START BY PICKING YOUR PAGE...

|

Is the

purchase decision
on this page?

YES NO
s this page

before or after the
purchase decision?

YOU NEED TO:

Support Cognitive Momentum
Just remind them of value & reduce friction

IF YOUR PAGE IS AFTER THE PURCHASE DECISION & IS A...

PAYMENT PAGE
Remind of value, reduce friction (continuity)

CART PAGE
Reinforce product-level Value Prop (continuity)

YOU NEED TO:

Direct Cognitive Momentum
Articulate the top claims but not the others

IF YOUR PAGE IS BEFORE THE PURCHASE DECISION & IS A...

HOME PAGE
Add primary & process-level Value Prop to get customer
to the right destination

CATEGORY PAGE
Emphasize unique product-level Value Props to help
customer identify the best fit product

YOU NEED TO:

Boost Cognitive Momentum

In general, express your full Value Proposition
with images, copy, etc. (However, note exceptions below
based on your target audience.)

IF YOUR PAGE INCLUDES THE PURCHASE DECISION & IS A...

PRODUCT DISPLAY PAGE
Focus tightly around product-level Value Prop to
encourage conversion (Continue further down)

LANDING PAGE
Stay focused on the page’s objective to maximize
conversion (Continue further down)

... THEN DEFINE YOUR TARGET AUDIENCE

l

|s your target audience
prospects or pI‘EViOUS customers?

PROSPECTS PREVIOUS CUSTOMER

—

Have customers

puchased products
on this page before?

YOUR PRIMARY TESTING FOCUS IS:

NO

Get Out of Their Way |

Forget value communication. @
Just reduce friction & anxiety

Have customers engaged
iIn @ meaningful way

on another channel?
YOUR PRIMARY TESTING FOCUS IS: Like a brick-and-mortar store

Pave the Way L2
Focus on communicating .—I 1

process level Value Prop &
reducing friction

Have customers converted
with the brand before but

not this product?

YES NO

l

Are these customers repeat
visitors but they have

not purchased yet?

Are these customers
new to the brand?

NO YES

NO YES

]

YOUR PRIMARY TESTING FOCUS IS:
Do customers

understand the value
of this product type?

Like electric vs gas vehicle

Make Them Informed

Communicate the category's
Value Prop, product-level &
YES [ NO process-level Value Prop.

Do customers understand the
value of your company?

ST

Do customers understand the
exclusive value of
your offering?

o M vis

How I‘iSky IS the purchase?

e.g. expensive or safe

YOUR PRIMARY TESTING FOCUS IS:

Get Out of Their Way

Forget value communication.
Just reduce friction & anxiety

YOUR PRIMARY TESTING FOCUS IS:

Make it Clear

Communicate product &

process-level Value Prop
(exclusivity)

YOUR PRIMARY TESTING FOCUS IS:

Relieve Anxiety
Emphasize credibility in company

Value Prop & communicate product
and process-level Value Prop.

YOUR PRIMARY TESTING FOCUS IS:

Look More Appealing

Emphasize appeal in company

Value Prop & communicate product
& process-level Value Prop.
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