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The last 20,000 hours of marketing
research distilled into 60 minutes

[Note: This dcument is a transcript of our original Webcliaitincreasingconversion
in 2012that airedDecember 72011To view the full video replay, visit our research

directory.]

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

FNB o6F01 Fi Fy2GKSNJ 6S6 OfAyAO gAGK GKS al
dzy A lj dzS @ 2 SONB 3J2Ay3 (G2 0SS t221Ay3 o6 01 2\
to learn what we have discovered from reselaistudy after research study, after

NBaSI NOK Xirrerfyergageirdh@ndBhan 1,200 various experiments

YR &0dzRASA YR ¢SQNB 3I2Ay3a (42 0S NBDASHA)
2 SOQNB 3F2Ay3a G2 Gt 1 I o@aei2, deidgpatdiclarvfaONS I a S
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, thatisebclinig to communicate

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

this whole thing unfolds.

LGQ&a AYyUSNBaGAYy3I F2N B8 neivgudib. df yau Savthdza S L QY
GARS2 GKFG ¢S 2dzad LINPRdAzZOSR:Z ¢SQ@S | Oldz ff
ANBSYy &4ONBSY NR2YS yR 6SQNB ff SELISNAYS,
GSQONB 2y (2L 2F Ado L dagKnbtysdmebow, same vdy I 2 &
AGQa 3I2Ay3 G2 1'dzadAy alO/ NIl gQa Tl d#Zf G I YR
@2dz YSSR ad42YS02Re (2 AyadZ G akKz2NLte I F4GSNJ
but Austin helps me through many of these thingsl &nike, our executive producer,

Ad 1AYR 2F 3JdZARAY3I GKAA ¢K2fS LINRPOS&aasz I yr
together for you.

{ 2% £ S Qdill righSddBviinyinto I20/0B0 hours of research and to fill it into 60
minutes. 1 am joined by JonPoviell 6 K2 A& | aSyAz2N) Fyltead
NE&ASFNDOK ¢gAlGK dzao l'YRY ¢gSQft 221 i St OF
I8y Gt SYSys LQY y2i NizyyyAy3 (KS &t ARSE NAIF
Ndzy GKS &f ARSa dtojushkedpBidibongo8z L QY 3IA2Ay 3

[ SGQa 6S3IAYy 6AGK GKS FANRG SELISNAYSyidGoe ¢KA& Aa i
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Increase Conversion in 2012

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

v Experiment ID{Protected)
Location:MarketingExperiments Research Library
Test Protocol NumberTP1214

Research Notes:

BackgroundWellknown news publication offering home delivery services
via online registration

Goal:To increase the amount of home delivery subscriptions

Primary research questioniVhich page/process wifjenerate the most
subscriptions?

Test DesignWhich page/process will generate the most subscriptions

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

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

was to develop a radical 1@esign of the complete lead generation process, focusing on essentially
AO0NBY3IGKSYAYy3 GKS O02YYdzyAOlFGA2Y 2F GKS @I ArdzS LINE LJ
we having some technical difficulties and can | help you with that, gentlemen?

Paul Cheney, S& > @& 2 deOdldke dd WigiSyouiwaant to change slides.

Dr. Flint McLaughlin:Alright. Well, Luke, take us onto te&perimentd | O 3 N2 dzy R ® F3FAY S
dzy T2t RAy3d (KAad yS6 (SOKyeaAKSIBNRPRMOSNDSESOI dzAER2E ¥
SELINAYSYiliAYyd 6A0GK KSNBo {2z tSGQa 32 G2 GKIG LI

NB A S5 S RKe tolgofdtwatd Qight to the very first treatment.

Original Ad

{Keyword} Business Software The experiment ran for 18 weeks,

AwardWinning BusinessoBware. testing 16 different ads (control PPC ad
Fully Integrated. Free Trial.
www.Netsuite.com/Business

above) and observing more than

950,000 unigue impressions.
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Increase Conversion in 2012

Dr. Flint McGlaughlinAnd, that treatment is showing yougid search adlf you have not seen this

LI AR &SFNOK R LQR fA1S @2dz (2 GStf YS 6KIG @2dz
performance of this particular ad. Use Twitter or use chat and tell me changes you would make to this
D223t S LI 3S a HokNILKThib iRanlexpdimdnt3hiatdan for 18 weeks, testing 16
RAFFSNBY(H FRaX yR 20aSNWBAYy3 Y2NB GKIYy dpnZnnn dzy

¢F1S | ljdzad] t221 Fd GKFEG | RO slidé swdwihdthekad. Thereg | y i
S 3J20 l' YRS FdzZRASYyOSz GStt YS &a2y$8S GKAy3a @&2dz:QR
a2FTlol NBxX¢ az2vYS2yS aleao 5 AR areasx aLyOf dzRS GK

the business, smal NJ f I NAS ® ¢ t ASNNBE ale&ar a¢KSNBQa y2 Of St
ALISOAFTAO RSGFATE | 02 dz KS a27Fds61 NB®E DNB3 aleéeas
LINP L2 AAGA2Y Pé LQY Ay G S NBvaliePprBpoditignh. Boknkoie tall helwhatK A Yy 1 6
GKS 321Kt 2F GKAa IR Aao vdzaA Ot eH vdzAi O1f @&H - RS
I RK l'YRY a42YS2ySQa laiAy3d l[jdSairzyaos LG AaxXxwz2oS
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 viedidy the prospect.

o U ax

Example Treatments

{KeyWord} Business Solutions {KeyWord} Business Solutions
Run Your Entire Business with One Support the Entire Company with One
System. Accounting + CRM. Free Trial. Low Cost Solution. NetSuite.
www.NetSuite.com/Business-Solutions www.NetSuite.com/Business-Solutions
Business Software Suite #1 Business Software
#1 On-Demand. 6459+ World Clients 6459+ Clients. On-Demand Access.
Award-Winning Solution. Free Trial One System for the Entire Company.
www.NetSuite.com/BusinessSoftware www.NetSuite.com/BusinessSoftware
Small Business Software Small Business Software
6459+ Clients Worldwide Free Trial Worlds #1 On-Demand Suite.
Software You Won't Outgrow. 6459+ Clients. Free Trial Today.
www.NetSuite.com/BusinessSoftware www.NetSuite.com/BusinessSoftware

Dr. Flint McGlaughlin{ 22 ¢ SG Q& 32 (42 G(KS ySEG &atARS FyR tSiQa
GKIFG at ARSO® | SNBx &2dzQft &a8S SEIFYLXS GNBIGYSyida
designed to try and improve the response rate of thatad. And, tBeR1 € A 1S G2 LRAy(d 2dzi
winning treatment, Business Software Suite, number onelemand, 6,459+ world clients, award

winning solution, free trial.
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Increase Conversion in 2012

Experiment:Results

'21% increase in clickthrough

The new ad generated 20.9% more clicks than the original

.

Original Ad Best Performing Ad
{Keyword} Business Software Business Software Suite
Award-Winning Business Software. | #1 On-Demand. 6459+ World Clients
Fully Integrated. Free Trial Award-Winning Solution. Free Trial
www.NetSuite.com/Business www.NetSuite.com/BusinessSoftware

L¥ @2dz £221 0 GKFG gAYyYAYyd (NEIKRNBgaEP: 2dKE 6§ QF 2 de
2NAIAYFE TR (G2 GKS o6Said LISNF2NXAY3I RZ YR GKIFGQ&
that the highest lift we can achieve with this ad? It is not. Is there a way to get a higher increase? Yes,
GKSNBE Aao Ly FFrOGz ¢S gbtydG G2 Grt1 Fro2dzi a2YSGKA
moving towards one of the most important points we want to help you learn today from this
SELINAYSY(GZ FyR GKIF G LA yhgabduhat dfresenth ANR thatB tha i S | £ f
must craft all of the messaging around your central value proposition. | will explain by taking you to the

next piece of this experiment.

Experiment: A holistic testing strategy

The PPC ad test was only paradksting strategy that involved the entire
conversion funnel from the ad to the form page.

T nersurre m .

The World's # 1 On-Demand Business Software

b} 5
M NETSUITE ¢ e

The World's # 1 On-Demand Business Software

64594 Customers World Wide ... and stll growing!

D Almost there! To bege your PREE TRIAL of NetSiste,

Business Software Suite
#1 On-Demand. 6459+ World Clients
Award-Winning Solution. Free Trial #

www.NetSuite.com/BusinessSoftware

[pnir

[ m————
e e, O et

Start Your No Obligation Free Trial of NetSulte Today!

A
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Increase Conversion in 2012

Dr. Flint McGlaughlin{ 22 f SGQa Y2@S (23 GKSNB ¢S 323> G2 GKS y
search ad test was only part of a testing strategy thablves the entire conversion funnel from the ad.
¢KSNBQa | F2NXY LI 3IS YR GKSNB g6Fa | NBFazy F2N (K
to optimize each aspect. We were trying to optimize the paid search ad, the landing page amahthe f
l'YRY AT &2dQff y20A0S 6KI G ¢ Snckeaséindvefall GoBvesian. 2 T (G KS

272% increase in overall conversion

The optimized path’s conversion rate increased by 272.2%

Relatlve
T
“m

PPC Advertisement 0.89% 20.9%

Landing Page Clickthrough 7.17% 11.06% 54.26%
Form Completion 15.84% 31.25% 97.27%
Impression-to-lead Conversion .009% .033% 272.2%

\/ What You Need to Understand: In this experiment, a 272% increase in
conversion led to 268% more projected revenue and, when combined with
the corresponding 66% reduction in cost-per-acquisition, the optimized
path produced more than four times the monthly profit (302% increase).

