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Introduction

There is an equation for your online business. It is different from the 
equation you use for your offline business. It is a unique formula, 
different from even your closest competitor’s.

Once you discover this formula and implement it with some proficiency, 
your business will begin to grow in some pretty astounding ways. In 
fact, don’t be surprised if you begin to dominate your marketplace.

In this book, you’re going to learn how to find this formula. It’s an 
equation that will turn leads into visitors, visitors into customers, and 
customers into advocates.

We’re all familiar with the components of an offline business 
equation: physical stores, real employees, ads that can be touched and 
heard, and real customers handing us thin plastic cards that make our 
businesses grow. Many offline business equations often look like this:

Word-of-Mouth + Well-trained Employees + Competitive Prices =  
More Customers.

Our online components, however, are remarkably different. We can’t 
see our customers. They’re not coming into our stores and offices. 
More often, they are interacting with us through web browers that may 
be anywhere in the world.

Some of us have been able to develop our digital customer creation 
equation on our own. The rest of us must rely on experts to decipher 
these new digital components. Each tells us that theirs is THE 
solution:

Search Engine Optimization + Website = More Customers

Online Ads + Website = More Customers

Social Media = More Customers.

These equations are too simple. In an offline business, you wouldn’t 
pay to advertise on billboards around town if your shop was hard-to-
find, unattractive, or populated with rude employees.
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Business equations don’t have to be complex, but they have to be 
complete. To be complete, they must take into account strategies that 
get more people to the business, as well as tactics that get them to buy, 
return, and tell others. I wrote this book to help you understand your 
complete online marketing equation and how it works to create 
customers or clients for your business.

What You’ll Learn Here
You can’t drive traffic to any old website and expect good things to 

happen. If you’re reading this, you’ve probably discovered this truth 
already.

Finding the right equation for your business will require you to take 
some risks, try new things, and open your mind to new ways of thinking. 
By the time you’re finished reading this book, you will be able to:

• Change your website so that it delivers qualified customers to   
 your business

• Identify which strategies and tactics to invest in—and which to  
 run away from

• Manage knowledgeable experts so that they work well within   
 your unique equation

• Create online ecosystems that naturally grow your traffic and   
 sales simultaneously.

Whether you’re new to online marketing and sales or have an existing 
online business, you’ll walk away with actionable recommendations to 
find and engage more customers.

I wrote this book more for the manager than for the practitioner. It is 
designed to help marketing managers and business owners identify 
what they should be working on and impose some level of proficiency 
in the creation of a great online effort.

For digital marketing practitioners, I offer a vocabulary and the basic 
recipes that will help your clients better understand your value. You are 
still the chefs. This book will help your customers order intelligently 
from the menu.

http://twitter.com/?status=Check out @bmassey's new book "Your Customer Creation Equation." Get the 1st chapter FREE here: http://bit.ly/ccequation @junta42
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We will start by defining the moment of truth for any online project: 
the point at which a visitor becomes a prospect or a prospect becomes a 
customer. That moment of truth is called a conversion. If your team is 
able to competently control conversions, your business can control the 
cost and effectiveness of all online expenditures, from advertising to 
traffic generation.

I’ll show you:

•	Where you are in the digital universe. Like a physical store,   
 your website occupies a digital “footprint” amongst your   
 customers and competitors. There are some very easy ways to   
 understand where you are and where you can take your online   
 business.

•	How to set up a digital conversion laboratory that will tell you   
 whether a formula is working or not. The online world is   
 incredibly measurable. Feedback and change can come quickly   
 if you are paying attention.

•	How to use your conversion lab to answer burning questions   
 about your business, such as, “Where are my online prospects   
 coming from?” and “Why do people leave without connecting   
 with us or buying something?”

•	How to measure and monitor your online success, so you can   
 stop investing in things that don’t work, and double-down on   
 those that do.

Then, I’ll introduce you to:

•	Five conversion formulas—aka “customer creation    
 equations”—and show you how to choose one for your online   
 business. This is the basic starting point from which you will   
 develop your own unique formula to generate more leads and   
 sales.

•	Online strategies that have been proven to work for each   
 formula and how to implement them. This will give you the   
 power to choose online experts wisely and to properly judge   
 their competence as they work for your business.
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All of this sets the stage for an online business that has a sound 
foundation, free of hype and ready to deliver.

Next, you’ll take a deeper look at the core components of high-
converting websites: digital content, marketing batteries, landing pages, 
the purchase process, and home page design. These are the “knobs” that 
you can turn to steadily increase your conversion rates and revenues.

