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Background and Test Design

Experiment ID: Encyclopedia Britannica
Location: MarketingExperiments Research Library

Research Notes:

Background: Well-known company offering an online encyclopedia
subscription product

Goal: To get visitors to sign up for a free trial

Primary research question: Which landing page will have the highest
subscription rate?

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

Control

Original Landing Page:
/

e The headline does not
communicate the value
proposition

e The “member benefits,”
which are primary selling
points, are in a separate
column, not directly in the
customer’s eye path

e The images on the left and
bottom do not help
communicate anything
about the service or why
they should try it

/ Why Try Britannica Online?

Home

“LOFEDIA

Britannica Online Already a member? Log in.

More Comprehensive than Any Other
English-language Encyclopedia.

Cwer 120,000 articles, an updated world atlaz,
thouzands of images and wideos, an online dictionary
and thesaurus, over 300,000 articles from
respected magazines and journals, news headlips®
guide to the Web's best sites, —and mugh

Trustworthy Result

ield expertize,
= Trusted by over 7 million students at top colleges and universities worldwide,

Spend Less Time Searching and More Time Finding.
Stop skipping between search results! Britannica organizes relevant results from a single,
reliable source.

Help for Students.
Articles and media developed especially for students aged 9 to 14, with research tools to help
with citations and bibliographies,

The Answers You Need, the Topics You Care About.
Learn more about the history of Irag, Understand the LS, electoral college, Watch a wideo
about nutrition and health, Find accurate results on wvirtually any topic,

What Members Are Saying About Britannica Online.

"use the Britannica for all myinvesfigofion of hstory, past and present,, (and ) to sedfisfiy my
intellectual curfosity about almaost any subject,”

-Flora

Wour material provides both @ wealith of factual informaedion, as well @s lessons of life meterigl
wihich | find fundamental fo the raising of children”
-Mhick

st becquse it pays do know,"
“Winicius

:: Browse ! Store :: Subscribe

Member Benefits
Join Now>

[V] Access to more content
than any other
English-language
encyclopedia,

E’] An advertising-free
environment!

E’] Infarmative newsletters
brought to you exclusively
by Britannica editors,

m Members-only discounts
to the Britannica Stare.

7] 4 discount subscription
to Merriam-iebster
Unabridged COnline.

E’] Half-off gift subscriptions
for the life of wour
membership,

"The online home of one of
the most respected
sources of infarmation on
just about everything,"
PC Magazine April 2004

 Take a FREE Trial

#B2Bsummit
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Experiment: Treatment

Treatment Landing Page:

Treatment

el

ENC Home ;; Browse :; $tore ;; Subscribe

Britannica Online

Already a member? Log in.

B Get Unlimited Access to all 32 Volumes of Encyclopeedia Britannica
during your FREE TRIAL...

Sign up for your FREE Trial today and get

 The new headline and sub-
headline describe exactly
what you get

e Bullets are used to
emphasize the valuable
features of the service in an
easy-to-read format

e The new image is clearer
and includes a caption that
re-emphasizes the value
proposition

#B2Bsummit

® Aan updated world atlas, thousands of images and vid
/ ® 4nonline dictionary and thesaurus, and thous i FREE ACCESS
articles from 403 respected magazines angdg To ALL 32 VOLUMES
WITH YOUR FREE TRIAL

> immediate access with no risk and no obligation.

whether vou are doing research of your own, or your children are
working on school projects, you will have 7 days unlimited access
to the complete encyclopaedia, atlas, dictionary and thesaurus,
and more...

® Over 122,264 articles,

To ENCYCLOPEDIA BRITANNICA ONLINE

redit card is required to walidate your free trial, You will never be charged during your free trial, and you
can cancel at any time. |f vou decide not to cancel your subscription, your service will continue for just
$11.95/month [Save $1,251.60 off the print Encyciopedia Britannica)

Email:
First Mame:
Last Mame:
Credit Card Type: IW
Expiration Date: lmlm
Credit Card Mumber:

Get Instant Access Now (3

“izet all the content of the world's prermier encyclopedia withou? giving
up a yard of shelf space.” - PC Magazine

We protect your privacy, ses our policy .,

/é—'\)morkeﬂngsherpa CAPTURE.
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Experiment: Treatment

Treatment Landing Page:

e Activate Your Free Trial” is
used instead of “Please
Enter Your Billing
Information” or “Subscribe
Now” messaging

* Savings over the print
edition instantly shows the

Treatment

Home ;; Browse :: $tore ;; Subscribe

ENC

Britannica Online

Already a member? Log in.

B Get Unlimited Access to all 32 Volumes of Encyclopeedia Britannica
during your FREE TRIAL...