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

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

aggregateall 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 oferivaive value propositior® 2 SQONB 3F2Ay3 G2 €SNy Yz
LINPOSaa dzy¥2fRax odzi fSdiQa €221 Ay LI NIOAOdz I NJ I
one of the most important learnings.
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Increase Conversion in 2012

The Derivative Value Propositio

The Value Proposition Spectrum
‘ PROCESS-LEVEL

. Question: Why should your ideal prospect buy
. PRODUCT-LEVEL from you rather than any of your competitors?

. v Question: Why should [PROSPECT A] buy from

J— you rather than any of your competitors?

Question: Why should [PROSPECT A] buy this
product rather than any other product?

Central ~
Value
Proposition

Question: Why should [PROSPECT A]
click this PPC ad rather than any PPC ad?

Prospect B

Conversion steps
associated with a
specific product

Dr. Flint McGlaughlin; 2 dzQ@S 324G G2 3S4 LI ad GKS o6l airod dzyRSNE
an understanding of the bigger picture. And, so take a look at the derivative value proposition, and
@2dzQNB 3F2Ay 3 (2 a8 bela biRcAnfusing,lbiY letkn® d¥BackiitK Agdéin, | am trying

G2 ONIYTO wnInnn K2dz2NB Ayd2 cn YAydziSaszs a2 LQtf at
understand it in more depth.

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

why should | purchase from you rather than any of your competitors, and it has a contingency on the
front side. If | am the ideal customer, why should | 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 thes@te, and in fact by the founder or the CEO of the
organization. Marketing can always influence that. They can typimathmunicate it more effectively,

but we need to understand that there are three other types of value propositions. They connect to the
OSYyuGuNI f o 2S Oltft GKSY GKS GKNBS tQao

There is the prospect level value proposition, and that is a proposition destgremswer 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 | purchase this product rather than any other,
SPSy AT A th@samd sife? Ani, $hid theng is the process level. Most of us are aware that
(KENBQA 42Y8 O2yyS80iGA2y 0680688y (GKS LINBRAOG yR
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odzi 65Q0S O2YLX SGSft& YAaasSR (KS vaiprpbsticn mgReS t oI ¢
G2 OftAO1l 2y I F2NXY FASER YR SYGSNIAYT2NXYIGAZY O
helps move someone through the sequence that you offer them, the thought sequence. And, so as we
movetothenextdl RS> St Qa GKAY]l lFo2dzi GKS AYLXAOFIGA2ya 2°

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

(&~ Key Principles

1. For every action you desire a visitor to make (a click in the case of
PPC), there must be an immediate promise of value that outweighs
the cost of that action.

2. Like the Central Value Proposition, the Derivative Proposition of a
specific action can be measured by its:

* Appeal—How much is this offer desired?
* Exclusivity — /s this offer (or a better one) available elsewhere?
* Credibility — How believable are your claims?

* Clarity— How easy is it for the customer to understand?

Dr. Flint McGlaughlinFor every action you desire a visitor to make, thengstrbe an immediate

promise of value that outweighs the cost of the action. Now, that promise of value essentially is
O2yySOGSR (2 | &AAYLIES F2NXNdZ | @ . & KS GAYS L RN
2dzi 6 SAIK LISNOSA IS Rtryldgta do @ optirize RA webdéde (inotah enl) it

SPSy (GKS OFYLI AIYyod 2K @2dzQNB GNEBAY3I (2 2LIGAYAI
GKS LI 3S YR RSSLI Ayid2 YAYR 27F (KS LISNAEtAwWat & 2 dzQNB
youQ flidcover is that there are four components. These four components look like key words, perhaps

2y | af ARSZ o0dzi GUKS@QNB YdzOK Y2NB GKlFy GKIFGo® ¢ KS
huge impact on the success of your campaigns

The first is appeal. If yogeneral offethas significant appeal, you can often measure that fact, being

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

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

AT (KSeQNB |y SEAaGAy3I tS3F0e8 odaAaArAySaas sAGK | Kdz
dollars in existing revenue, they still wowdnsider the internet amore than a channelThat is a

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

most of us would recognize that the fourth new value proposition is connected to its appeal. But, what

8 Copyright © 201 MarketingExperiments. All rights reserved. \Q_/ ma rkeT | n g experiments
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we may not know is that appealcanS RSt SGSR AT (GKS& R2yQi Gl 1S 002
AdX AT GKSNB INB 20KSN) 2LJiA2yas 2GKSNJ gl ea 2F al i
RAf dzi SR® b2¢> AGQa y2i 2dza imindiKyouihavield Valyieiprogosition. A ( Q a
Ly FFEOGzZ Al R2SayQd YFGGSNIATF &2dz KI @S 2yS gAGK N
Ay GKFG LINRPOSaa e2dz aldAaft R2 y2G KIFI@S ONBRAOAfAGE
beft AS@S @2dzNJ YSaal3aS Al R2SayQd YIFGGSNI K2g¢g LRGSYy
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 poinEven if you have the other three, it does you no good if you

R2y Qi KI @S OfFNARGE D / fFNRGE A& Y2NB 2N fSaa (KS
YS K2¢ Ylye O2YLIYyASa LQOS NBOASHGSR wdued R2y QG Y
LINP LR AAGAZ2Y AYy | gl @& GKIFIGQa Strae (2 dpfoRSadB Gl yRO®
GKIFIG AayQid | yOK2NBR AYy | gl & F2NJ az2yS2yS G2 @Aadz
some sense, clarity is lastonthe listizd A G Q& y20 GKS fSFad AYLRNIFYyG®
and all four of these Lild on each other. First,thgg SSR (2 1y26 6KI G @&2dz2QQNB {NE
Of F NAG& o tKSys>s GKS& ySSR (2 0 Senyoodve &chigvedthoset A S@S A
two, can you move to the other key components, appeal and exclusivity. Without those four, your value
proposition cannot be meaured effectively. Without being cognizanttbbse, you can't predict its

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

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

AT ez2dltt t221 2y GKS ySEG a4t ARST GKSNBUa | tAGGTE
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 #hi 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 aWarketingExperiments.com/PPCAds >>
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TACTIC #Maintain cognitive momentum in every step of your sales process

Dr. Flint McGlaughlinKeeping 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
@ 2dzONB G NBAYy3I { eognitiveknan@Brkedpsd pedh fiorh $lotving dowa A Because,

we found that as there is a problem in rhythm or cadence, or velocity, conversion starts to be mitigated.
[ SGQa 221 Y2NBO

v Experiment ID{Protected)
Location:MarketingExperiments Research Library
Test Protocol NumberTPL368

Research Notes:

BackgroundB2C company offering package vacations. In this test, we
focused on improving the checkout process.

Goal:To increase cart completions

Primary research questioniVhich cart page will generate the highest
completion rat&

Test DesignA/B split test (variable cluster)

Dr. Flint McGlaughlint SNB3Qa 'y SELISNAYSYy(o® CKAA A& GSad LINZG
2FFSNAYI LI O1F3IS GFOFiA2yaod Ly GKAa (Sat@asSQNB
f221 6KIG 6S KI@S (2 R2 KSMdbyof yousald adzirtSysteni dtdéchel O 2 Y LJ
G2 @2dzNJ 6So0aAiSy @2dzQNBE GNBAYy3 (2 FAIANBE 2dzi GKS
for us to see rates as high as 50% wheromes to abandonment in the average cart. How do you
2PSNO2YS (KI GK 2Sffx AGQa y20G 2dzald Fo2dzi o0dzAif RAY
OK2A0OSo® LiQa y20 2dzad | 0602dz2i RSaA3dyod tgEENBEQa azy
Y2NB LIS2L)X S G2 alre &Sa |4 SOSNER aiay3atsS aasSL 27 0K
control.

10 Copyright © 201 MarketingExperiments. All rights reserved. Q_/ mar keT | n g experimenfs



Increase Conversion in 2012

Experiment: Control (Top)

Top of page

@ Real tickets, not vouchers O Ve —

Home ContactUs AboutUs Customer Services Ww«unmusnm)w

~ Dinner & Shows

Choose an Attraction

Shopping Basket Wh\] bU\j
 contivee sworravG > ot
Your basket contents =
G Nouekandleest
Holloween Horror \ights & Ticket Description Date  Adults Chideen Total  Remove e
Kennedy Space Center . oot vouchent
Mokahild Lusy Cuiney 15 Giys for the ooce of 7 1A §672.00 X Remove - ‘ Low pecas,
d 3
Orfando FlaxTicket Sub Total: £672.00
=il : [ APpy voucHe coot | P a7 wekiog
Seaworld days, guaranteed!
Universal Orlando Resort Select a deliver Y method

Walt Disney World Resort

Special ~ S0
CheckRate v
el 7 Rk 4 S
R e Standard A e Hokiered il sveibin e = s
i Delivery

Grand Toual: £1028.00
Protect your Tickets:
L Universal Orlando Tickets
Tickets for Universal C ellation
A ey

Studios at low prices aon Protect your tokets aganst cancellaton fees More Info ¢ 2000
Universal Orlando® Resort
offers 14 consecutive days of No Protec tion 30 1O @I Tk @ DOoteC oY C

fully loaded fun, here you will
descover 2 oreat $heme narks

Dr. Flint McGlaughlin{f 2> KSNB Q& (G(KS 2NRAIAAYI f o . 2dz Olkoy aSS Al
viewbrokenouE | YR GKIF {iQa ¢KIF(G e2dxQff asSSo LGiQa Ffz2y3a
g2dz £221 G GKS (2L LI 385 &2dQtt 488 K26 GKS OF NI
Ay GKFG OF NIl NX 3theibottgh2halt Sd) tdkié usftoShie Gext slide? ®hiere Weiltan see

