘ ǘƘƛǎΦ 

Paul:  Absolutely! 

Dr. Flint McLaughlin:  If you would like to become a research of MECLABS, call the man in front of me.  

IŜΩǎ ƎǳŀǊŀƴǘŜŜŘ ǘƻ ƛƴŎǊŜŀǎŜ ȅƻǳǊ ŎƻƴǾŜǊǎƛƻƴ ǊŀǘŜ ōȅ слл҈Φ  LΩƭƭ ƎƛǾŜ ȅƻǳ tŀǳƭΩǎ ƘƻƳŜ ǇƘƻƴŜ ƴǳƳōŜǊ ŀƴŘ 

ƛŦ ȅƻǳ ŘƻƴΩǘ ƎŜǘ ŀ слл҈ ŎƻƴǾŜǊǎƛƻƴΣ ȅƻǳ Ŏŀƴ Ŏŀƭƭ ƘƛƳ нп ƘƻǳǊǎ ŀ ŘŀȅΦ  IŜ ǿƛƭƭ ŎƻƳŜ ǘƻ ȅƻǳǊ ƘƻǳǎŜ ŀƴŘ 

ƘŜΩƭƭ ƎǳŀǊŀƴǘŜŜ ŀ ŎƻƴǾŜǊǎƛƻƴ ǊŀǘŜΦ  !ƭǎƻΣ ƛŦ ȅƻǳΩǊŜ ǎƛƴƎƭŜ ŀƴd are having a problem with the dating sites, 
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tŀǳƭ ǿƛƭƭ ƻǇǘƛƳƛȊŜ ȅƻǳǊΧL ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ ȅƻǳ Ŏŀƭƭ ǘƘƻǎŜ ǎƛǘŜǎΣ ōǳǘ ȅƻǳǊ ŘŀǘƛƴƎ ǿŜōǎƛǘŜ ŀǇǇƭƛŎŀǘƛƻƴ ŦƻǊƳΦ  

Just, the truth is really for partners to conduct research within the field, test their ideas.  You can see the 

ŦƻǊƳΦ  Dƻ ǘƘŜǊŜΦ  !ƴŘΣ ƛŦ ǿŜ Ŏŀƴ ƘŜƭǇ ȅƻǳΣ ǿŜΩǾŜ ƎƻǘΧǿŜΩǊŜ ŀƭǿŀȅǎ ƭƻƻƪƛƴƎ ŦƻǊ ǘƘŜ ǊƛƎƘǘ ǇŀǊǘƴŜǊΦ  [ŜǘΩǎ 

move on. 

Experiment Background:

 

 

Dr. Flint McGlaughlin: !ƭǊƛƎƘǘΣ ǘƘŀǘΩǎ ǘƘŜ ǇǊƻǘƻŎƻƭΦ  Lǘ ƛǎ ǘŜǎǘ ǇǊƻǘƻŎƻƭ мпнтΦ  ¢Ƙƛƴƪ ŀōƻǳǘ ǘƘŀǘ ƛƴǾŜǊǘŜŘ 

ŦǳƴƴŜƭ ǿƛǘƘ ƳǳƭǘƛǇƭŜ ǎƛŘŜǎΣ ǘƘŜ ǇŀǘƘ ƻŦ ƳƛŎǊƻ ȅŜǎΩǎΣ ǘƘŜ ŎǳǎǘƻƳŜǊ ǘƘŜƻǊȅ ŀƴŘ ƭŜǘΩǎ ƭƻƻƪ ŀǘ ǘƘƛǎ ǘŜǎǘΦ  IŜǊŜ 

we go.  This is protocol 1427.  The goal is to increase the number of completed leads on the home page.  

So, we have another rich question, because ƛǘΩǎ ǎƛƴƎƭŜ ŦŀŎǘƻǊ ƛƴ ŘŜǎƛƎƴΦ  !ƴŘΣ Wƻƴ tƻǿŜƭƭΣ ȅƻǳΩǊŜ ŦŀƳƛƭƛŀǊ 

with this. !ǊŜƴΩǘ ȅƻǳΚ 

Jon Powell:  Yeah. 