Sign up for your FREE Trial today and get
immediate access with no risk and no obligation.

whether vou are doing research of your own, or your children are
working on school projects, you will have 7 days unlimited access
to the complete encyclopaedia, atlas, dictionary and thesaurus,
and more...

® Over 122,264 articles,
® a0 updated world atlas, thousands of images and videos.

R FREE ACCESS
n online dictionary and thesaurus, and thousands of
articles from 403 respected magazines and journals, To ALL 32 VOLUMES

® 4n advertising-free anvironment] WiTH Your FREE TRIAL

® 10% discount at the Britannica Store for members anly, oo et g T 2 T L

® Used by over 4755 Universities worldwide including
Oxford, Yale, and Harvard,

= Activate Your Free Trial
& credit card is required to validate your free trial, You will never be charged during your free trial, and you
can cancel at any time. |f vou decide not to cancel your subscription, your service will continue for just
$11.95/month [Save $1,251.60 off the print Encyciopedia Britannica)

Email:

customer the “value” -

e Button copy emphasizes the
“receiving” aspect of the

First Mame:
Last Mame:
Credit Card Type: IW
Expiration Date: lml 2006 =
Credit Card Mumber:

Get Instant Access Now (3
*}

transaction instead of
“giving” language such as
“submit”

#B2Bsummit

“izet all the content of the world's prermier encyclopedia withou? giving
up a yard of shelf space.” - PC Magazine

We protect your privacy, ses our policy .,
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Experiment: Side-by-si

cYCLOPEDIA

Britannica Onlill

Original

Why Try Britannica Online?

More Comprehensive than Any Other
English-language Encyclopedia.

1 COver 120,000 articles, an updated world atlas,
thouzands of images and videos, an online dictionary
and thesaurus, over 300,000 articles from
respected magazines and journals, news headlines, a
guide to the Web's best sites, —and much more,

Trustworthy Results.

- Cited in U.5. Supreme Court cases.

- Expert contributors: Mare than 90 have won Mabel prizes, Most are authars, university
professors, commentators, museum curators, scientists, and other experts chozen for their
field expertize,

= Trusted by ower 7 million students at top collsges and universities worlduide.

Spend Less Time Searching and More Time Finding.
Stop skipping between search results! Britannica organizes relevant results from a single,
reliabie source,

Help for Students.
articles and media developed especially for students aged 9 to 14, with research tools to help
with citations and bibliographies,

The Answers You Need, the Topics You Care About.
Learn more about the histary of Iraq. Understand the LS. slectoral college. Watch 5 wideo
about nutrition and health, Find accurate results on virtually any topic.

What Members Are Saying About Britannica Online.

" yse the Britannica for all my invesHgation of Mstory, past and present...(and) to satisfy my
intetlecteal curiosity aboud almost any subject"

-Flara

"our material provides both a wealth of foctual information, a3 well as (€33305 of life matenial
which | find fundamental to the raising of chitdren.”
~Hhick

“tyst because it pays #o know,"
-Winicius

| Watmid
-IRAQ

e Y

Jme :: Browse :: Store :: Subscribe

Member Benefits
Join Now>

[ #ccess to more content
than any other
English-languaze
eneyclopedia,

@ 4n advertising-free
environment!

@ Informative newsletters
brought ta you exclusively
by Britannica editars.

@ Members-only discounts
to the Britannica Store,

[ # discount subscription
t0 Msrrism-lisbster
Unabridged Online,

[#) Half-off gift subscriptions
for the life of your
membership,

"The oniine home of ane of
the most respected
saurces of information on
just about everything.”

P Magazine April 2004

 Take a FREE Trial

summit

e

Treatment

ie i Browse :: Store :: Subscribe

’ Get Unlimited Access to all 32 Volumes of Encyclopeedia Britannica

during your FREE TRIAL...

Sign up for your FREE Trial today and get
immediate access with no risk and no obligation.

whether you are doing research of vour own, or your children are
working on school projects, you will have 7 days unlimited access
to the complete encyclopaedia, atlas, dictionary and thesaurus,

and more...
* Over 122,264 articles.
# an updated world atlas, thousands of images and videos,
® anonline dictionary and thesaurus, and thousands of FREE Access
To ALL 32 VOLUMES

articles frorm 403 respected magazines and journals.
An advertising-free environment!

10% discount at the Britannica Store for members only.
Used by over 4755 Universities worldwide including
Oxfard, Tale, and Harvard.