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

s Bottom of page
Sign me up! 1'd Ike 1o receive occasional promotional material. 1
1 confirm that [ have read and agree with the terms and conditions. |~
—u Wiy
. o fyou 2 paypal express or Maestro, click e O PayPal
e o, Dloass orik d payment det: Coypep————
e Enter your payment details
Title: M v
First Name: County:
Surname: Post Code:
Country: K v
Address:
Telephone:
Town/City: €£mail Address :
. )
S Dpsce £5.00
Delivery
~~ Standard
Delivery
- Payment Type: | Mastercard Credit Card (v,
= Cardholder's Name: reWiid) Conlitelanes
- Credit Card No: ( 256 bt Encypted bookings.
..... — Issue No You are safe and secure
:.‘é—-‘ WRD
visa € @ ’
L From Date (1f Applicable): C2
visa CD &
8 [ mE &
P k: £1028.00 Expiry Date:
e Card Security Code:
Grand Total: £1028.00
BOOK TICKETS »

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

FANIKSNI YR GKAY]l lo2dzi é6KFd 6S YAIKG R2 (2 AYLNER
that cart page and tell us something that you might do to make it %o ¥ SOl A S @ {2YS2yS
.dz2 odzit2y Aa 0St24 (GKS T2t R®E {2YS2yS alFrARXLQY
ddzo it Sz a2t AR KSIRSNE (GKS &Sftt2¢ KSIFIRSNI 2y GKS Lk
LINE RdzZO (1 B @¥ 2dz¥y REXL QY t221Ay3 i GKAE aONBSyo . 2dz
GAGK ff 2F @2dz2NJ NBalLkRkyaSao ¢2RR alFARZ a. NBF{1 Al
FASE Rad¢ I FNRBE ale&asx allK®ES o2kl 20ndiet vz S0 aAl28ya 3 (6
YIE@AILGAZ2Yy FTNRBY GKS OF NI LI 38 ¢ 452y Qi a1l SEGNI
| 2yGAYydzS {K2LIWWA Y3 odzitz2y G2 GKS o62ddG2Y 2F GKS LJ 3
andthinkabouh &'’ a2YS Y2NB @ {23 tS4GQa 221 4 GKS gK2ft S
gSQft 221 i a2YS 27 cank& forlaiemY AT F GA2y aGNI GS3ASa
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Experiment: Control

Shopping Basket Why bU\,'

o o The Control (original) shopping cart is

T e

ol already employing the following key

=g optimization strategies:

-----

1. Reduced as many stepsas possible

2. Reduced as many form fields as
possible

3. Featureda single main columnin
a vertical linear eye-path

G 4. Utilized key third-party anxiety
— reducers

Grand Total: £1028.00

Dr. Flint McGlaughlinOne, and that is to reduce as many stegspossible, 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
stepshy G KS OF NI ® lff 2F GKIGQa AyaSaNIaGSRo 2 SQf f
slide.
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Experiment: Trement (Top)

Grand Toul: £1028.00

Choose an Attraction

Aquatica

Busch Gardens.

Discovery Cove
Gatorland

Halloween Horror Nights®
Kennedy Space Center

Shopping Basket

Makahiki Luau

Orlando FlexTicket R

Richard Petty Driving

Ticket Description

SeaWorld

Top of page -

Onders & Enquiies

Home = Contact Us = About Us = Customer Ses

s Shopping Basket (1 Item, £224.00) W

from us?

=3 Nocedk crdfees!

Real tickets,
ot vouchers!

U Mg%

Date  Adults Children  Total Remove

Universal Orlando Resort

Walt Disney World Resort

always wanted to be a film

Dr. Flint McGlaughlint a

star or action hero Universal

\ PLUS
- receive

Studios ® s...
at Planet

Ultimate

| nd go a5 you please for 14 days at Disney —Ea”
Universal Orlando Tickets
Tickets for Universal —  Ultimate Disney's i’

5 Protect Yd e

Studios at low prices E »n to Magic Kingdom, Epcot, Ulhmqte
Universal Orlando® Resort Ccancellatio} Di ywood Studios and Disney's Animal Tidket
offers 14 consecutive days of Protection| Kingdom,
fully Ioaded fun, here you will v
discover 2 great theme parks No Protect Ultimate S.
and a fantastc experience at X \ UNLIMITED 3 ving
Universal CityWaki®. If you've E

dom and Magic
d !

14 days of golf 3t Disney’s

Oak Trail Golf Course.

d2dz t221 I

GKAA&

af ARST @&2dz aK2dzZ R y?2

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

GKS OKIy3Sa

14
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Increase Conversion in 2012

Experiment: Treatment (Bottom)

I Bottom of page
Sign me up! 1'd ke t receive occasional promotional material. I
1 confirm that I have read and agree with the terms and conditions. |
O PayPal
[ p———
County:
Post Code:
Country: T3 v
Address:
Telephone:
Town/City: £mail Address :
‘ol Your tickets are guaranteed 1o be delivered within 2 working
days - great f you need your tickets as soon as possble. O s0m
Delivecy More Info
rst.: '::,d Your tickets will be delivered within 7 working day © 0.0
Payment Type: Mastercad Gedt Cad v
Cardholder's Name: Soale Wity Conlitases
Credit Card No: ( 256-bit Encypted bookings.
Issue No You are safe and secure
wah
From Date (If Applicable): - - lw
visa S S
Expiry Date: = ¥ (- ¥
Card Security Code: - What is this?

Grand Total: £1028.00

Dr. Flint McGlaughling 1 § dza XO2y Ay dzS GKNRdAK® !t NAIKGD ¢F ]
LX Sl aSao l' YR Fa @2dzQNB R2Ay3 (GKIFGX @&2dzff &4SS (K
lock and the credibility indicators, and the number of changes inthelca A 0 4 St F @ ' YRY £ S

FT2NJ 2dzad I Y2YSyido [SGQa Y20S 2yo
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Increase Conversion in 2012

Experiment: Treatment

The Treatment shopping cart made a few
strategictweaks in an effort to improve

conversion:
1. Removed graphical bars
. " 2. Addedimage
o : 3. Added pop-up product description
- 4. Added testimonials
a— = 5. Added step indicators
- [ oo |

Dr. Flint McGlaughlin{ 23X ¢KIF 0 @2dzQNB t221Ay3 4G Aa ¢S NBY2OSR
AYlI 3So 2 SQ@WAI ILINRBRRIZON IRBEWONR LIGAZ2Y d 2S KI @S | RRSR
indicators. All of these are designed to help generate improvement, but somethier is going on.

See, whatlnaudible)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. Optimizatibaussomething

RS S LIS NJ { Klahbut (inddrstameling the cagnitive psychology of the purchase process and it

requires you to get underneath the particulars and asky.£ Why make these moves? Not because

82dz KSFNR GKSY 2y I OfAyAOI y20 05DHzAzX$26 ND®SOF dzi( 8
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 understandiagf ¢ KI 1 Q&4 KI LISy Ay 3 Ay (GKS YAYR
I32Ay3 G2 dFr€1 Fo2dzi GKFG Ay 2dzad | Y2YSydsx odzi S
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Increase Conversion in 2012

Experiment: Sidéby-side

Why buy
(et o -
B e esa
s O e
e S
‘ e
——
iy
T -
= ——
Grand Total: £1028.00
1 S v Delivery Details
T . g4 T B 1 e L (ool e Y et S i R0
1rfrm Pt 1 hve rend e ayen =it P Sorns o condions. - ot ot
T
i 2020 | 1 e [ |
Sapete .,_, b pyoels
tets cerdyoimroy
pos = =
ot e pev
- ——
o
o
Payment Details
e -~ ope = - gt S pop
At o
—
PR —~
i S R e ryssonorae
Copettory N = Sy
oot bt visa e @2
...... sk
S —— " e O
oy O
2t Sy
Grand Total: £1028.00 =T
i

Dr. Flint McGlaughlint SNB Q& ( KS { NI with h&aobritréland tBekraaymient. YA with
0KSasS Gg2z &2dz Ory aA0GFNI G2 AYF3IAYS GKS LlaeoOKz2f23
221 40 GKS YINBAYlIf AYLNROSYSYyd 6SQNB (GNBAYy3 G2

So, take us to the reés.
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Increase Conversion in 2012

Experiment: Results

________________________________________________________________________________

12% increase in total revenue

The Treatment generated 6.25% more conversions than the Control

Subscription path m

Control 22.63% - =

T1 - Single column, dropdown 24.04% 6.25% ..ll 95%

\/ What You Need to Understand: The new shopping cart outperformed the
control by 6%, leading to a total revenue increase of 12% as the change was
implementedacross the entire website.

Dr. Flint McGlaughlin; 2 dzQf f y23A0S GKIG GKAa ySg OFNI Aa LINEBR
Now, think about that. We often talk about 50% improvements in conversion and 64% improvements in
conversion.But whenyou think about your cart, dzQNB f S Ay (GKS LINROS&ao® !
and designing experiments, you have to factor in the fact that an improvement here is connected so

closely to the BL that you experience a significant difference immeditdl CKIFGQa mw: Y2NB
2TF GKS alyYS aLISyRH {SS> 6S 62N)] a2 KINR G2 3Si
GKS2QNBE GKSNB® b2g¢> +a €2dz2OQNB (GKAY{Ay3 o62dzi GKI
go deeperthanthelca S &G dzReé FyR Fal 2dz2NAStf @Sa GKS [jdzSadArzy
2012. So, take me here.

(& Key Principles

1. Shopping carts are not just a utility. They are the strategic means by
which you (the marketer) maintain the forward momentum generated
in the conversion process.