Finally, I’ll show you how social media can increase the success of 
your high-converting site. Be prepared, because I’m going to dispel 
many of the myths that are frequently told about social networks in the 
digital marketing universe.

If you want to find unexpected gold in your online business and take 
your decision-making to a whole new level, check out the Advanced 
Curriculum in Visitor Studies at the back of this book. There, you’ll 
learn about:

•	The persona—a tool so powerful that once your team    
 understands it, they will naturally make the right decisions for   
 your online business and customers

•	The four ways that visitors make buying decisions

•	The three key actions that visitors can take to propel your   
 online business forward.

What is a Conversion Scientist™?
A Conversion Scientist™ is a professional who seeks to use the 

scientific method to increase the life-giving conversions enjoyed by a 
business.

If the term “conversion” is new to you, don’t be discouraged. Until a 
few years ago, it was new to all of us.

The irony is, that we’ve all been doing this for as long as we’ve been 
running websites. We just didn’t call it “conversion.”

The set of disciplines, strategies, tactics, and techniques that I place 
under the umbrella of conversion have long been hidden under the 
marketing concepts brought to us by Madison Avenue. These concepts 
include “positioning,” “brand messaging,” “image marketing,” and 
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“creating a feeling.” They fed on a steady diet of radio, TV, and print 
media. There are plenty of stories of how broadcast media have made 
products wildly successful and lined the pockets of many an agency.

As it turns out, such values do not serve us well on the web. There is 
indication that most of the print, radio, and TV advertising done over 
the four decades of Madison Avenue’s rule, in fact, did not work well 
for the advertiser. The reason we continue to invest in these media is 
that success cannot be accurately measured. 

The success of broadcast media is generally measured by surveys in 
which an agency will interview the members of the target audience, 
asking them if they remember the commercial and if they’re likely to 
buy. This implies that a large enough segment of the target audience 
has seen the commercial to provide a large enough sample to believe. In 
this scenario, businesses must use measures such as “share of mind” and 
“recall” to make decisions about their marketing spend.

Ultimately, it is prohibitively expensive to experiment in this media. 
Take Groupon, for example. They spent lavishly on their 2011 
Superbowl commercials, which featured high-paid celebrities making 
light of serious world events. Groupon’s hypothesis was that viewers 
would see this as quirky and humorous. They didn’t. And there will be 
no second experiment. The budget was spent. The Superbowl passed.

To add insult to injury, Groupon really has no way of knowing if this 
strategy worked. Visitors may have been incensed at the callousness of the 
spots, but they still got Groupon burned into their minds. Maybe that led 
them to open and read Groupon’s emails. In short, we don’t know how 
many viewers were converted into new customers by the effort.

This is not true of online marketing. We can know with high 
precision how many people are seeing our ads, visiting our site, and 
buying from us. We can experiment to see what makes more visitors 
buy—and what chases more of them away. This process is more akin to 
science than art, and it is a core advantage for those businesses investing 
in online media.

Hence, the term Conversion Scientist.
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I don’t have to convince you that you want to get more leads and 
customers from the stream of visitors coming to your website. You 
already knew that or you wouldn’t be investing in online marketing. I 
doubt you’d be reading this book.

What I must get through to you—and what I had to learn myself—is 
that the web offers us a medium fundamentally different from TV, 
radio, and print. We no longer have to plant subversive messages in 
people’s minds as they read magazines, watch TV, and listen to the 
radio. Instead, we can engage them closer to the time when they’re 
going to spend money to solve a problem, and very accurately measure 
their responses to the messages we put in front of them.

In short, we no longer have to send our messages out and pray that 
they’re persuasive. We can measure their effectiveness, learn from the 
results, and get better at giving our online prospects what they need.

It has only been in the last six or seven years that I’ve given the term 
conversion to that which I do. Like you, I had been the business owner, 
entrepreneur, corporate marketer, search engine consultant, or agency 
exec treating the Internet like any other broadcast medium.

Since the turn of this century, we have invested most heavily in 
driving traffic to our sites. More visitors means more sales, right? As 
competition heats up, competitors are driving up the price of paid 
search ads. They are crowding us off of “page one,” requiring us to 
redouble our efforts to keep our rankings high.

Google, Bing, and Yahoo control this ecosystem, and benefit from 
higher prices and taller barriers to entry. They encourage this scarcity of 
traffic because they can charge more for scarce resources.

The only way to get off this treadmill of scarcity is to focus on things 
that you control. You control your web pages, your email, your 
content. You control the components of your business that make 
visitors convert into prospects and buyers.