WITH YOUR FREE TRIAL

To ENCYCLOP/EDIA BRITANNICA ONLINE

’ Activate Your Free Trial

& credit card is required to validate your free trial. You will never be charged during your free trial, and you
can cancel at any time. |f you decide not to cancel your subscription, your service will continue for just
$11.95/month (Save $1,251.60 off the print Encyclopedia Britannica)

Bt [
Arstome: [
Last Name:
Credit Card Type: [— Selecta card— =]
Expiration Date: [Jonuary ]| 2008 =]
Cradit Card Number:

Get Instant Access N

“Get ail the content of the world's premmier encyclopedia without giving
up 3 yard of shelf space.” - PC Magazine

we protect your privacy, see our policy,

Publi
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Experiment: Results

103% Increase in Conversion

The Treatment generated 103% more free trial sign ups than the control

Control 1.00%
Treatment 2.03% 103% ..ll 95%
\/ What you need to understand: By cutting meaningless “power copy” and

clearly stating the value proposition, the treatment out-performed the
control by 103%.

e U V B2B su n€1] mit 2012/ N SNVRE:



What we discovered

(&= Key Principles

1. When it comes to crafting effective copy, clarity trumps persuasion.

2. In order to achieve clarity, you must synchronize your copy to the
thought sequences of the reader.

3. Human thoughts tend to arrange themselves in story. Therefore
synchronizing your copy to the visitor’s thought sequence requires a
story-based framework.
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a How can | write effective copy without

working late?

; / (Ymarketingsherpajcarruze
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Today we are going to learn a step-by-step copywriting
framework that busy marketers can use to consistently
write effective copy.
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How People Tend to Think

SUB STORY Climax

Climax Falling Act.

Rising Act.

~a

Resolution /Exposition

/
Exposition /\/ Resolution
ACT 1 ACT 2 ACT3
Beginning (The Setup) Middle (The Confrontation) End (The Resolve)

1 Lexid FAMILY 2N FEATURE

GRISHAM

People’s thoughts tend to arrange themselves in story,
therefore understanding your visitor’s thought sequence
comes down to understanding the basic structure of a story.
Each part of the conversion process can be tied to story...

_ , (\ ma rl(eﬂ ng Sherpa CAPTURE.
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How story connects to the conversion Process

Climax

Flip Flops- Fres Shipping
Huge Selection of Women's, Men's & Kid's Flip Flops a3t Zappos
ZappOs.com is rated 44 (7,185 reviews)

wowesd, Zappos, comlip-flops

Exposition Resolution
ACT 1 ACT 2 ACT 3
Beginning (The Setup) Middle (The Confrontation) End (The Resolve)

The Exposition: As it relates to conversion, the main story is usually set up in the channels
(PPC, Email, Banners, etc.). The overarching goal of this step is to engage the visitor, start
building the problem, and lead them deeper into the conversation. Keep in mind there is a
sub-story surrounding step-level conversion goal (getting them to click the ad, etc.).

B2B summit 2012/converi
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How story connects to the conversion Process

Climax

Exposition

Resolution

ACT 1 ACT 2 ACT 3
Beginning (The Setup) Middle (The Confrontation) End (The Resolve)

The Rising Action: As it relates to conversion, the rising action is intensified mainly through
the landing page. The overarching goal is to continue intensifying the problem and present
your value as the unique solution. Keep in mind there is a sub-story surrounding step-level
conversion goal (getting them to click the ad, etc.).

.f/ — -
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How story connects to the conversion Process

Climax

A0DD T SHOPPIMNG CAR

In Stock and Ready to Ship!
Sold by Zappos Retail, Inc,

7 Shipping Cptions

Exposition Resolution
ACT 1 ACT 2 ACT 3
Beginning (The Setup) Middle (The Confrontation) End (The Resolve)

The Climax: As it relates to conversion, the climax happens at the point of decision for the
main conversion objective (to buy, submit information, etc.). Most of the time this happens
at the call-to-action on the landing page, where the rising action is at the highest intensity.

4
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How story connects to the conversion Process

Climax

Exposition Resolution
ACT 1 ACT 2 ACT 3
Beginning (The Setup) Middle (The Confrontation) End (The Resolve)

The Falling Action: As it relates to conversion, the falling action occurs after the conversion
commitment has been made, and consists of all the steps that might be required to
actualize the decision (filling out payment info, shipping info, etc.). The falling action might

be virtually absent if the payoff on the conversion commitment is actualized immediately
(free digital offers, etc.).

y
#B2Bsummit / (Ymarketingsherpacarrue
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How story connects to the conversion Process

Climax

Thank you

Exposition Resolution
ACT 1 ACT 2 ACT 3
Beginning (The Setup) Middle (The Confrontation) End (The Resolve)

The Resolution: As it relates to conversion, the resolution occurs when the visitor is aware
of and satisfied with the completion (or actualization) of the value exchange. The goal is to
reassure the visitor that the problem has been solved by their decision.
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Connecting to Copy

So, how does story help me write clear copy?

