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Optimizing Persuasion with
Buying Modalities



Dell.com A/B Test Case Study

Q‘ o Personalize ‘ o Popular Add-Ons o Review & Checkout

PRODUCTIVITY SOFTWARE
o Learn More

Windows 8
@ Windows 8, 84-bit, English [Included in Price]

G‘ o Personallzo‘ o Popular Add-Ons "Help Me Choose"
PRODUCTIVITY SOFTWARE BOOSTED SALES $25 MILLION+

Windows 8
@ Windows 8, 84-bit, English [Included in Price]

Source: Bryan Eisenberg case study, SES interview June 2010



WHY?

Bryan Eisenberg
Godfather of Conversion Optimization
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| <3 Buying Modalities



"Conversion rate is a measure of your ability to persuade
visitors to take the action you want them to take...

For you to achieve your goals,
visitors must first achieve theirs."”

Bryan Eisenberg

@TheGrok, Conversion Optimization Expert, Speaker & Author



BUYING MODALITIES HELP...

Better understand the complex
mind of the customer.

Strategize and interpret the "why"
of test hypotheses and results.
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The Buying Modalities

COMPETITIVE SPONTANEOUS

WHAT makes your solution the best? WHY should | choose you now?

METHODICAL HUMANISTIC

HOW's your process/solution work? WHO used your solution for my problem?

LOGIC EMOTION

Source: "Call to Action” book by Bryan & Jeffrey Eisenberg :: Buying Modalities | Angie Schottmuller @aschottmuller | Three Deep Marketing | #CTAConf



Buying Modalities & Myers/Briggs/Keirsey

COMPETITIVE SPONTANEOUS

5-10% = "Rationals" [NT] 25-35% = "Artisans" [SP]

METHODICAL HUMANISTIC

45% = "Guardians" [SJ] 10-15% = "Idealists" [NF]

LOGIC EMOTION

Source: "Call to Action” book by Bryan & Jeffrey Eisenberg :: Buying Modalities | Angie Schottmuller @aschottmuller | Three Deep Marketing | #CTAConf



COMPETITIVE
BUYING MODALITY
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ACHIEVEMENT



KNOWLEDGE







RECOGNITION






COMPETITIVE

@ EG  FAST, LOGIC-BASED DECISIONS

N

"What can your solution do for me?"

ATTITUDE Business-like, goal-oriented

Achievement, recognition, knowledge,
success, control, positive image

DISLIKES Inefficiency, incompetence

KEYWORDS Lead, control, solve, prove, win, bottom
line

Temperament: "Rational” [NT] -- Myers-Briggs: ENTJ, ENTP, INTJ, INTP

People Examples: Tony Stark (Ironman), Steve Jobs (Apple),
Albert Einstein, Thomas Jefferson, Princess Leia, Yoda (Star Wars)

Reference: "Call to Action” book by Bryan & Jeffrey Eisenberg :: Buying Modalities | Angie S



COMPETITIVE
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"What makes you and your product the best?"

HOW DO YOU MEASURE UP .

AGAINST YOUR COMPETITORS?

Take the Free, Comprehensive
PPC Benchmark Assessment

Approach: Provide clear UVP, rational probabilities, and
challenges.

Reference: "Call to Action” book by Bryan & Jeffrey Eisenberg :: Buying Modalities | Angie S

FAST, LOGIC-BASED DECISIONS




SPONTANEOUS
BUYING MODALITY
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SPONTANEOUS

Q" @ FAST, EMOTION-BASED DECISIONS

"Why is your solution best for me right now?"

ATTITUDE Personal, activity-oriented

DESIRES Action, simple steps, hew adventures,
time-savers, personalized content

DISLIKES Traditional details, waiting, lots of options

KEYWORDS Express, save time, personalize, help me
choose, discover, trending

Temperament: "Artisan” [SP] -- Myers-Briggs: ESTP, ESFP, ISTP, ISFP

People Examples: Han Solo (Star Wars), Captain Jack Sparrow,
James Bond (007), Wolfgang Mozart, Elvis Presley

g | #CTAConf

Reference: "Call to Action” book by Bryan & Jeffrey Eisenberg :: Buying Modalities | Angie Schottmuller @asc



SPONTANEOUS

Q" @ FAST, EMOTION-BASED DECISIONS

"How will this let me enjoy life more?"

NEW RELEASES

Which protection

is right for you?
Kaspersky's Help Me Choose
tool makes it easy to decide!