Dr. Flint McGlaughlinShopping carts are not just a utility. They are the strategic means by which you
maintain the full momentum generatedd Ay GKS O2y @SNRARA2Y LINRPOSaaod b2

z

680FdaS L 6tyld G2 &l &2dz + ljdSadrzye [8GQa 32
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Increase Conversion in 2012

What do you optimize for in a shopping cart?

Design? i —
— ——— -
e
= — = P a
! @< L5 = = 19
oSt e = : — =
(] P
Metrics?

51,345 !:'P( 11,633 3,476 398 223 137 .
Impressions Category Page Product Page CartPage #1 CartPage#2 Completion

Revenue?

l-$1,756 l-$4,785 1-57,393 l-$19,342 l-$24,678

Dr. Flint McGlaughlin{ 22 KSNBX Q& (GKS 1jdzSaiA2y d ngcatR sitthe e&2dz 2L
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 dynamiceddy Qi S @Sy NEederdtgdol S Al @
action research, if we were to img 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

gSQftt I2 FTAE a2YSUKAYy3 fA1S (KAAD &yIKFA@B NBI QX 2 f
GKIFIG 282dz2QNB Ay | ANRdzL) yR GKIG LIS2LXS FNBE O02YYSy
forth, and that instead of your optimization process being founded or rooted in that science dynamic,

AGQa OlGdzr ffteddiza2zQAiNAE RRYLVAQPGKI GO

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

NE @3Sy dzS o 28 ySSR (2 GKAY]l dzy RSNYySFHGK GKIGZ 062 dz
interacting with our offer. The overalbjective of a shopping cartie maintain forward momentum.
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Increase Conversion in 2012

Cognitive Momentum

High

N _-.llIlIIllIlIIIIIllIIIIlIII'IIIIIIl-

Goal: To engage visitor and lead Goal: To obtaina Goal: To maintain the cognitive momentum

themto the most relevant value conversion generated by the product page
commitment

Cognitive Momentum

The overall objective of a shopping cart is to maintain as much forward
momentum as possible from the “product page” to the “thank you” page. The
goalis to ensure the visitor satisfies the conversion commitment.

Dr. Flint McGlaughlinz S KI @S GKSY Ay GKS OFNI o0SOlFdaAaS ¢S |aad
f SGQa FaadzySsy 06S0OFdzasS A0QaliKR&ESOINNIA KA T éstioftieFEIIR2YS
work right, onthefrorh A RS 6 SOl dzaS (GKS@QNB Y2@Ay3a (246 NRa G(GKSE
3SG GKSY Ay GKS OFNIlo LT ¢S t2aS (KSY 2y&S (KSeQ
What you need to recognize, and if you look at this diagram you can start to understand that there is a

1AYR 2F O023yAdGAGBS Y2YSyldzy GKIFGQa (I3 Ag/sadaddi I OS | &
it peaks at the product page. It peaks wherejtmake that decision. And, the goal on the first page is

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

YR (KSy (GKS ySEG 321t YR GKAA A& 6KSNB AGQa O
adyes¢ what we call theultimateyeséb 2 6> @2 dzQNB y 24 G GKS dzf GAYFGS @
about enforcing a decision and each decision requires them to say yes, and you need a chain, an

dzy oNB 1 Sy OKIAYy 2F &SaQa i2e. itk aEe@dmandsts ardztihel YI S &S
SYGANS LINROSaao 2 KIFGQa KFILIWSyAy3a KSNBE Aa 6SQ@S 13
2T GKS OFNI LINRPOSaasSaszx odzi GKS &8S5SaQa IINB y20 20SN
Theyhave 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 theaudible)of the value proposition earlier in the process,

0STF2NBE 6SQ@S JZHNRVKSKEXLAFS(B28S5aGKS 023yAGA@S Y2
0KS 2LIRNIdzyAide o {2 (GKS fSadazy KSNB Aa G2 YIS
throughout the process, and there are three, three chief impediments that keep us feimy bble to

actually achieve that.
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Increase Conversion in 2012

(& Key Principles

1. Shopping carts are not just a utility. They are the strategic means by
which you (the marketer) maintain the forward momentum generated
in the conversion process.

2. There are three chief impediments to conversion momentumin the
shopping cart:
* Assumed Value
* Unaddressed Anxiety

* Directional Void

Dr. Flint McGlaughline KS FANRG A& | daadzySR @I f dzSo LGQa | 3INI O
Sy2dAK @I ftdz2S Ay GKS SEFENIASNI LI NI 2F GKS LINROSaa i
adl @ ¢CKIG O2ada dza SOSNER aAiAy3atsS RIeo 'a YIFNJ]SGSN

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

0 KS & QNXFoptyhig add dcdis ¢S KF @3Sy Qi € SIFNYSR K2g (G2 1SSLI ¢
GF1{Ay3a LXFOS F+ff GKS gFe& GKNRdIdzZZAK (GKS LINRBOS&aaod 2 §
YSaalr3asS Al O2NNBOGf e l'YRE (KSy 2y0S g%ytR2: ¢S K
0KS 20KSNJ adSLJE odzi GKFGQa 1Seo

b2¢r (GKFEGIQAa 2yS AaadzsS GKFG aid2Lla dzaxz FaadzySR gt f dz
early on. But, if yod fefhember the first experiment we looked at, with NetSuite, we got a 97%

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

Because, on that form wembeddedthe value proposition yet again, giving them enough upwards force

to get them through the funnel.

[ SGQa 221 G GKSssadadxety. Rbis ikt xeColgnizingithatityfdudheuhiis

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. #8ndijieK S &@ Q NB
moving throudp your cart, there are various plkas, 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
overO2 NNB Ol A G o 2 § OlB® aré dthaztlits whedealzitan (et about this. Let

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

G2 2NRAIAYFET NBaSHNOK gKSNBX F3AFAyI dakedadutinat S+ NI
just a few minutes and study it in depth.

Readmore atMarketingExperiments.com/ShoppingCarts
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Increase Conversion in 2012

TACTIC #3ever underestimate the power of a valbased headline

Dr. FlintMcGlaughlin:This brings us to the next point. This is the next tactic. Before | go any further,
LQY adlyRAY3I Ay GKS aiddzRA2 FYyR AGQa ySgo LQ@S 32

R2 @ LGQa tA1S L OF fooriare.0Ad, fhave peSpheBtaridgkaGme ¢htofigh the | Yy R (i
GAYR26 O LGiQa tA1S LQY AY | FAEAK 02¢6f @ l'YRI LQY
tA154 Y83 odzi L FS88t | oAl Of | dza G N2 LKE, don Bowell | $Q4&
Aa adlyRAY3I o6& FyR 6SQONB (GNBAY3 NBIffe& KENR (2 RS
alsoareexciteK ¢S a LISy d | &SI N 2S50@S ALyl wnInnn K2dzN&

to you. Can you give me quicletiback before | go any further? |Is this working? Is this helping you?

l'YRY AT @2dz YAaaSR (KS fAy1Z a1l da&a FyR 6SQff R?2
NAIKG y260 LQY NBIFRAY3I (KSoptimzeSadd iz S & dzRB yii QW 2 X2 @
G22 Flradgsx (22 atz2¢6z GKFG @2dz2OQNB 3SGGAy3a SOSNRBUKAY
over and move to this next point.

Tactic three, never underestimate the power of a vahased headline. | learned somethimgthis
SELISNAYSyio® LGQa NBFHffe AyGSNBalAy3dIo LGiQa 3I2Ay3
0S0dSN® ,2dz NERdzOSR FTNROGAZ2Y d¢ .dziz R2y Qi asStf
Let mebegin by giving thedckground.

ExperimentID: (protected)
Location: MarketingExperiments Research Library
Test Protocol Number: TP1111

Research Notes:

Background: A survey company offering to pay its members to take surveys
Goal: To increase qualified survey panelist registrations

Primary Research Question: Which panelist registration page will have a higher
conversionrate?

Approach: A/B multifactorsplit test
Dr. Flint McGlaughlinYou 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 highestt? { 2> f SGQa 221 +4 GKS GNBFrGYSydasz 2N
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Increase Conversion in 2012

Experiment Control:

I —

Top of page

Logo

HOME | REWARDS | MEMBERNEWS | FAQ | CONTACTUS

I ccrco o, [ . rcrs it

the world's researchers since 1977. To join, simply answer the questions
below and we'll direct you to interesting research studies. There's no
commitment, you can take as many surveys as you wish, and you can opt
to leave at any time.

-iVQS you three ways to earn Cash and Prizes for taking

surveys:

1. The New Instant Win Game: Every time you take a survey you will
qualify to play an Instant Win game with thousands of dollars in cash
and prizes.

2. The $25,000 Cash Sweepstakes: Earn entries into the $25,000 Cash
Sweepstakes awarded every quarter.

3. Cash Awards: Select surveys offer cash awards for completing the
survey.

Now -- welcome to- We hope you'll enjoy your membership
and our surveys! You must be at least 18 years old and a resident of the

United States, Canada or the United Kingdom to join. (Australian residents
can click here to join Survey Sampling's OpinionWorld.)

Dr. Flint McGlaughlint KS LJ- 38 &2dz 4SS y26 A& (KS SELISNAYSY(l f
The boxes areur attempt toanonymizethe control. You see behind me, with, you know, the basic

Ft260 52y Qi 62NNE Fo62dzi G(GKS ofdzS 02ES&ax odzi 3ISi

SFFTFSOGADGS AG YAIKG o0So 2 KAtS @2dz2ONB romBét. Aty 3 |G
aleasxs ahdzOKHE {0200 @2dz2OQNB NRAIKIG D {O020Gx GS¢tf

OKFdG NRIKG y2és (Stft dza K2 @2dzQR FAE G(KA& LI 3ISo

absoluS f & NX Jdoriky up. Yéundil@da A OKSIF f = a¢KS 2y 3 T2N¥YbE , S
G6StfxX 6SQNB t221Ay3 2yfte G GKS G2L)J 2F (G4KS LI 3IS A
dzy RSNEGFYR K2¢ AGQaAXK2g f2y3 FHONKO éne PoudirBciigE & 6 S Q
these [slides?