ANSWER: By knowing where each copy element falls in the “the story,” you
can carefully craft each word, sentence and paragraph to specifically match
the visitor’s thought sequence.

_ , (\ ma rl(eﬂ ng Sherpa CAPTURE.
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Presenter
Presentation Notes
Not how story connect to copy, but to the whole conversion process
Move this to after connecting it to the whole conversion process


Optimization Summit 2011 Example

Optimization Summit: Maximize RQlafYour Onlina

Marketing

Learn how the right metrics, the right experiment

completely change the playing field for you and yi
Thisis the event that you can't afford to miss —the stakes are to

If you're like most marketersand business executives, your typi
move from task to task and projectto projectat an astounding r:
the cost of not optimizing the marketing tactics that you are perf

Every day you delay applying the science of optimization to your|

Ifyou're not taking the time to measure what matters, experimel

activities, and gptimize your conversion processes it's highly likel

even millions— of dollars without even knowing it.

At Optimization Summit 2011, youwill receive hands-on training|
ground-breaking improvements for your organization by taking

1. Aninspiring pre-summit workshop that will teach you
the meta-theory of optimization that has been proven
towork in thousands of experiments

2. \Results-based how-to presentations from experts in
M online marketing industry

3. Pow il case studies from marketing people —your
peers- Rgt have successfullyimplemented
measuremaXt, testing and optimization strategies for
their compani

4. Private coaching Wnics to help kick-start your new
marketinginitiatives

We certainly hope you'll be able toNgin us in our inaugural summ
information about the event— agendaNocations, coaching clinic
click below to start the registration proc

I'm Ready to\Qptim|

Optimization Summit: Maximize ROl of Your Online
Marketing

Learn how the right metrics, the right experiments and the right strategy can
completely change the playing field for you and your organization.

Thisis the event that you can't afford to miss —the stakes are too high.

If you're like most marketersand business executives, your typical day is a whirlwind of activity — you
move from task to task and projectto projectat an astounding rate. But have you stopped to consider

the cost of not optimizing the marketing tactics that yvou are performing right now?
Every day you delay applying the science of optimization to your marketing, you are losing real dollars.

If you're not taking the time to megsure what matters, experiment and test your mission-critical

activities, and gptimize vour conversion orocesses it's highly likely that you are leaking thousands —or

even millions— of dollars without even knowing it.

At Optimization Summit 2011, you will receive hands-on training to get started down the path to
ground-breaking improvements for your organization by taking advantage of four excellent resources:

#B2Bsummit

What’s wrong with this page?
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Optimization Summit 2011 Example

Optimization Summit: Maximize ROl of YgprOnlina

Marketin
6 1. Aninspiring pre-summit workshop that will teach you

Learn how the right metrics, the right experimenfs and the r the meta -thEDr‘,." of optimization that has been proven
completely change the playing field for yoyu&nd your organiz ] .
towork in thousands of experiments

Thisis the event that you can't afford to miss — stakes are too high

2. Results-based how-to presentations from expertsin

If you're like most marketersand busings€executives, your typical day is a wh|

move from task to task and project {g/frojectat an astounding rate. But have thE |:|r||ir|E mﬂrkEtinE industr‘rl' Videa Gf Flint

the cost of not optimizing the eting tactics that you are performing right

3. Powerful case studies from marketing people —your

Every day you delay applyfig the science of optimization to your marketing, v

peers-that have successfully implemented

Ifyou're not takingAhe time to measure what matters, experiment and test yo

activities, angdbtimize vour conversion processes it's highly likely that you are measureme ntl testi ng an d 0 pt| mization str EtEEi e5 f|:| r
even milljefis— of dollars without even knowing it.

their companies

ApAptimization Summit 2011, youwill receive hands-on training to get started

zround-breaking improvements for your arganization by taking advantage of fi 4. Pj'jrmtf mﬂﬁf'ﬂg’ dj’ﬂf:ﬂs to hElp kil:k-S,tE rt Your new

1. Aninspiring pre-summit workshop that will teach you mar kEtl nE ir'| Itl EtiUE &

the meta-theory of optimization that has been proven
towork in thousands of experiments

2. Results-based how-to presentations from expertsin We certainly hope you'll be able to join us in our inaugural surnmit for website optimizers. For more
the online marketing industry v i i : ) L. . .
3. Powerful case studies from marketing people —your information about the event— agenda, locations, coaching clinicsand more - please browse this site or

peers-that have successfullyimplemented . . .

measurement, testing and optimization strategies for c l [is k b £ l ow tl:' Stﬂ rt th er EEI S‘tr Etl on p roCess.
their companies

4. Private coaching clinics to help kick-start your new

marketinginitiatives

We certainly hope you'll be able to join us in our inaugural summit for website|

information about the event— agenda, locations, coaching clinicsand more - pf

click below to start the registration process. I'm Head tﬂ DptimiIE! 1

What’s wrong with this page?