Get your recommendation! »

E "'bgks\d‘%

i 3
¥ @\’
¢ 8
St
\
LN ‘

Approach: Address immediate needs with relevant, minimal,
credible options

Reference: "Call to Action” book by Bryan & Jeffrey Eisenberg :: Buying Modalities | Angie Schottmuller @asc g | #CTAConf



METHODICAL
BUYING MODALITY
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®F =5 SLOW, LOGIC-BASED DECISIONS

Businesslike, process-oriented

Accuracy, full details, clear process,
efficiency, simplification, solid evidence

Disorganization, dishonest/generic claims,
asking for more info, personal "fluff"

Compare, explore, evaluate, inspect

People Examples: Sherlock Holmes, C3P0 (Star Wars), George
Washington, Mother Theresa, Aragorn (Lord of the Rings)

Reference: "Call to Action” book by Bryan & Jeffrey Eisenberg :: Buying Modalities | Angie Schottmuller &



SLOW, LOGIC-BASED DECISIONS

N

What Is The End To End Process?

Screening Implementation Closure

Client Discussions Client Evaluation Interview
Of Shortlisted Candidates

By The Functional Expert

Executive Search Plan Prelinunary Assessment Final Interview By Client
- Interviews
Calibration Of Client

Expectations With Propose Candidates For
T DN bt e

Due Diligence Of Selected
Candidate Fallowad BRve

Approach: Provide hard evidence, comprehensive steps, and
superior service.

Reference: "Call to Action” book by Bryan & Jeffrey Eisenberg :: Buying Modalities | Angie Schottmuller



HUMANISTIC
BUYING MODALITY
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Ymint CREATIVITY

ERROR 404

Page not available.
But Justin is.

Justin is a Mint developer who likes slow cars, sharp
crayons, reheated pizza and awkward silence. Email him at
justin [ at ] mint.com.

But if you're more interested in personal finance
than in Justin, try the links below:

-

Personal Finance Personal Finance Personal Finance
Solution Mobile Apps Blog
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BUYING MODALITY PROFILE

H U MA N I STI C ,’J ' SLOW, EMOTION-BASED DECISIONS

"Who has used your solution to solve my problem?"

ATTITUDE Personal, relationship-oriented

Helping others, stories, entertainment,
creativity, choice, human development

DISLIKES Impersonal facts, being alone, betrayal

KEYWORDS Join, share, connect, help, mentor, grow
Temperament: "ldealist” [NF] -- Myers-Briggs: ENFJ, ENFP, INFJ, INFP

People Examples: Robin Williams, Captain Jean-Luc Picard (Star
Trek), Luke Skywalker (Star Wars), Martin Luther King Jr, Frodo

(Lord of the Rings)

Reference: "Call to Action” book by Bryan & Jeffrey Eisenberg :: Buying Modalitig



HUMANISTIC

BF @ sLow, EMOTION-BASED DECISIONS

"How does your process/solution solve my problem?"

@f  Basecamp

Last week 5,794 companies signed up for
Basecamp to manage their projects.
Today it’s your turn.

—
Start your free trial

You'll be up and runs less than

97% of customers recommend Basecamp.

Approach: Provide social proof testimonials and *authentic*
photos of customers and staff.

Reference: "Call to Action” book by Bryan & Jeffrey Eisenberg :: Buying Modalities | Angie Schottmuller @asc



Put 1t to action...



TWEAK COPYWRITING






TWEAK

(as in fine-tune, adjust, modify)

NOT TWERK.




SAMPLE COPY:
Our approach is personalized /

to meet your objectives.
. sl COMPETITIVE
Bottom line, your results are

guaranteed. Explore our
methodology to discover how

thousands of clients just like 4‘
ou have been delighted. BUYING HODALITY

:: Buying Modalities | Angie Schottmuller @aschottmuller | Three Deep Marketing | #CTAConf




SAMPLE COPY:

Our approach is personalized /‘
to meet vour objectives.

Bottom line, your results are
guaranteed. Explore our
methodology to discover how
thousands of clients just like
you have been delighted.
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SAMPLE COPY:

Our approach is personalized

to meet your objectives.
. COMPETITIVE
Bottom line, your results are /‘

guaranteed. Explore our
methodology to discover how

thousands of clients just like
you have been delighted.
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SAMPLE COPY:

Our approach is personalized
to meet your objectives.
Bottom line, your results are
guaranteed. Explore our
methodology to discover how
thousands of clients just like
you have been delighted.
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SAMPLE COPY:

Our approach is personalized

to meet your objectives.

Bottom line, your results are

guaranteed. Explore our

methodology to discover how

thousands of clients just like j
you have been delighted

Buying Modalities | Angie Schottmuller @aschottmuller | Three Deep Marketing | #




REPLACE COPY WITH
SOCIAL PROOF



Bidshketch

LOGIN

COMPETITIVE

BUYING MODALITY

Create professional cliént proposals in minutes

“Cut down my proposal time from 3 hours to 45 mins! Plus...it looks super profesh!”