Paul: | am.

Dr. Flint McLaughlinh 1 I € X

a2 2dzald Y aZn@rekindzaf seblHE KighKgd Gp-akdxdown S G
I O02dzLlJt S 2F GAYS

KSf L) KAY 3ISioul &aSyasS 2F GK

QX
™M
(@]
o
N
(e
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Increase Conversion in 2012

Middle of page
CountryT [Unted Siates a|
Change Country
E-Mail Address: |
Please retype ... your e-mail address below to verify:

Verify E-Mail I
Address:

First Name: |

Last Name: |

Home Address:(We
ask for your mailing
address so we can |
send you any prize
checks or rewards.)

AptiSuite: |
City: |

State or Territory: [Clickto select =l
Zip/Postal Code: |

Home Phone
Number:(Optional:
We will never contact
you by phone; we ask
for your phone I
number so we can
invite you to surveys
of certain area code
segments of the
population.)

Month vl Day ~l

Month Day Year

Date of Birth:
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25
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Middle of page

Household
Income(Optional: We
ask for your income
S0 We can invite you
to surveys of certain
income segments of
the population.)

Are you...?

Which category
best describes
you?

Are you employed?

Which best
describes your
education level?

Is your occupation
any of these?(If your
occupation is not
listed, please select
"none of the above".)

Which category or
categories best
describes you?

Please check as
many as apply.:

ICIlr.k to select ¥ I

~

Male
Female

sl

Single, never married
Married
Separated/divorced/widowed
Domestic partnership

s e TN B+ }

"

Full time
© Part time
Not employed

~

ICIir.k to select |

ICIlcklu select LI

The next question is optional:

 White
I~ African American
I~ Asian
I~ American Indian

I~ Native Hawaiian or Other Pacific Islander

I~ Hispanic
- Other

Y marketingexperiments



Increase Conversion in 2012

First:  Age: [ ..Gender. © Male © Female I Undo/ Clear Info
Second: Age: [ ..Gender: © Male © Female T Undo/ Clear Info
Third: Age: [ ..Gender. © Male © Female I Undo/ Clear Info
Fourth: Age: [ ..Gender: ¢ Male © Female ™ Undo/ Clear Info
Fifth: Age: [ ..Gender: © Male © Female I Undo/ Clear Info

@ o
RooRAM Privacy Policy | © 200t

Bottom of page

T OmET

Which best describes the other members of your household, not
including yourself? Please use whole numbers for ages, and if
you have a baby less than 1 year old, please type in "0".(If there
are no other members of your household, please leave this area blank,
and click the "Join" button below.)

@ CLICK TO JOIN

z

Dr. Flint McGlaughlinPhilipd | 8 43 aLG Q& daAteoé {2YS2y$S &leas
I.

al aGSNJ KI &

F2dzNJ 12 &AAE &
Al 2aSTEANBR GYSARAYYSNIG 2 0SR®DE al G0z

GdSL’A® ¢CKIFGQa 6KIFEG 685

L R2y Qi 1y2¢ l062dzi G§KS RAYYSNI LI NI o

YR al g

GAGK @&2dzd

¢CKFEGXL GKAY]
GKFGQa  ONRGAOLN €

sequence as it unfolds.

26

GKFGQa al 6dQa ¢ & 200 Mit0seOR a3 dza

LIN2 OS&4 AY dzyRSNBGFYRAYIXEYR
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Increase Conversion in 2012

Conversion Heuristic:
Logo

HOME | REWARDS | MEMBERNEWS | FAQG | CONTACTUS | c=4m + 3V +2(i'f) _ Za

18 WOrIQ S researcners since ~Tojoin, simply answer the questions 4 brries

below and we'll direct you to interesting research studies. There's no

commitment, you can take as many surveys as you wish, and you can opt \ [cearwidowed . .
foleave o any ime \ o * Using our conversion
(B ;e you three ways to eam Cash and Prizes for taking . . are
srveys methodologies, we identified
1. The New Instant Win Game: Every time you take a survey you will . .
qualify to play an Instant Win game with thousands of dollars in cash = 'the fol |OW|ng potentlal areas

and prizes.

2. The $25,000 Cash Sweepstakes: Eamn entries into the $25,000 Cash
Sweepstakes awarded every quarter.

3. Cash Awards: Select surveys offer cash awards for completing the
survey

for improving conversion:

=

is optional:

Now -- welcome to _ We hope you'll enjoy your membership

Untind Saes, Canada o he Unid Kingo ok (staden eedants 1. Reduce Friction (f) by
o o shortening the length of the

or Other Pacific Islander

Country: [Ueasmes 51 registration form.
Change Country
E-Mail Address: [
members of your household, not

Please retype ... your e-mail address below to verify: lwhole numbers for ages, and if 2 Cl a rlfy the eXpressiOn Of the

r old, please type In "0".(if there

Var:zj;—::l‘l ]— ehold, please lsave this area blank, . i
it Namme: [———————— Value Proposition (v) by adding
Male © Female  Undo/Clearinfo
LastName: [ s - Fomla. Undo st a clear headline.
Home Address: (e Nise ¢ Fomsla -Undo st

ask for your mailing
Male © Female I Undo/ Clear info

Fifth:  Age: [ ..Gender: © Male = Female I Undo/Clearinfa

Dr. Flint McGlaughlin{ 23 f St Qa (GKAyYy]l lo2dzi AG y2¢ a ¢S 3ISEHXI
hSdzNRA adGA O GKS O2y@SNEA2Y &S1jdSyO0S (KIG &2dzQ@8S KSI

+2(ichH-H I @ 28§ |ylrfeT SR GKS LINRofSY>X LaeOKz2ft23& LINRBO
negative inhibitor. And, we decided to incredbe 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 ioroposit

must have an only factor.
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Experiment Treatment:

Top of page

Logo

HOME | REWARDS | MEMBER NEWS | FAQ | CONTACT US

77. To join, simply answer the questions below and we'll direct you to
studies. There's no commitment, you can take as many surveys as you
opt to leave at any time.

ant Win game with thousands of dollars in cash and prizes.

e $25.000 Cash Sweepstakes: Earn entries into the $25,000 Cash Sweepstakes
warded every quarter.

Cash Awards: Select surveys offer cash awards for completing the survey.

w - welcome IOF We hope you'll enjoy your membership and our surveys!
ou must be at least years old and a resident of the Uni r the United
Kingdom to join. (Australian residents can click here to join|
OpinionWorld.)

* New headline added to clarify the value proposition

Dr. Flint McGlaughlinf SG4Qa GKSy 32 | adSL) FdzZNIKSNJ KSNB |yR Gl
more. The first thing you see is the headline. Now, this new headline was added to clarify the value
LINE LR AAGAZY D La AG | 322R 2y®dminguh BedS bAMWBSECYy AT KRG

aheadline. Keep going, Paul. Take us to the next slide.

o Jheadine

Logo

HOME | REWARDS | MEMBERNEWS | FAQ | CONTACT US

Set Up Your FREE Account Today and Start Earning Money! HL1 Set Up Your FREE Account Today and Start Earning Money!
HL2 Get Paid to Take FREE Surveys
HL3 Take Online Surveys From Home and Win Cash & Prizes
HL4 Get Paid to Fill Out Online Surveys
HL5 Surveys — Quick, Easy and FREE
HL6 Join the [Company Name] Community and Have Your
Opinions Count
* Dueto the level of traffic HL7  Win Cash & Prizes for Online Surveys
this Page received, we HL8 Get Rewarded for Your Opinion
were able to test 10 _ _ -
diff t ibl HLS You're Invited to Join the [Company Name] Community
I er_en PossI _e and to Earn Rewards For Your Opinions
headlines for this offer. ) ) - )
HL10  Here’s Your First Survey, and an Invitation to Join Our

28
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Dr. Flint McGlaughlinSo, | am looking at a series of treatments. These are headlines 2 through 10,

testing against the control. And, so take alook& S & S ® l YR o0& (KS éle&z LQY
window that | have to keep moving sideways in the studiostinkeepX A G f 221a fA1S KSQa
RI'yOS 2dziaARS (UKS gAYyR260 ¢KS& gl yld YS FdzNIKSNE

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.

E-Mail Address:
0140 Please retype ... your e-mail address below to verify:
Verify E-Mail Address:
First Name:
Last Name:
Home Addrassi(We ask for your * Wealso reduced
mailing address so we can send ) .
you any prize checks or rewards.) \ the amou nt Of the
Apt/Suite:
city: required forms
State: | Click to select v f
Zip/Postal Code: rom 24 to 15/
Date of Birth: o Y108y ¥ Slgnlﬂca ntly
Month Day Year .
© waie decreasingthe
Are you...?
© Female .
perceived length of
© Single, never married
Which category best describes O Married h f
you? O Separated/divorced/widowed t erorm.
© Domestic partnership
O Full time
Are you employed? O Part time
O © Not employed
Which best describes your 3
education level? Slickitoiaplect
Is your occupation any of
these?(If your occupation is not
listed, please select "none of the | ik o select =
above".)