F.

#B2Bsommit (Ymarketingsherpaycasrure
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Optimization Summit 2011 Example

Original Draft Optimized Final

Optimization Summit: Maximize ROI of Your Online Apply the Science of Optimization to Your
Marketing Marketing

Learn how the right metrics, the right experiments and the right strategy can The Optimization Summit is laser-focused on helping marketers discover what really works in
completely change the playing field for you and your organization. optimization and how to apply the science of optimization to their specific marketing needs.

Thisis the event that you can't afford to miss —the stakes are too high. To meet this lofty goal and provide you the

best possible Summit, we'll rely on case
studies from your peers and the extensive
MarketingSherpa and MarketingExperiments
research libraries, which include more than:

If you're like most marketersand business executives, your typical day is a whirlwind of activity — you
move from task to task and projectto projectat an astounding rate. But have you stoppedto consider
the cost of not optimizing the marketing tactics that you are performing right now?

Every day you delay applying the science of optimization to your marketing, you are losing real dollars.

If you're not taking the time to measure whaot matters, experiment ond test your mission-critical - 10 years of optlmlzatlon experlments

activities, and optimize yvour conversion processes it's highly likely that you are leaking thousands —or

- 10,000 landing pages tested and optimized

even millions— of dollars without even knowing it.

At Optimization Summit 2011, you will receive hands-on training to get started down the path to + 1,000 maFKEtiﬂg case studies

ground-breaking improvements for your organization by taking advantage of four excellentresources:
« $10 million in optimization marketing research

v
1. Aninspiring pre-summit workshop that will teach you " 1"3 oo 18 + Ynu : :
the meta-theory of optimization that has been proven
toworkin thousands of experiments During the three days of Optimization Summit 2011 you will learn how to:
2. Results-based how-to presentations from expertsin
the online marketing industry Video of Flint - Measure what matters and use web analytics to make meaningful decisions
3. Powerful cose studies from marketing people —your
peers-that have successfullyimplemented + Test your mission-critical activities using valid and scientific experiments
measurement, testing and optimization strategies for
their companies - Optimize your conversion processes by stepping into the mind of the consumer
4. Private coaching dlinics to help kick-start your new
marketinginitiatives The MarketingSherpa and MarketingExperiments teams have spent countless hours

We certainly hope you'll be able to jo ntent presented is relevant to

information abott the event - agend Every piece of copy doesn’t have to be a masterpiece, but
click belowta start the registration p .
every piece of copy must be clear.

mmit:

[ I'm Ready to Optimize! ] MarketingSherpa and MarketingExperiments have more than 10 years of scientific
research spanning 1,300 plus experiments, including more than 1 billion emails and
; : : i . i [

#B2Bsommit (Ymarketingsherpaycasrure
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Optimization Summit 2011 Example: Results

180
160
140

120
100 e=Projected

80 e=sActual
60

40
20
0

# of Tickets Sold

14 13 12 11 10 9 8 7 6 5 4 3 2 1

Weeks Out from the Event

\/What you need to understand: The optimized final landing page generated
more than twice the amount of tickets than originally projected, eventually
leading to a completely sold out event.

_ , (\ ma rl(eﬂ ng Sherpa CAPTURE.
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Optimization Summit 2011 Example: Results

Apply the Science of Optimization to Your
Marketing

The Optimization Summit is [aser-focused on helping marketers discover what really works in

optimization and how to apply the science of optimization to their specific marketing needs. rvices they provide — just the information you need to

To meet this lofty goal and provide you the
best possible Summit, we'll rely on case
studies from your peers and the extensive
MarketingSherpa and MarketingExperiments
research libraries, which include more than:

ry experts that can help you with your unique set of

E to get one-to-one advice about your analytics
latform and your landing pages. We urge everyone fo
pportunity. These clinics are not cleverly disguised

0 address your challenges and leave you with

- 10,000 landing pages tested and optimized arketing efforts. Working from the

- 1,000 marketing case studies Page Optimization Certification

aught by Dr. Flint McGlaughlin and learn the meta- framework’ our

+ $10 million in opfimization marketing research [, that has been proven to work in thousands of

s, to thousands of marketers from companies like H bl

) o _ _ . cus and more, this hands-on training course offers Copywr’ters Were a e to

During the three days of Optimization Summit 2011 you will learn how to: B - :
struction, and insights on how you can optimize your

- Measure what matters and use web analytics to make meaningrful decisions sion. bOOk every seat at the

0 Your Professional Resume

- Test ission-critical activities using valid and scientif iment : s y
est your mission-critical activities using vand and Sc/ieniiic experiments shop, all attendees will take the exam to receive their summlt W’thout ertlng

- Optimize your conversion processes by stepping into the mind of the consumer ation. The workshop will teach you what is needed to

ssional certification. I I
The MarketingSherpa and MarketingExperiments teams have spent countless hours f aW ess Copy-

meticulously reviewing speaker applications to verify that the content presented is relevant to et before May 13 and save $200.
your needs, practical to implement and proven in the real world.