Dr. Flint McLaughlin:  ²Ƙȅ ŘƻƴΩǘ ȅƻǳ ƎƛǾŜ ǳǎ ǎƻƳŜ ōŀŎƪƎǊƻǳƴŘΚ  WƻƴΩǎ ōŜŜƴ ǿƛǘƘ ǳǎ ŦƻǊ ŀ ƭƻƴƎ ǘƛƳŜΦ  IŜ 

ƛǎ ƻƴŜ ƻŦ ƻǳǊ ƪŜȅ ŀƴŀƭȅǎǘǎ ǿƘƻΩǎ ŘǊƛǾƛƴƎ ƭƻǘǎ ƻf success all over the world as he conducts research.  I think 

ƛǘΩǎ ǘƘŜ ǿƻǊƭŘΦ  L ŘƻƴΩǘ ƪƴƻǿ ƛŦ ȅƻǳΩǊŜ ǿƻǊƪƛƴƎ ƻƴ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ƻǊ ¦Φ{Φ ōŀǎŜŘΦ  .ǳǘΣ WƻƴΩǎ ƻǾŜǊǎŜŜƛƴƎ ŀ 

ǘǊŜƳŜƴŘƻǳǎ ŀƳƻǳƴǘ ƻŦ ŎƻƳǇƭƛŎŀǘŜŘ ǊŜǎŜŀǊŎƘ ǇǊƻƧŜŎǘǎ ŀƴŘ LΩƳ ŀǎƪƛƴƎ ƘƛƳ ǘƻ ƪƛƴŘ ƻŦ ǘŜƭƭ ǳǎ a little bit 

about this.  So, you can even tell Paul when you want to advance, Jon, but go right ahead. 

Jon Powell:  {ƻΣ ǘƘŀǘΩǎ ƎƻƻŘΦ 
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Dr. Flint McLaughlin:  And feel free to come up here if you want, Jon. 

Jon Powell:  Sure.  Let me give you guys some backƎǊƻǳƴŘ ǊŜŀƭƭȅ ǉǳƛŎƪΦ  ¢Ƙƛǎ wŜƎhƴƭƛƴŜ ƛǎΧƛǘΩǎ ŀōƻǳǘ 

ŜǾŜƴǘ ƳŀƴŀƎŜƳŜƴǘ ǎƻŦǘǿŀǊŜΦ  .ǳǘΣ ǘǊǳǘƘ ōŜ ǘƻƭŘΣ ƛǎ ǘƘŜȅ ƘŀŘ ŀ ŎƘŀƭƭŜƴƎŜ ŀƴŘ ŦƻǊ Ƴŀƴȅ ȅŜŀǊǎ ǘƘŜȅΩǾŜ Ǝƻǘ 

a product that allows you to manage your event, do your stuff, everything from registration pages, 

sending out emails, everything that you could possibly need.  But, they seemed to be having a problem 

getting more people to take advantage of their service, more specifically their free new accounts.  So, if 

you guys could take me to the next slide. 

Experiment Control: 

 

 

Jon Powell: [ŜǘΩǎ ǘŀƪŜ ŀ ƭƻƻƪ ŀǘ ǘƘŜƛǊ ŎƻƴǘǊƻƭΦ  {ƻΣ ǘƘƛǎ ƛǎ ǿƘŀǘ ǘƘŜƛǊ ǇŀƎŜ ƛǎΣ ŀƴŘ ƭŜǘ ƳŜ ǉǳŀƭƛŦȅ ǎƻƳŜǘƘƛƴƎΦ  

¢Ƙƛǎ ƘƻƳŜ ǇŀƎŜ ŀŎǘǳŀƭƭȅ Ƙŀǎ ōŜŜƴ ǘƘǊƻǳƎƘ Ƴŀƴȅ ǎǘŜǇǎ ƻŦ ƻǇǘƛƳƛȊŀǘƛƻƴΦ  ¢ƘŜȅΩǾŜ ōŜŜƴ ŘƻƛƴƎ ŀ ƭƻǘ ƻŦ !κ. 