Daina Reed, Creative Director

SPONTANEOUS
BUYING MODALITY HUMANISTIC

BUYING MODALITY

Enter your email below to get a sample proposal:

SEND ITTO ME

:: Buying Modalities | Angie Schottmuller @aschd




LEVERAGE PPC SITELINKS
& AD CALLOUTS



Brazil Butt Lift PPC Site Links

COMPETITIVE

Brazil Butt Lift® Sale - Now Just 2 Low Payments of $19.95

www.beachbody.com/BrazilButtLift ~
Shape, Lift & Firm Your Butt Today.
Beachbody has 16,823 followers on Google+

BUYING MODALITY

Choose Your Kit Proven TriAngle Training
Brazil Butt Lift® Reviews The Supermodel's Workout

COMPETITIVE

BUYING MODALITY

HUMANISTIC

BUYING MODALITY

:: Buying Modalities | Angie Schottmuller @aschottmuller | Three Deep Marketing | #CTAConf



AUDIT EVENT & HEATMAP
TRACKING



BUYING MODALITY WEB BEHAVIOR DIFFERENCES
COMPETITIVE

SPONTANEOUS

u‘s.ca wrcau_ " " TOOL-DRIVEN USERS
! ss& e

SEARCH-DRIVEN USERS

g Aeton O

u, S 30! 465 607
.

[HUMANISTIC]

(Not accounted for on page)

Reference: Jakob Nielsen Eye-Tracking Gaze Plot Study, 2007 :: Buying Modalities | Angie Schottmuller @aschottmuller | Three Deep Marketing | #CTAConf



AUDIT PAGES TO SERVE
ALL 4 MODALITIES



Contact us Mon - Fri at 212.609.4200 ©

LiveEngage'

Drive online sales, generate quality BUYING MODALITY CHECK

leads, and provide*exceptional
" service at a lower cos ' COMPETITIVE
Bottom line UVP
"Best” evidence
Learn/achieve challenges

SPONTANEOUS
Personalization, Guarantee
Time-savers / Tools

Hot trends / Urgency

& | : -~
A y/ il - HUMANISTIC
Ensure They Leave Har People/Others-focused

By engaging your visitors with targeted Incentivize them, overcome objections By addressing concerns, needs, and

offers based on their individual and upsell. Businesses that use misconceptions on the spot, businesses People phOtOS
behavior, you can increase conversion LivePerson often see a 20% increase in have decreased handling costs by as - 1
rates by as much as 25%. online sales. much as 80%. Sto res & ReV] Eews

Process steps
Factual details
Timing expectations

Summer Savings Sale! For a limited-time*, get LiveEngage up to 40% off!
Simple pricing. No surprises.

Quarterly J

L— o . .
asic m * 100% satisfaction Schottmuller @aschottmuller | Three Deep Marketing | #CTAConf
avaranteed or vour monev




Create and share

VIDEO PRESENTATIONS
in minutes

. : . BUYING MODALITY CHECK
Supercharge Presentations with Video _

COMPETITIVE
Bottom line UVP
Knovio is for MARKETING "Best” evidence

Learn/achieve challenges
v Share: publish instantly to private spaces or your social networks —
SPONTANEOUS

n“‘/\

Personalization, Guarantee
Time-savers / Tools
Hot trends / Urgency

Use Knovio Free

Create: bring “flat” PowerPoint® slides to life with your webcam, microphone

Edit: make changes, without the need for video editing software or skills

Whether for business, education or individual use, Knovio adds your
personality and improves the effectiveness of any presentation.

u can make audio
presentations too!

Use Knovio Frée

Here's what YOU can do with Knovio

l HUMANISTIC
People/Others-focused
Knovio in 3 simple steps \fver 2,000 happy users... People photos

nd counting: Stories & Reviews

& .

2 3 Knovio lets me share my
presentations - and my personality M ET H O D | CA L
- at the same time. | love that | can
¢ D g I add the new dimension of video to Process steps
;ny ,bu;iness zl's s'f fasy to use, Factual details
Upload PowerPoint Slides Narrate with video Share privately or with 00! - Renee, Marketer i :
or audio your social networks ' T] m]ng eXpeCtatlonS

chottmuller @aschottmuller | Three Deep Marketing | #CTAConf



KEY TAKEAWAY:

Account for ALL FOUR buying
modalities on every PAGE.

(i.e. Not one modality per page.)

:: Buying Modalities | Angie Schottmuller @aschottmuller | Three Deep Marketing | #CTAConf



Which way is the
dancer spinning?
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The Buying Modalities

COMPETITIVE SPONTANEOUS

WHAT makes your solution the best? WHY should | choose you now?

METHODICAL HUMANISTIC

HOW's your process/solution work? WHO used your solution for my problem?

LOGIC EMOTION

Source: "Call to Action” book by Bryan & Jeffrey Eisenberg :: Buying Modalities | Angie Schottmuller @aschottmuller | Three Deep Marketing | #CTAConf



QUESTIONS?



Need help with buying modalities?

Contact Me for a Buying Modality Audit

Maximize your conversion impact today!

@ THREE DEEP ~ Angie Schottmuller

MARKETING Director of Optimization
angie.schottmuller@threedeepmarketing.com
@aschottmuller

:: Buying Modalities | Angie Schottmuller @aschottmuller | Three Deep Marketing | #CTAConf



Our Clients... () THREE DEEP
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