= 10 years of optimization experiments

» | ooortas + | vo@ I

ejve a copy of Bob Heyman's new book

Here are just 7 reasons to attend the first-ever Optimization Summit:
eceive a free copy of Bob's new Dook,

1. 10 Years of Optimization Laboratory Research ure and Improve the ROl of any
MarketingSherpa and MarketingExperiments have more than 10 years of scientific W book shows marketers how to
research spanning 1,300 plus experiments. including more than 1 billion emails and jtics to maximize marketing RO

10 000 landinag naoges Af the Summit vou'll learn from the world's [araest librarv of case
So don't delay, reserve your ticket today and save $200.

F.

Dmarketingsh
. vmarkefingsherpajcaerure.
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Introduction: The 3-step framework

LEXposition

In the same way there are three acts in
a story, there are three steps to crafting
compelling copy for (in this case) a
landing page.

Example landing
page from recent
optimization summit

STEP 1: Create your exposition

Rising Action
S STEP 2: Create your rising action

STEP 3: Create your climax/resolution

4
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Presenter
Presentation Notes
It might help to be a little clearer here that we are using a landing page for the sake of illustration and because the most effort marketers put into copywriting are usually on landing pages.


Step 1: Create your exposition

Story click: Luke
discovers The Force
& his destiny

Opening chase scene

In a story, the exposition does two things:

1. Captures the audience’s attention

2. Sets the stage for rest of story by achieving
“story click.”

_ , (\ ma rl(eﬂ ng Sherpa CAPTURE.
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Step 1: Create your exposition

Apply the Science of Optimization to Your
Marketing

The Optimization Summit is laser-focused on helping marketers discover what really works in
optimization and how to apply the science of optimization to their specific marketing needs.

MarketingExperirnents Ceartificati To meet this lofty goal and provide you the
best possible Summit, we'll rely on case
studies from your peers and the extensive
MarketingSherpa and MarketingExperiments
research libraries, which include more than:

On a landing page, the exposition is achieved through:

1. An attention capturing headline

2. A first paragraph with an obvious “story click.”

_ (\ ma rl(eﬂ n g Sherpa CAPTURE.
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Step 1: Create your exposition

The Headline

* The role of a landing
page headline is to \*Apply the Science of Optimization to Your

arrest the visitors Marketing

attention and get them The Optimization Summit is laser-focused on helping marketers discover what really works in
. . optimization and how to apply the science of optimization to their specific marketing needs.
into the first paragraph. : PRy : 2 ?

To meet this lofty goal and provide you the
best possible Summit, we'll rely on case
studies from your peers and the extensive
MarketingSherpa and MarketingExperiments
research libraries, which include more than:

MMarketingExperiments Cerificati

e Qur testing suggests
two effective strategies:

1. Making a Promise
2. ldentifying a Problem

> ,(\ m(]rl(eﬂngsherpa CAPTURE.
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Step 1: Create your exposition

The First Paragraph

e The goal of the first Apply the Science of Optimization to Your
paragraph is to get the Marketing
visitor into the \*The Optimization Summit is laser-focused on helping marketers discover what really works in
Conversation_ YOU do optimization and how to apply the science of optimization to their specific marketing needs.
this by ensu ring you M tketingExp erimants Cerificati, To meet this lofty goal and provide you the

best possible Summit, we'll rely on case
studies from your peers and the extensive
MarketingSherpa and MarketingExperiments
research libraries, which include more than:

answer three questions:

1. Wheream I?
2. What can | do here?
3. Why should | do it?

IMPORTANT NOTE: “Story click” occurs when all of
e You must answer “what” those questions have been addressed.
before answering “why.”

4
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Step 2: Create your rising action

Intensifying fight scene
Y

Obi-Wan fights Darth
Vader. Vader wins.

In a story, the rising action serves to intensify the problem.

Rising action is marked by things like fight scenes, plot twists,
character insights, etc.

. /Wmarketingsherpajcaeruze
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tep 2: Create your rising action

* On alanding page, most
of the page copy will
serve to intensify the
problem and the
solution.