Dr. Flint McGlaughlinAs we did that, you can see that we moved the form fiéde 24 to 15. Nowj,

just want to stop there. | remember working on a project with the New York Témesn years ago,

GKSNBE Al G221 wmy LIF3ASa G2 airdy dzlo 9A3AKGSSYy LI 3S
fact that all of thoseextr &G SLJa OF dzZi SR GNRdzof S l'yYRE &@S4 dGd2RI @&

on the phone today with Y I 22 NJ LJdzof AaKSNE 2yS 2F (GKS I NHSad L
LINEOSaa GKIFGQa a2 O2y @2t dzi S Bsomeomezay Dine &@ns phondzy R S NA&

FNRY GKS 20KSNJ aARSZ yR GKS@QNB 3INBFG LIS2LYx So ¢

GNBEAY3 (G2 FAE | LINRBo6fSY (KI ( Dasedap®ach tOmMNEKetingS R NB | £ f

Technology is a funicin of marketing. Think about that. We could talk about it in a diffeciintc But,

(K88 RARYQ(O KI@S GKIG LNRotSY® alNJSGAYy3I Aa &SN
people who actually part way through the process are askingefunds and their money back, and

aF@Ay3 GKS@QNB f2aic¢cKBRQNKS & SR % A QftcibiyMd& Shé ISRR @ A K
time, they have realized that the number of form fields should be reduced. When we first started

talking about thisl,.JS2 L S ¢ SNB & dzNLINA A SR @ intedfing@outthis Qa 02 YY2y

z

SELISNAYSYyd 3283 LI &ad 2dNJ dzy RSNEGFYRAY3I 2F FNROGA2
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Experiment Sidéby-side:

Control Treatment

Dr. Flint McGlaughlinf 22 AT &2 dzQNB f 2 2 | kefi# contibl afdKhS tredit®énti af A RS S
,2d2Qff 48S GKS GNBFOYSyid Aa aK2NISNIIFYyR GKSNB Aa
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Experiment Results:

\/ What You Need to Understand: By focusing on reducing the length of
the form, and strengthening the value through a clear headline, we
were able to generate 10.44% more registrations.

Dr. Flint McGlaughlint NS RA OF G A @St &x
b2gx
not asessiorabout bragging, about how big our lisgtsNBS ®
thinking the scientists at MarketgExperiments 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

Control

Treatment (Highest Performing)

S Ol y

Q1 ot

0 2 dzi

26.04%
28.76%

__________________________________________________________________________

10% increase in registrations

The new page design improved the conversion rate by 10.44%

10.44%

L R2y Qi {sinfdgistrtiore.a | a K2 O
K2¢g (G2 AYLINROGS (KFG Y2NB |
LG R2SayQi R2 Fyé& 322F

own situation, into your own context. We want youget results. So, think withsa bit deeper,

0SSO0l

dzaS KSNBQX o¢KI

GdQa

Ay GNR3IdA y3

o Jiotwrons | | o

Control (No Headline)

XX
XX
XX
XX
XX
XX
XX
XX

XX
XX

[Headline Hidden]
[Headline Hidden]
[Headline Hidden]
[Headline Hidden]
[Headline Hidden]
[Headline Hidden]
[Headline Hidden]
[Headline Hidden]

[Headline Hidden]
[Headline Hidden]

26.04%
26.81%
26.92%
27.14%
27.35%
27.37%
27.52%
27.92%
27.98%
27.98%
28.76%

Results: Sorted by relative difference in conversion
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2.95%
3.36%
4.24%
5.03%
5.12%
5.67%
7.23%
7.46%

7.46%
10.44%

Notice the difference
in conversion made by

the headline alone.
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Increase Conversion in 2012

Dr. Flint McGlaughlinAs we started studying the results, we were surprised to see some of the
treatments perform significantly better than others. Thesealed thatthe distance in conversiotame
not necessarily from the form field reduction, but from a change in the headline.

{2 FTANARG 6S IRR I y2 KSIRfAYS @GSNERAZ2YSZ [yR ¢S al
series of headlines. Look on the ridi@nd side and notice theffierence in conversion rate by the
KSIREAYS ft2ySo ¢tKAA&d A& 2dzald FNRY GKS KSFRftAYyS |
HOpp: G2 0 KAIK 2F mnonm:s gKAOK A& NBYFNJIofSH

OWhich headline do you think generated the most response? Why?

_ Headline Tested

HL1 Set Up Your FREE Account Today and Start Earning Money!

HL2 Get Paid to Take FREE Surveys

HL3 Take Online Surveys From Home and Win Cash & Prizes

HL4 Get Paid to Fill Out Online Surveys

HL5 Surveys — Quick, Easy and FREE

HLE Join the [Company Name] Community and Have Your Opinions Count

HL7 Win Cash & Prizes for Online Surveys

HL8 Get Rewarded for Your Opinion

HL9 You're Invited to Join the [Company Name] Community and to Earn Rewards For Your
Opinions

HL10 Here’s Your First Survey, and an Invitation to Join Our Research Community

Dr. Flint McGlaughlinWhat 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
KSIREAYSas 2N NBFR (GKSY UKAR/ 1f SLINPAR d2QISRA &l KoK AKOKT K2S/aS!
watchyou @2 G Sa @ {22 LQY 3J2Ay3 (G2 o6+f]1] 20SNE 2FF Y& Y
GKdzYoAy3a Yeé y2asS G GKS LINPRdzOGAZ2Y (GSFHYX $gKSy GKI

Al 843 AONPRED] Syye dl8a3 a¢s2d ! yRT FyR {808y &
W20SNI Aal&as a¢g2dé {2YS2yS Al 843 aC2diNEE L 488
0S8t ASESE AGQa | AAE® | yRI dwK2 VR QBK Ay van ol Q& | INJ B

GKA&a F2NJ I Y2YSyiao LQ@S 320G (2 Y20S 2y o ¢CKA& Aa
would happen if we had Jeff and Rhonda, and many of these that | just talked about be hereatsting

GFroftSY GNBAY3I (G2 6NARGS || KSIFRfAYySK ,2dz O2dzA R &SS
V2UKAY3I 6NRBYy3 $AGK GKIGd ¢KSNBQE y2iKAY3I G6NBY3I §
build your marketing optimization programzadzy R | 22 OA L f ReylFYAO AyaidSFR z

never get to the bottom line because none of us are good enough.
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LOR tA1S (2 (8tf &82dx AT LQOS tSINYSR FyedKAy3 Ay
marketers, so onlgxperienced marketers and expert testers. Experienced marketers can go on their
SELISNASYOS yR (KSé 3IFAy a2YS Ayarakio L YSIyZX @
NEBI fte& SELISNII FyR LQtt (Sf¢ytryidggRodmedickniian beSaiordza S Y
FYR KdzYty o6SAy3aa | NB | Yeaid Singhe wondeful Rogelzin@@ng Qi 6 St
theory and see how they failed to predict the economic disaS NJ 6 SQ @S 0 S $hyoryfadd@A y 3 A Y
many of the key axioms and components that work out in our perfect models are constantly being

sabotaged by the reality of human nature.

'YRY +Fta YIFENJSGUSNES 6S OlyQil Fftgrea (yz260 2 S 2dza i
YSAGKSNI R2 e2ME RMNXITRA (83 /dzdoydu astalgade® NE CMO, liag&ltoR S NE V3
0SX6Stf LINBGISYR (KIG 82dzQNB Iy SELISNI YINJ SiSN®
YI Ny SGSNEE odzii Oy 06S8502YS SELISNI (epeadios ténators O dza S
and behavior of human beings nearly as much as your projection here about which headline will work.

{23 & @2dz GKAY]l lo62dzi GKIGX £SGQa tfSINY a2Y$S Y2N

Set Up Your FREE AccountTodaxand Start Earning Money! 27.35% 5.03%
HL2 Get Paid to Take FREE Surveys 28.76% 10.44%
HL3 Take Online Surveys From Home and Win Cash & Prizes 26.81% 2.95%
HL4 Get Paid to Fill Out Online Surveys 27.98% 7.46%
HLS Surveys — Quick, Easy and FREE 27.52% 5.67%
HL6 Join the [Company Name] Community and Have Your Opinions Count 26.92% 3.36%
HL7 Win Cash & Prizes for Online Surveys 27.37% 5.12%
HL8 Get Rewarded for Your Opinion 27.92% 7.23%
HL9 You're Invited to Join.th.e [Company Name] Community and to Earn 57.14% 4.20%

Rewards For Your Opinions

Here’s Your FirstS , and an Invitation to Join Our R h
HL10 ere’s ogr irst Survey, and an Invitation to Join Our Researc 58.35% 3.87%

Community

Why did this headline outperform the others?
Do you see any patterns in the best-performing headlines?

Dr. Flint McGlaughlinHere we go. In the front of us isd 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 SWIBS & 4 = 0 S Ot Svhidhilis Qubstantiglligha? than all of the other
KSFREtAYySao b2¢> GKFGIQa y2i0 Fffd LEKSNSQAEAT2ZRWE {2
your last name. Jeffrey, say it again. | am the man! | told you what that means, Jeffrey. | take it that
meansthdd &2dz 20GSR FT2NJ ydzYoSNJ Hd / 2y AN dzf F GA2y aH
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LINARYOALX S& (G2 NBYSYOSNI gKSy ONIFOGAYy3I | KSFEREfAYS
oAl FdzNIi KS N ¢ KSNBQa KYidWPethaps In ari§the@@nicl lavhsSiskeditoy R L
comment on a statement | 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 istdasic grammar, its modifiers and its nouns,
AlQa &adzweaSOoit YR AdQa&d LINBRAOFGSO® . 2dz Oy tSIFNYy |
wAIKG y28 6S OFlyQld R2 OGKIFIGZ o0dzi ¢S t€SFENYSR F 240

I
0

(& Key Principle
There are two primary principles to remember when crafting a headline:

PRINCIPLE #1: All marketing messages must be centered primarily on the interests
of the customer. Therefore, when it comes to crafting headlines, emphasize what
the visitor gets rather than what they must do.

