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Improve your Marketing Collateral with a Proven Methodology

Determining the elements in your conversion process to test and optimize can be challenging. The
MECLABS Conversion Sequence Heuristic is a framework of five factors on which to focus your
optimization energy. It brings discipline, rigor and sustainable success to the marketing

department.

The Conversion Sequence Heuristic is part of a patented, repeatable methodology (patent number
8,155,995) developed by Flint McGlaughlin, CEO and Managing Director, MECLABS Institute, based

on years of testing and research of real product and service offers presented to real customers.
C=4m + 3v + 2(i-f) - 2a

Wherein, the probability of Conversion (C) is dependent upon visitor Motivation (m), force of the
Value Proposition (v), presence of Friction (f) & Anxiety (a) in the process, and Incentive (i) offsetting

Friction that cannot be eliminated.

The Conversion Sequence Heuristic is not an equation to solve. Rather, it is a heuristic, or thought
tool (i.e., really cool checklist), to use as you work on webpages and marketing collateral. You can
never guarantee conversion, but by making changes to the right areas, you can increase the

probability of conversion.

THE INVERTED FUNNEL AND VALUE PROPOSITION DERIVATIVES

The Conversion Sequence Heuristic enables the marketers to achieve their task of driving people
through the funnel. However, the typical marketing funnel is a flawed analogy because, in reality,
gravity is working against you. People are not falling into your funnel; they are falling out. Thus,

we must “invert” the funnel.
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People climb up the funnel through a series of
smaller decision points that require them to say
“yes.” These are micro-yes(s). If at any point along

M

1 n n yes

the process your potential customer says "no, M,
you will not achieve your goal. M,

P4
<)
=
w
M O
2
. . e G S
At each decision point, or micro-yes juncture, your = & @ JV—
iohi i 3 THEORY
prospects are weighing the perceived value of the M,,, 2
action you're asking them to take versus the -
perceived cost. You can use the web as a living I

laboratory to get more people to answer "yes."

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

PROCESS

PRODUCT

Question: Why should [PROSPECT A]
buy from you rather than any of your
competitors?

Question: Why should [PROSPECT A]

PRIMARY VALUE buy this product rather than any
PROPOSITION | other product?

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

Conversion steps associated
with a specific product

When you break marketing down, strip away automation platforms, analytics and clickthrough
rates, it is essentially communicating value to the customer in the most efficient and effective way
possible so they will want to take an action.

This requires you to answer the central question asked from the customer’s perspective: "If |
am your ideal prospect, why should | buy from you rather than any of your competitors?" But to
have the most powerful value proposition, you have to develop derivative value propositions:

e  Prospect-level Value Proposition
e  Product-level Value Proposition
e  Process-level Value Proposition
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FIVE FACTORS THAT LEAD TO CONVERSION RATE INCREASES

C = 4m + 3v + 2(i-f) - 2a

CONVERSION
Strategy is better than skill

Optimization does not start with the Conversion Sequence Heuristic. it starts with determining the
best objective — what is the right "macro-yes" to apply your resources to? Once you've answered
this, the heuristic is a way to answer the next question: "What is the best way to achieve the

objective?"

Many students of MECLABS Institute immediately start with the heuristic elements on the right side
of the equal sign and ignore the “C" — the probability of conversion. They proceed with optimization

without truly understanding:

e Who am | trying to convert?

e Whatam | trying to convert them to?

It can be dangerous to immediately begin working on tactics (adding, removing and changing things)
before stepping back and asking yourself what the true objective you are trying to accomplish is. This

approach applies skill before strategy.

Before looking into motivation, value, incentive, friction and anxiety, first define what your ultimate
success, or conversion, is. Maybe it's not even your conversion rate (orders/visits) at all. Maybe you

are much more successful with a lower conversion rate and a higher revenue number.

Marketers have a blindspot: self-interest. They are wired to miss the mark when it comes to
customer communication. The Conversion Sequence Heuristic is a methodology to remove that

blindspot and see marketing collateral through the eyes and understanding of the customer.