 We do this with five copy
elements that we call
“intensifiers”: proofs,
features, benefits,
incentive, and urgency.

Web Page — Body Copy

To meet this lofty goal and provide you the
best possible Summit, we'll rely on case
studies from your peers and the extensive
MarketingSherpa and MarketingExperiments
research libraries, which include more than:

= 10 years of oplimization experimentis

- 10,000 landing pages tested and optimized

- 1,000 marketing case studies

+ $10 million in optimization marketing research

» )| ooorias + voff® I

During the three days of Optimization Summit 2011 you will learn how to-
- Measure what matters and use web analytics to make meaningful decisions
- Test your mission-critical activities using valid and scientific experiments
- Optimize your conversion processes by stepping into the mind of the consumer

The MarketingSherpa and MarketingExperiments teams have spent countless hours
meticulously reviewing speaker applications to verify that the content presented is relevant to
your needs. practical to implement and proven in the real world.

Here are just 7 reasons to attend the first-ever Optimization Summit:

1. 10 Years of Optimization Laboratory Research
MarketingSherpa and MarketingExperiments have more than 10 years of scientific
research spanning 1,300 plus experiments, including more than 1 billion emails and
10,000 landing pages. At the Summit you'll learn from the world's largest library of case
studies and research available, designed to help you measure what matters, test your
mission-critical activities and optimize your conversion processes.

2. New Research on Optimization from MarketingSherpa
Attendees will receive benchmarks and analysis from MarketingSherpa's first ever

ce to determine which case studies are
eters with the information they need and want.

[ just like you — marketers responsible for

ew products and marketing metrics for email,

n or lead nurturing. You won't hear any sales
they provide — just the information you need to

erts that can help you with your unigue set of
Et one-to-one advice about your analytics

and your landing pages. We urge everyone to
nity. These clinics are not cleverly disguised
ress your challenges and leave you with
ng efforts.

B Optimization Certification

by Dr. Flint McGlaughlin and learn the meta-
has been proven to work in thousands of
housands of marketers from companies like
ind more, this hands-on training course offers
on, and insights on how you can optimize your

hr Professional Resume

all attendees will take the exam to receive their
The workshop will teach you what is needed to

Landing Page Optimization Benchmark Report This new research will be presented for  pl certification.

the first time at the Summit and will arm you with the data and insight necessary to
make the best possible decisions for your optimization strategy.

3. Multiple Case Studies from Marketers (not vendors and consultants)
The Summit will include war stories and lessons learned by your marketing peers and
mentors. While other events feature presentations by vendors. this event features case

- -
campaign, provided by HubSpot. This new bool

y

implement, evaluate, and utilize key analytics to maximize marketing ROl

So don't delay. reserve your ticket today and save $200

ore May 13 and save $200.
a copy of Bob Heyman's new book
a free copy of Bob's new book,

d Improve the ROI of any
k shows marketers how to

#B2Bsummit
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= 10 years of optimization experiments

The Rising Action

10,000 landing pages tested and optimized

1,000 marketing case studies

Intensifiers - - $10 million in optimization marketing research
P 007118 + i@ I3
Proofs: Specific statements — usua”y / During the three days of Optimization Summit 2011 you will learn how to:
quantified — that bring credibility to - Measure what matters and use web analytics to make meaningful decisions
Y 14
the value proposition. (e-g-; 10;000 Test your mission-critical activities using valid and scientific experiments
landing pages tested...”) / - _ o _
= Optimize your conversion processes by stepping into the mind of the consumer
Benefits: Specific statements that The MarketingSherpa and MarketingExperiments teams have spent countless hours
] meticulously reviewing speaker applications to verify that the content presented is relevant to
demonstrate how the main value your needs, practical to implement and proven in the real world.

will benefit the visitor’s current
situation. (e.g., “Optimize your
conversion processes...”) 1. 10 Years of Optimization Laboratory Research

MarketingSherpa and MarketingExperiments have more than 10 years of scientific
research spanning 1.300 plus experiments, including more than 1 billion emails and
Features: Specific statements that 10,000 landi At the Summit you'll learn from the world's largest library of case
provide the tangible details of the and research available, designed to help you measure what matters, test your

., ] . mission-critical activities and optimize your conversion processes.
offer (e.g., “Attendees will receive
benchmarks and analysis from X...”)

Here are just 7 reasons to attend the first-ever Optimization Summit:

\AE_ MNew Research on Optimization from MarketingSherpa

Attendees will receive benchmarks and analysis from MarketingSherpa's first ever
Landing Page Optimization Benchmark Report. This new research will be presented for
the first time at the Summit and will arm you with the data and insight necessary to
make the pest possible decisions for your optimization strategy.