Dr. Flint McGlaghlin:l SNBEQ&a G(GKS LINRYOALX So lff YFEN]SGAYy3a YSa
AYyiSNBaG 2F GKS Odza G2 YSNW 2 AG I aSO2yRO® 2§ | ff
that way. At the heart of so many failed pages is the agendaeaiharketing 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. Theefore, when it comes to crafting headlines, you must emphasize what the visitor gets rather

GKFHy ¢gKFd GKS& Ydzad R2o® b2¢> L glyld G2 adtz2L) F2NJ

Fo2dzi KSFRfEAYSao® ' YR AT &ubjdef) hdve salfitopfdR thatad 2 0 KS NJ
KSIRfEAYS Aa 2yfe FTYyR y20i Y2NB GKFIYy F LAO1dzd t AySo
O2y PBSNEIGA2Y O ¢CKIFiQad 6KFEG I KSIFIREAYS Aad t2S 02dz
have time. But, we have taught about it in our other clinics, and if you want to know which clinics send

dza | y23GS IyR ¢SQff O2yySOl @&2dz ¢AGK GKS LINPLISNI N
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ID# | Headlines Tested CR m

HL3 aid to Take FREE Surveys 28.76% 10.44%

HL11 Here’s Your First Survey, and an Invitation to 28.35% 8.87% . .
Join Our Research Community ¢ The hlghESt performmg

HLS aid to Fill Out Online Surveys 27.98% 7.46% headlines focus on

HL9 ewarded for Your Opinion 27.92% 7.23% what the potential

HLE Surveys — Quick, Easy and FREE 27.52% 5.67% registration will get

HLE Win Cash & Prizes for Online Surveys 27.37% 5.12% (i.e., value-centric).

HL2 Set Up Your FREE Account %oday and Start 27.35% 5.03%

Earning Money! .
* Thelowest performing

HL10 You're Invited to Join the [CompanyName] 27.14% 4.24% .
Community and to Earn Rewards For Your headlines focus on
Opinions _ what the potential
HL7 Join the [CompanyName] Community and Have 26.92% 3.36% . .
Your Opinions Count registration has to do.
HL4 EI;e_Online Surveys From Home and Win Cash 26.81% 2.95% (i.e., GCHOH-CEI‘JU’J"C).
rizes

Results: Sorted by relative difference in conversion

Dr. Flint McGlaughlinf SG4Qa 221 G GKS RISGH yRS® 21dAE Xy S
LI GGSNY SYSNHAYy3I Ay (KS gle (KS&S KSIFRfAySa | NB a
re2 NHI yAT SR GKA& fAad a2 dGKFdG ¢S Lidzi AG Ay S 2
onthosehé¢ Rf AySa GKIFd FNBE LINRPRdzOAY3d G(GKS KAIKSAG LI2aaAc

Why is it called HL3? | thought it was HL2 before?
Paut LG Qa | GeLRo®

Dr. FlintMcLaughlinL & A a | {(e&LR o LO@S &0l NI $&mai.2Butigueds WS T T
what? You are still the man!

Paul Sure!

Dr. Flint McLaughlinL 4 Q& 2dzad GKI &G 6ST KSNB 4 a9/[!. {2 KI @S
LQY adz2NB (KS (GeLl2 Aa YAySo LG A &oll owmthis pagezii f 221 |
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 instaidcé £ ¥l of this is focusing on

what you achieve, what yoNBE OS A @S @ l'YRZ AY R2AY3 GKI dneresk 1 Q& A Y
factor. Those headlines which perform less all have a different structure. Otherwise, when you look at a
KSIRfAYS>S @2dz 2dza il &l & LJ2 A yiliat| MdaNdbdut tRatdhédRdutydidr f | & 0 @
clinic on copywriting, where we talk about point first, point last.
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(& Key Principles
There are two primary principles to remember when crafting a headline:

PRINCIPLE #1: All marketing messages must be centered primarily on the interests
of the customer. Therefore, when it comes to crafting headlines, emphasize what
the visitor gets rather than what they must do.

PRINCIPLE #2: The goal of a headline is similar to the goal of the opening scene of a
movie — to arrest the visitors attention and get them into the first paragraph.
Therefore, utilize a “point-first” structure (i.e., place the value at the front of the
headline).

Dr. Flint McGlaughlinFor now, the great takaway from this can be seen on the next slide, when we

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

a0SyS Ay | Y2@0ASo LGQa G2 FNNBad GKS @rairidzNna
the pickup line that drives them into conversation and opens them up to dialo§oeyou 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.

[ SGQa Y2@0S 2y IyR &2dzQff 4SS 60SKAYR YS | gK2tS Of
content that will kelp you through thinking about how to write more effective headlines.

Read more alMarketingExperiments.com/Headlin¥s

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

Dr.Flint McGlaughlinL QY 2y (GKS flad aGrOiAo0o ,2dz2Q8S 06SSy R2A
S KIF@S +F0o2dzi mn YAydziSa G2 Ay@gSaid G23SGKSN® [ Si
round of content. | am on the fourth principle @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 | have the

moment here, | would draw, and ihkad a white board in front of mé would draw and | wadd simply

ale G2 e2dz GKFd GKS g1 & ¢S LISNOSA@PS 2F FyR (KS g1

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

Gravity is not working for you. Gravis 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
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coming in. You need a way to drive them up therfel. And, the force, the organiatural 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

2T YA ONER anSlimatayes, & Re ultidatyes is the purchase. At the top of that funnel is

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

R2y Qi KIFI@S | 46So0ariasSo LiQa yeald 3S®AG S epeitdh g2 OW
,2dz OFyQid Odzi AG 6AGK | LI AN 2F & OAhriesiooNaEndls , 2dz OF
that createan illusion, and that illusion is designed to help you, the marketer, have a conversation,
interact with someoneelse3i Ay aARS GKSANJI YAYR FyR dFf]1 6A0GK (K
dzy RSNARGFYR 6KIFIG GKS2QNB GKAYy{Ay3Io {2z 4G GKS G2L
AYF2N¥a e2dz +ta (2 ¢KIFIGd GKS&QNB viok and thediffdrentey R | £ 2 &
between aremarkablecompany ando-socompany, the difference betweefpple 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 theiebavior, and that is the key to success. So, you te&dow

two things, what they want, and then you need to know basicallyntiero paththat they take to get it,

Fff 2F GK24aS YAONR &SaQao ¢ KI G YSI yreoféghdsezNI Fdzy y St
LI G Kao {22 tSGaQ KAyl lo2dzi GKIFG y26 Fa 6S 221

b2g¢zx dzf Aa GF{1{Ay3 GKAAZ FYyR FLIWLINByidfte LQY &dzll
. )

t I
G2 GFrt1 Fo2dzi 2yS O2YLI yeod CSEFEKZ LQY 2y | NeRff =X
Paul: Sorry. Sorry.

Dr. Flint McLaughlinL QY 3SGGAy3 GKSNB® . 2dz G2t R YS (G2 LINRY?2
dZLJH  LGQa 2y G(KS &ftARSH LiQa 32Ay3 G2 o0S8SXL G(KAY]

Paul: It will be.

Dr. Flint McLaughlinL. QY I f 6 84 o0dzae SAGKSNI gl & o ¢CKIFGQa O2YA
{22 AT AGQa 2F AyUGUSNBad (2 @&2dzx @&2dz OFy NB3IAAGSNI
|

we max out at 1,000 seats. So, you know when to registeraniige@2 f SR | & FIl & a ez
to move on.
| SNB Aaxedaxzlteoe LQ@S 320 Y2NBo !t NAIKGST 2dzad

Paul: Absolutely!

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

| SQaNIFdalSSR (G2 AYyONBIaS 82dzN) O2ydSNBAZ2Y NI 4GS 06@& cn
AT @2dz R2y Q4 3S0 F cnmk: O2y@SNRAA2YI &2dz Oy Ol ff
KSQf f 3dzZ NI yiGSS | O2y @S Nk BayingdprabBrdwith thé dathgsites, T & 2 dzQ
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tldzA SAff 2LIAYAT S @2d2NXL R2y Qi 1y26 6KIG &@2dz O f
Just, the truth is really for partners to conduct research within the field, test their ideas. Yce&dmne

F2NYOP D2 GKSNBO® l'YRY AT ¢S Oly KStLI e2dzx 6SQ@S
move on.

Experiment Background:

ExperimentID: RegOnline Homepage Test
Location: MarketingExperiments Research Library
Test Protocol Number: TP1427

Research Notes:

Background: RegOnline is event management software that lets users create
online registration forms and event websites to manage their events

Goal: To increase number of completed leads on homepage

Primary Research Question: Which page will achieve the greatest
addressable lead rate?

Approach: A/B multifactor split test

Dr. Flint McGlaughlint f NA3KG>X GKFGQa GKS LINRPG202t @ LG Aa (Sa
FdzyySt ¢A0GK Ydzf GALIX S aARSaz GKS LI GK 2F YAONR @&Sa
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, becaisé Qa4 aAy 3t S T Ol SNIfAY eRIIZMNBY &F I Y
with this.! NBy Qi @& 2 dzK

Jon Powell:Yeah.

Dr. Flint McLaughlin2 K& R2y Qi @&2dz 3A QS dza a2YS ol O 3ANR dzy RK
Aa 2yS 2F 2dzNJ 1 S@& Ifsuecéssall dvar the WaRlded heRdmdludisirgsarch. 2 thigk 2
AlQa GKS g2NIRO® L R2Yy Q0 (y2¢ AT &2dzQNBE g2NJ Ay3a 2
GNBYSYR2dzaA FY2dzyd 2F O2YLIX AOF SR NBaSaltldok LINR 2SO
about this. So, you can even tell Paul when you want to advance, Jon, but go right ahead.