The Conversion Sequence - by MECLAB IJl1 ALIGN DIGITAL

FIVE FACTORS THAT LEAD TO CONVERSION RATE INCREASES

Motivation

C = 4m + 3v + 2(i-f) - 2a

\

MOTIVATION
Who are you optimizing for?

The numbers in front of the different elements of the heuristic indicate how much they impact the
probability of conversion. All of the elements do not hold equal weight. The motivation of the user is

the single most important factor affecting conversion.

Motivation of the user is also the only element of the Conversion Sequence Heuristic that you cannot

change. It is intrinsic to your potential customers.

You can, however, gain an understanding of your potential customers’ motivations to better tap

into those natural motivations and better serve your ideal customers while improving conversion.

e  Where is your customer in the thought sequence?
e  Where is the traffic coming from?
e  What conclusions does your prospect need to make before buying?

e  What are their pain points? What do they value?

Once you've removed friction & anxiety and increased the force of your value proposition, you can

use motivation to maximize the effectiveness of your marketing message with segmentation.
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FIVE FACTORS THAT LEAD TO CONVERSION RATE INCREASES

Value
Proposition

C = 4m + 3v | + 2(i-f) - 2a

V

VALUE PROPOSITION
Maximize the force of your perceived value

Your value proposition is the answer to the question, “If | am your ideal prospect, why should | buy
from you rather than any of your competitors?” This requires you to differentiate from those of

competitors.
There are four elements that increase or decrease the force of your value proposition:

e Appeal - How much do | desire this offer?
e  Exclusivity - Where else can | get this offer?
e Credibility - Can | trust your claims?

e C(larity - What are you actually offering?

Where “appeal” and "exclusivity" meet is your “only-factor.” Marketers can improve their messaging
efforts by clearly communicating (clarity) the “only-factor.” or the value your company and product or

service provides that customers can't get elsewhere.

Highlighting the appealing and exclusive aspect of your offer in your value proposition and
messaging illustrates why prospective customers should buy from you, rather than any of your

competitors.
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FIVE FACTORS THAT LEAD TO CONVERSION RATE INCREASES

Incentive
and Friction

@ = 4m + 3v +[2(i-f) - 2a
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INCENTIVE AND FRICTION
A psychological resistance to a given element in the sales process

In any conversion process, there are cost factors that go beyond the actual money spent on a
product or service. Friction is one of the cost factors (indicated by the minus sign in front of the letter

“f" in the Conversion Sequence Heuristic).

Friction is the “aggravation factor” or the hoops the customer must jump through to complete the
conversion goal — everything from a large number of form fields to long shopping cart processes.

Friction in the sales process consists of two components:

e Length-related friction - relates to fatigue, irritation or aggravation caused by forms or
processes that ask for more time or information than feels reasonable to the prospect
e Difficulty-related friction - the result of website elements that cause confusion or require

an undue amount of effort to complete, such as asking for a spouse's driver's license number

Incentive is a positive element in the heuristic which is used to offset any friction that you cannot

eliminate.
The key to incentive is choosing one with a high Perceived Value Differential (PVD) — the difference

between the perceived value of the incentive and the actual cost of the incentive.
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FIVE FACTORS THAT LEAD TO CONVERSION RATE INCREASES

ANXIETY
A psychological concern stimulated by a given element

Anxiety is the concern ideal prospects have that the checkout process might not be secure or that
your product might not actually deliver on its promises. Anxiety can stop website visitors in their
tracks — the back button makes it ultra-easy. Thinking of their concerns in rational terms may not
help you either.

There are three different levels you can seek to relieve or correct anxiety:

e Specificity — In order to counteract customer anxiety, you must first identify the source of
the anxiety and effectively address each concern, Depending on the website, different
sources of anxiety will arise for the visitor. The source may be quality, reliability, price,
security, etc.

e Proximity - After you've found a way to specifically address every source from which a
customer could experience anxiety, you have to figure out where to place these anxiety
reducers on your page. Proximity is about placing the corrective measures you formed with
specificity in the place where a visitor will experience them simultaneously with the source of
anxiety.

e Intensity - The intensity level of corrective measure must address two things: the substance
and perception of the concern. The substance requires you to address the rational

foundation of an anxiety source on a realistic view of risk.
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