Multiple Case Studies from Marketers (not vendors and consultants)

The Summit will include war stories and lessons learned by your marketing peers and
mentors While nther events featiire nressntations bv vendors this event featiires csse

_,/ — -
: (\ marketingsherpajcaeruze.
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Step 2: Create Your Rising Action

Intensifiers

Incentive: An appealing
element you introduce to
stimulate a desired action (e.g.,
“All attendees will receive a
copy of Bob Heyman'’s new
book...”)

Urgency: An element of
constraint you introduce to
stimulate a desired action
within a specific time-frame.
(e.g., “reserve you ticket today
and save $200”)

#B2Bsummit

actionable ways to improve your marketing efforts.

Attend the Pre-Summit workshop, taught by Dr. Flint M

landing pages for maximum conversion.

At the end of the Pre-Summit Workshop, all attendees

pass the test to receive your professional certification.

implement, evaluate, and utilize key analytics to maximize ma

So don't delay, reserve your ticket today and save $200.

6. Pre-Summit Werkshop: Landing Page Optimization Certification
theory of landing page optimization that has been proven to work in thousands of
experiments. Taught for eight years, to thousands of marketers from companies like

Google, Cisco, Oracle, Verizon, Vocus and more, this hands-on fraining course offers
you real examples, step-by-step instruction, and insights on how you can optimize your

7. Add Optimization Certification to Your Professional Resume

Landing Page Optimization Certification. The workshop will teach you what is needed to

\hggzhance Special: Reserve your ticket before May 13 and save $200.

Special Bonus - All attendees will receive a copy of Bob Heyman's new book

MARKETING

Optimization Summit attendees will also receive a free copy of Bob's new book,
Marketing by the Numbers: How to Measure and Improve the RO/ of any
campaign, provided by HubSpot. This new book shows marketers how to

cGlaughlin and learn the meta-

will take the exam to receive their

rketing RO

NUMBER)

VIRENY REIN | 10 SETHAN

arketingsherpajcarruze.
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The Rising Action: Internal vs. external

IMPORTANT NOTE: All five of these copy elements can appeal to both the internal
and external challenges and triumphs of the character.

External Story:

The boss wants me to fix our metrics problems

Save the World

5. One-to-One Coaching Clinics
We've assembled a team of industry experts that can help you with your unigue set of
circumstances. This is your chance to get one-to-one advice about your analytics
program, your data, your testing platform and your landing pages. We urge everyone to
take advantage of this incredible opportunity. These clinics are not cleverly disguised
sales pitches. They are designed to address your challenges and leave you with
actionable ways to improve your marketing efforts.

I'd like to advance my career

7. Add Optimization Certification to Your Professional Resume
At the end of the Pre-Summit Workshop, all attendees will take the exam to receive their
Landing Page Optimization Certification. The workshop will teach you what is needed to
pass the test to receive your professional certification.

_ y (\ morkeﬂn Sherpq CAPTURE.
e U Q BZBSUI?‘ImI1'2012 SN vERT




Step 3: Create your climax/resolution

Climax: Death Star explodes,
rebels win.

b i

In a story, the climax is the single event that everything builds toward.

. (\ mOrkeTin sherpa CAPTURE.
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Step 3: Create your climax/resolution

Web Page — Call to Action

On a landing page, the climax is the main call to action.

The goal is to lead the visitor to (and through) the pivotal decision.

_ (\ ma rkeTin Sherpq CAPTURE.
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Step 3: Create Your Climax

e Four questions to ask
yourself about your call-
to-action (CTA):

campaign, provided by HubSpot. This new book shows marketers how to
implement, evaluate, and utilize key analytics to maximize marketing ROL

1. Is your CTA clearly visible?

So don't delay, reserve your ticket today and save $200.

2. Does your CTA imply value,
immediacy, or urgency?

3. Does it come in the right time
in the thought
sequence/story?

4. Does your CTA ask or assume?

: / (Ymarketingsherpajcarruze
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Summary: Putting it all together

i Exposition

ﬁ

| R'S'r;g Action

o -.Benefits.

Exposition

Resolution

‘ ACT1 | ACT2 | ACT3 ‘
Beginning The Setup) Middle (The Confrontation)

nnnnnnnnnnnnnn

o
Bt Overall, just like in a good story, each
part of the copy must be properly

sequenced to match the visitor’s
natural flow of thought.

Urgency

. NURTURE.
B2B summif 2012 converT
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Thank You

Todd Lebo

Senior Director of Content
MECLABS
Todd.Lebo@MECLABS.com

Justin Bridegan

Senior Marketing Manager
MECLABS
Justin.Bridegan@MECLABS.com
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