JonPowel:{ 25 (KIFGQa 3I22R®
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Dr. Flint McLaughlin And feel free taome up here if you want, Jon.

Jon Powell:Sure. Let me give you guys some BabkR dzy R NB I f f & [jdzA O @ CKA& w
SOSyYy il YIylFI3aSYSyid az2Fiasl NBo .dziT GNHziK 6S G2fRX A
a product that allows you to manage your event, do your stuff, everything from registration pages,

serding 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:

HomepageStep 1 |

egOnine Biog | ContactUs | Signin
active NETWoRK
Home e & T esources iotel Sourcin,

+ Testimonials "///

. Leadform /
¢ ScreenShOtS \

RegOnline enables you to improve efficiency, increase attendance, register and engage
and easily measure results

© =«

Only 3 Days Left!
Save Your Seat Now
s

Reserve your o

JonPowell] $GQa GF{1S F 221 FG GKSANI O2yGNRE® {25 KA
¢tKA&a K2YS LI 3S Obdzatfte KIFIa o6SSy GKNRdIzAK Ylyeée adas
aLJ AG GSaddaly lookingak an gpfirtizedpade Grdm their perspective. But, still, they

O2dz RyQli &SSY (2 RNARGS G(KS ySSRfS dzLJ yeaY2NB (KIly
82dzQ@S 3F20G @2dzNJ GSaldAY2yAlfazr fSFR F2Nxaszx aAO0ONBSy
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Homepage Step 2

1-888-351-8948 | RegOnline Blog | ContactUs | Signln

active NETWORK Try RegOnline
Home See & Try Pricing Clients

Hotel Sourcing

Great This is, you are almost done

We just need to set up a usemame and password for you
Username :
Password :

Confirm Password :

By checking this box, | agree
to the lerms of serice

Continue to My Account

Resources: Compan
@, Help Center

Pricing Sheet

Buyer's Guide

ReqOnline Brochure

Featured White Paper

0O B #dd This Copyright @ 2010 The Active Metwark, Inc | Privacy Policy | Terms of Use

Jon Powd: 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-atepgrocess. Take me to the
next slide, please.

So, we, the geniuses here at Marke 9 ELISNA YSy (i a2 GNASR (2X

Dr. Flint McLaughlinWhen you say geniuses here, in tbedest postble way.
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Increase Conversion in 2012

Experiment Treatment:

* Clarified the Value Proposition/

of the offer to emphasize free
access.

Reduced form fields in first step d
to capture more partial leads.

Reduced friction by matching
flow to thought sequence.

/ Join 10,000+ other event pianner:

Homepage Step 1

e | See&Try  Pricing  Resources

e Blog | ContactUs | Sign e
S U]

Comprehensive Event Registration Software That’s Easy to Use

Set Up Your Free Access to Reg

Set up your free account

Reg Free Access Includes:

eeeeeeeeeeeeeeeeeeee

next ©

] N TRUSTe

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

level based value and procelevel based value. We changed tivehy € { 2 X

4G GKS

see a little bit of produecbased value. We decided to talkferently about the product. Okay? We
focused on free access. Okay? This is what you get with your free access. And, foljaeegsae

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

usto the next slide.
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Increase Conversion in 2012

Homepage Step 2

Home  See&Try  Pricing Hotel g

Your Profile is Almost Complete
Complete Your Profile to Get Free Access Now

“The software was a greal balance badwean whal was cuslomizabie

Company NHame: and what was hard wired, Qnce you sel up your evenl, you will be stress
free”

Company Phone: —Peler Waiker, BGCC National

Company Website: “The RegOniine team was efficient from all sides: szies,

implemeantation, suppor, fraining and deveiooment. The il package is
. T tabutous!”
Ac C Type:
Fount Curreney Type [ —Ellen Pery, Univ. of Chicago

Estimate how many people will

come to your events in the next 12 Wevie been using Regoniing as our oniing regisiration system for

months? number of years. . they 've shown a great deal of patience with us in
inving bo helo us meet our needs and always seem to have a simple
solution for us "

-Brad A et iate.
Continue to Free Access Now © Brad Nori, Fleicher Slstes

Resources:

Q, Help Center
Pricing Sh
Buyer's Guide
EeqOnline Brochure
Eeatured Vhite Paper

B O [ Add This TR_US'I'G‘ =

Copyright® 2011 The Active Network, Inc | Privacy Pollcy | Terms of Use

-888-351-9948 | RegOnline Blog | Contact Us | Sign In

active NETWORK

JonPowell SNBQa 2yS 2F GKS adSLao® {22
two, reinforced a little value on the right. Next slide please!

g S

0

lj

Homepage Step 3

Home See &Try Pricing Resources Hotel Sourcing

Your Profile is Complete

Create Your Username and Password

Username:

Password:

Log In to your Account ©

Resources:
Q, Help Center

O £ Add This mus're-

Copyright© 2011 The Active Network, Inc [ Privacy Policy | Terms of Use

1-888-351-9948 | RegOnline Blog | ContactUs | Sign In

activeNeTWoRK

dz £ t &
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Increase Conversion in 2012

JonPowelll YRS GKSY FAylFffe GKS 2yS GKFG &2dzNJ FFYAL AL N
YySEG atARS NBIf ljdza Ol @ [ SG YS al &2dz Idz2a |+ 1jdsS
look. Control or treatment?
Experiment Sideby-side
Control I Treatment
.............................. o BT T s

Comprehensive Event Registration Software That's Easy to Use

Set Up Your Free Access to Reg

Hegoraseseve Reg Free Access Includes:
prr s
&
F’. (’
“xv 0 ree
\ i B o Powerful Out of the Box

Do PN TRUSTe

oo Y TRUSTe

Dr. Flint McLaughlinL QY 32Ay 3 ¢gAGK GNBIFGYSylo w2y Qa YySEG (2
yeah. Control. Control. Control. Treatment said someone. Treatment said someone. Control.
Control. Treatment.

Jon Powell:So, why?

Dr. Flint Mclaughlin: L ¥ &2 dzQNBX 3I2Ay3 (2 aleé O2yGNRfxX &2dz R2yQ
Jon Powell: Why?

Dr. Flint McLaughlinX K @S G KI & YdzOK O2yFARSYOS Ay a9/ [!.{®
JonPowell:¢ K 6§ Q& NAIKGSP

Dr. Flint McLaughlinz K& O2y i NBf K ¢Sttt YS gKeod LQY gt G§OKAY3

JonPowell:Okay. 3IA DS YS a2YS LINRB2F O 2 Ke
Ot SIFYSNI 2y GKS O2yiNRf ¢ hil &z a
Okay, graphic. Okay.

O2yiNREtK hilasx
S

[ $84 FTNROGAZY DL
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Increase Conversion in 2012

Dr. Flint McLaughling 9 do8vd &

Jon Povell: & 9 do®d & hilex a2 ¢S 324G | 24 2F RAFFSNByd
you know, producd SR @I f dzST K2¢ S RSAONAROGS (KS LINRPRdzOG @
af ARST LX SIraSo hileéx ¢Sff &2dz 3dz2a NS 6AYyYySNAER |

Experiment Results

________________________________________________________________________________

24.5% decrease in conversion

The Treatment generated 24.5% less completed leads

Versions Conversion Relative
Rate Difference

Control — Two-step home page 2.3% -

N ’

Treatment — Three-step home page 1.7% -24.5%

\/ What You Need to Understand: In spite of having clearer value and
reducing the amount of form fields in the first step, the control still
outperformed the treatment.

Dr. Flint McLaughlin:Control wasabout 50%.

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

Gl fdz2S> IyR ¢KSy L Glrf1 lo2dzi @FftdzS LQY dGFf1Ay3a |0
FNBS | OO02dzy i o L 0 RA Ryifgiaboatzhid]s that we akthially gat & signifiedd- € £ & A
increase in clicknrough. About 25%dzii X ®2 ¥ (G K2a$S LIS2L) Sz (KS& RARYyQO
the day, we actually lost by 24% relatively.

Dr. Flint McLaughlin:Now, | want to stop heretoobedaa S W2y A a dzaAy3a € y3dz 3S
F@SNF IS YIN] SGSNDRDa 3INEP dzZLJo I SQa NRIKG Ay GKFG GKS
to stress something, and that is that the goal of a test is to get a learning, not a lift. Andraedlea

SEIOGte sKIG 68 YySSRSRT | v Ryolifeediodtart thinkigyabout gofirQ NB 3 2
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
isawaytdh YLINE @S @2 dzNJ dzy RSNARUGI YR 2F (GKS Odzad2YSNDa (KA
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 testdizy > & 2 dzQNB y2i GS&aGAy 3 N
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enoughNRA a | ¢ L 2dz2ONB y20 FalAy3a GKS NRARIKG l[dSadArAzyaod
understanding. And, what we did was convert that understanding and we got three slides more to show
youal? dzi G KF G LI NI AOdz I NJ OF&4S aiddzRé yR 6SQNB 3IJ2Ay13
minutes straight with content | hope will help you. Jon, quickly tell us what happened next.

Experiment 2 Background

JonPowel:{ 2% f S0 Q& 3 2Now, &t me kelbyou/séntething? Yhi i truly not experiment 2.

This is about experiment 5 o6 ¢ 2 pd@irit, fesfilgWas our strategy here. We needed to discover,

okay, why wag @hiat processbased value working. And, okay, why did the prodesssed value give us

F fAGOES o0A0 o0dzi RARY QU FAYAAK (KS 220K {2 6S N
ran another experiment in the home page channel on just the prottased value messaging alone.

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

decided to do is follow up on this test and do a major, radicalagign using what we had learned in

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