ǎǇƭƛǘ ǘŜǎǘǎΦ  {ƻΣ ǿŜΩǊŜ ŀŎǘually looking at an optimized page, from their perspective.  But, still, they 

ŎƻǳƭŘƴΩǘ ǎŜŜƳ ǘƻ ŘǊƛǾŜ ǘƘŜ ƴŜŜŘƭŜ ǳǇ ŀƴȅƳƻǊŜ ǘƘŀƴ ƳŀȅōŜ о҈ ǊŜƭŀǘƛǾŜƭȅΣ ȅƻǳ ƪƴƻǿ Ǉƭǳǎ ƻǊ ƳƛƴǳǎΦ  {ƻΣ 

ȅƻǳΩǾŜ Ǝƻǘ ȅƻǳǊ ǘŜǎǘƛƳƻƴƛŀƭǎΣ ƭŜŀŘ ŦƻǊƳǎΣ ǎŎǊŜŜƴ ǎƘƻǘǎΣ ƘŜŀŘƭƛƴŜΦ  
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Jon Powell: And, if you were to actually fill out those form fields, you would actually get to this page, in 

which you would set up your username and password.  So, it was a two-step process.  Take me to the 

next slide, please. 

So, we, the geniuses here at MarketiƴƎ9ȄǇŜǊƛƳŜƴǘǎΣ ǘǊƛŜŘ ǘƻΧ 

Dr. Flint McLaughlin:  When you say geniuses here, in the loosest possible way. 
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Experiment Treatment: 

 

 

Jon Powell:  Just wait until you see this.  So, we decided that we needed to test two things, product-

level based value and process-level based value.  We changed the άwhy.έ  {ƻΣ ŀǘ ǘƘŜ ǘƻǇ ȅƻǳΩǊŜ ƎƻƛƴƎ ǘƻ 

see a little bit of product-based value.  We decided to talk differently about the product.  Okay?  We 

focused on free access.  Okay?  This is what you get with your free access.  And, for process-based, we 

actually split the process up into multiple steps and reinforced the value on each step.  If you could take 

us to the next slide. 
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Jon Powell: IŜǊŜΩǎ ƻƴŜ ƻŦ ǘƘŜ ǎǘŜǇǎΦ  {ƻΣ ǿŜ ŀŎǘǳŀƭƭȅ ǘƻƻƪ ǘƘŀǘ ŦƛǊǎǘ ǎŜǘ ƻŦ ŦƻǊƳ ŦƛŜƭŘǎ ŀƴŘ ŘƛǾƛŘŜŘ ƛǘ ƛƴǘƻ 

two, reinforced a little value on the right.  Next slide please!   
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Jon Powell: !ƴŘΣ ǘƘŜƴ Ŧƛƴŀƭƭȅ ǘƘŜ ƻƴŜ ǘƘŀǘ ȅƻǳǊ ŦŀƳƛƭƛŀǊ ǿƛǘƘΣ ǳǎŜǊƴŀƳŜ ŀƴŘ ǇŀǎǎǿƻǊŘΦ  {ƻΣ ƭŜǘΩǎ Ǝƻ ǘƻ ǘƘŜ 

ƴŜȄǘ ǎƭƛŘŜ ǊŜŀƭ ǉǳƛŎƪΦ  [Ŝǘ ƳŜ ŀǎƪ ȅƻǳ Ǝǳȅǎ ŀ ǉǳŜǎǘƛƻƴΦ  ²ƘƛŎƘ ƻƴŜ Řƻ ȅƻǳ ǘƘƛƴƪ ŘƛŘ ōŜǘǘŜǊΚ  [ŜǘΩǎ ǘŀƪŜ ŀ 

look.  Control or treatment? 

Experiment Side-by-side 

 

 

Dr. Flint McLaughlin:  LΩƳ ƎƻƛƴƎ ǿƛǘƘ ǘǊŜŀǘƳŜƴǘΦ  WƻƴΩǎ ƴŜȄǘ ǘƻ ƳŜΣ ǊƛƎƘǘ ƘŜǊŜΣ ŀƴŘ ŎƻƴǘǊƻƭ ǎŀȅǎΧWƻƴΣ 

yeah.  Control.  Control.  Control.  Treatment said someone.  Treatment said someone.  Control.  

Control.  Treatment. 

Jon Powell:  So, why? 

Dr. Flint McLaughlin:  LŦ ȅƻǳΩǊŜ ƎƻƛƴƎ ǘƻ ǎŀȅ ŎƻƴǘǊƻƭΣ ȅƻǳ ŘƻƴΩǘΧ 

Jon Powell:  Why? 

Dr. Flint McLaughlin:  ΧƘŀǾŜ ǘƘŀǘ ƳǳŎƘ ŎƻƴŦƛŘŜƴŎŜ ƛƴ a9/[!.{Φ 

Jon Powell:  ¢ƘŀǘΩǎ ǊƛƎƘǘΦ 

Dr. Flint McLaughlin:  ²Ƙȅ ŎƻƴǘǊƻƭΚ  ¢Ŝƭƭ ƳŜ ǿƘȅΦ  LΩƳ ǿŀǘŎƘƛƴƎ ȅƻǳǊ ŎƻƳƳŜƴǘǎΦ 

Jon Powell:  OkayΣ ƎƛǾŜ ƳŜ ǎƻƳŜ ǇǊƻƻŦΦ  ²Ƙȅ ŎƻƴǘǊƻƭΚ  hƪŀȅΣ LΩƳ ǎǘƛƭƭ ǎŜŜƛƴƎ ŎƻƴǘǊƻƭΦ  ά¢ƘŜ ƘŜŀŘƭƛƴŜ ƛǎ 

ŎƭŜŀƴŜǊ ƻƴ ǘƘŜ ŎƻƴǘǊƻƭΦέ  hƪŀȅΣ ά[Ŝǎǎ ŦǊƛŎǘƛƻƴΦέ  ά{ǿŜŜǘ ƘŜŀŘƭƛƴŜ ƻƴ ǘƘŜ ŎƻƴǘǊƻƭΦέ  ά[ƛƪŜ ǘƘŜ ƎǊŀǇƘƛŎΦέ  

Okay, graphic.  Okay. 
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Dr. Flint McLaughlin:  ά9ȅŜ ŦlowΦέ 

Jon Powell:  ά9ȅŜ ŦlowΦέ  hƪŀȅΣ ǎƻ ǿŜ Ǝƻǘ ŀ ƭƻǘ ƻŦ ŘƛŦŦŜǊŜƴǘ ǘƘƛƴƎǎΦ  {ƻΣ ŎƭŜŀǊƭȅ ǿŜΩǊŜ ǘŀƪƛƴƎ ŀ ōŜǘ ƘŜǊŜ ƻƴΣ 

you know, product-ōŀǎŜŘ ǾŀƭǳŜΣ Ƙƻǿ ǿŜ ŘŜǎŎǊƛōŜ ǘƘŜ ǇǊƻŘǳŎǘΦ  {ƻΣ ƭŜǘΩǎ ǎƘƻǿ ǿƘŀǘ ƘŀǇǇŜƴŜŘΦ  bŜȄǘ 

ǎƭƛŘŜΣ ǇƭŜŀǎŜΦ  hƪŀȅΣ ǿŜƭƭ ȅƻǳ Ǝǳȅǎ ŀǊŜ ǿƛƴƴŜǊǎ ŀƴŘΧ 

Experiment Results 

 

 

Dr. Flint McLaughlin:  Control was about 50%. 

Jon Powell:  Right, 50% treatment.  So, we made a bet and we lost.  Okay?  In spite of having some clear 

ǾŀƭǳŜΣ ŀƴŘ ǿƘŜƴ L ǘŀƭƪ ŀōƻǳǘ ǾŀƭǳŜ LΩƳ ǘŀƭƪƛƴƎ ŀōƻǳǘ ƴŜȄǘ ǎǘŜǇ ǾŀƭǳŜΣ ƭƛƪŜ ǘƘƛǎ ƛǎ ǿƘŀǘ ȅƻǳ ƎŜǘ ǿƛǘƘ ȅƻǳǊ 

ŦǊŜŜ ŀŎŎƻǳƴǘΦ  Lǘ ŘƛŘƴΩǘ ǿƻǊƪΦ  ²Ƙŀǘ ǿŀǎ ǊŜŀƭƭȅ ƛƴǘŜǊŜǎǘing about this is that we actually got a significant 

increase in click-through.  About 25% bǳǘΧΦƻŦ ǘƘƻǎŜ ǇŜƻǇƭŜΣ ǘƘŜȅ ŘƛŘƴΩǘ ŎƻƳǇƭŜǘŜΦ  !ƴŘΣ ŀǘ ǘƘŜ ŜƴŘ ƻŦ 

the day, we actually lost by 24% relatively. 

Dr. Flint McLaughlin:  Now, I want to stop here too becaǳǎŜ Wƻƴ ƛǎ ǳǎƛƴƎ ƭŀƴƎǳŀƎŜ ǘƘŀǘΩǎ ǘȅǇƛŎŀƭ ƛƴ ǘƘŜ 

ŀǾŜǊŀƎŜ ƳŀǊƪŜǘŜǊΩǎ ƎǊƻǳǇΦ  IŜΩǎ ǊƛƎƘǘ ƛƴ ǘƘŀǘ ǘƘŜ ǘǊŜŀǘƳŜƴǘ ǇǊƻŘǳŎŜŘ ŀ ƭƻǿŜǊ ŎƻƴǾŜǊǎƛƻƴ ǊŀǘŜΣ ōǳǘ L ǿŀƴǘ 

to stress something, and that is that the goal of a test is to get a learning, not a lift.  And, we learned 

ŜȄŀŎǘƭȅ ǿƘŀǘ ǿŜ ƴŜŜŘŜŘΣ ŀƴŘ ǘƘŀǘΩǎ ǿƘŜǊŜ ǿŜΩǊŜ ƎƻƛƴƎ ƴŜȄǘΦ  !ƴŘΣ you need to start thinking about your 

testing in a different way.  Testing is not simply a way that you try to, in some chaotic fashion, select a 

few pages, drive up the conversion rate and earn some more money by the end of the quarter.  Testing 

is a way to ƛƳǇǊƻǾŜ ȅƻǳǊ ǳƴŘŜǊǎǘŀƴŘ ƻŦ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ǘƘƛƴƪƛƴƎ ǇǊƻŎŜǎǎŜǎ ǎƻ ǘƘŀǘ ȅƻǳ Ŏŀƴ ǘŀƪŜ ŀƭƭ ƻŦ 

your marketing efforts and refine them with that deeper, more fundamental understanding.  The goal of 

the test is to get a learning.  If you get a lift every test you ǊǳƴΣ ȅƻǳΩǊŜ ƴƻǘ ǘŜǎǘƛƴƎ ǊƛƎƘǘΦ  ¸ƻǳΩǊŜ ƴƻǘ ǘŀƪƛƴƎ 
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enough ǊƛǎƪΦ  ¸ƻǳΩǊŜ ƴƻǘ ŀǎƪƛƴƎ ǘƘŜ ǊƛƎƘǘ ǉǳŜǎǘƛƻƴǎΦ  {ƻΣ ǳǎŜ ȅƻǳǊ ǘŜǎǘƛƴƎ ǇǊƻŎŜǎǎ ǘƻ ƎŜǘ ŀ ŘŜŜǇŜǊ 

understanding.  And, what we did was convert that understanding and we got three slides more to show 

you abƻǳǘ ǘƘŀǘ ǇŀǊǘƛŎǳƭŀǊ ŎŀǎŜ ǎǘǳŘȅ ŀƴŘ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ƪŜŜǇ ƳƻǾƛƴƎΦ  LΩƭƭ Ƨǳǎǘ ǇŀŎƪ ǘƘŜ ƭŀǎǘ ǎŜǾŜƴ 

minutes straight with content I hope will help you.  Jon, quickly tell us what happened next. 

Experiment 2 Background 

 

Jon Powell:  {ƻΣ ƭŜǘΩǎ Ǝƻ ǘƻ ǘƘŜ ƴŜȄǘ ƻƴŜΦ  Now, let me tell you something.  This is truly not experiment 2. 

This is about experiment 5 or 6Φ ¢ƻ CƭƛƴǘΩǎ point, testing was our strategy here.  We needed to discover, 

okay, why wasƴΩǘ that process-based value working.  And, okay, why did the process-based value give us 

ŀ ƭƛǘǘƭŜ ōƛǘ ōǳǘ ŘƛŘƴΩǘ ŦƛƴƛǎƘ ǘƘŜ ƧƻōΚ  {ƻΣ ǿŜ Ǌŀƴ ƳǳƭǘƛǇƭŜ ŜȄǇŜǊƛƳŜƴǘǎ ƛƴ ŘƛŦŦŜǊŜƴǘ ŎƘŀƴƴŜƭǎΦ  ²Ŝ ŀŎǘǳŀƭƭȅ 

ran another experiment in the home page channel on just the product-based value messaging alone.  

And, guess what?  We got some gains.  We had some learnings, but they were incremental.  So, what we 

decided to do is follow up on this test and do a major, radical re-design using what we had learned in 

previous testing.  If we could go to the next slide.   

 

 

 

 