It’s Time to Improve Conversion Efficiency
As you’ll see in this book, efficiencies on the conversion side of the 

equation do more than save money—they are a lever that raises the 
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effectiveness of all marketing. They reduce the cost of acquiring new 
leads and sales.

So even if you face a well-funded large competitor in your online 
marketing efforts, you’ll be able to effectively outspend them with a 
much smaller budget when you focus on conversion efficiencies.

Let me put that another way: Small increases in your conversion rate 
result in big savings on marketing because the cost of acquiring each 
customer goes down.

In almost 20 years of online marketing, and most recently as the 
Conversion Scientist, I have been privileged to have built, co-created, 
or consulted with hundreds of businesses on their websites. 

For more than a year, I have spent every Friday on the phone with 
business after business doing free consultations. Almost 100 businesses 
have taken advantage of this offering.

I have presented to thousands of students all across North America, 
offering attendees a live site review, in which I publicly point out 
blocks to conversion and missed opportunities. I’ve heard the stories, 
and regardless of the industry, they are consistently similar. 

We are all making the same mistakes over and over—mistakes that 
keep our marketing costs high and our conversion rates low.

See if any of these stories sounds familiar to you:

The Web Deserter

You have learned that web developers are not finishers. They have 
managed your expectations poorly and do not have the resources to 
finish their work. At the time you’re sprinting for the finish line, they 
start pulling back. 

The Search Engine Obfuscator

Your search engine optimization (SEO) firm delivers monthly 
reports containing graph after graph all pointed up and to the right just 
like they promised. However, you’re not seeing the new business, sales, 
and prospects that you would expect from a higher ranking and more 
traffic.
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The “Pretty Sells” Designer

The bulk of your web budget went to the design firm you hired. 
They delivered a nice-looking site, but relied on you to make most of 
the design decisions and deliver the content. Everyone loves the site, 
but it isn’t doing anything for the business.

Most likely you picked up this book because you are a character in 
one or more of these stories. You are here because you’ve paid someone 
to drive traffic to your site, but you have little to show for it. 

How can a business like yours with such great offerings at excellent 
prices seem so invisible to the people coming to your site? How can you 
be doing so well in offline sales and so poorly online?

These are very good questions.

There are two overarching factors at work here, and this book will 
equip you to deal with both:

•	What you know about how people make buying decisions in the   
 offline world is betraying you in your online efforts

•	The experts who understand the online world don’t know   
 enough about your business to effectively market to your    
 prospects.

In other words, you’re asking the people building your online 
business to do things that don’t work on the web, and they don’t know 
your business well enough to stop you.

To remedy this situation, you need to understand enough about the 
online world to effectively manage the team, and you need them to 
intimately understand who you are marketing to.

Here are a few questions that will let you do a quick self-analysis of 
your web development attitudes. Check the statements that are true for 
a site you’ve worked on:

	 ❑ Most of the money spent on the website went to the designer   
   or design firm.

	 ❑ Most of the internal discussion was about the look and feel   
   of the site.
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	 ❑ It was important that the site look unique to differentiate the   
   business from the competition.

	 ❑ The copy for the site was reviewed and edited by management   
   (if not written by them).

	 ❑ Most of the pages on the site talk about the company or its   
   products.

	 ❑ The primary navigation requires visitors to follow a logical   
   path down to the product or service they’re interested in.

	 ❑ I believe that my company logo and tagline are crucial    
   elements of my website.

Okay—how many check marks are there?

If there are none (or one), you’re not being honest with yourself.

If most of the boxes are checked, you can count your site among the 
90 percent on the web that are beautiful homages to their businesses 
but are delivering horrible results.

If your reaction is, “Of course, most of them are checked. Why 
wouldn’t they be?” don’t worry. You have built a brochure site that will 
give visitors a good impression. The bad news is that it won’t make the 
cash register ring because these are not the most important issues if you 
want your site to generate leads and sales. The good news is that you 
probably have an attractive site on which to start building the site you 
really want: a high-converting, profitable, lead-generating, self-
perpetuating online property.

I assure you that, despite any previous missteps, you have what it 
takes to do this.

The first thing we must do is unlearn some of the truisms handed to 
us by Madison Avenue, by our designers and developers, and by our 
experiences in other sales channels. Everyone involved meant well, but 
we are all suffering from the same disease. 

We will no longer be led by the blind.

We must accept the fact that conversion is first and foremost about 
measuring results. Analytics gives us information about our prospects 
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and customers that we can find in no other way.

We must acknowledge that conversion is a collection of strategies, 
not just a bunch of landing pages, forms, buttons, and shopping carts. 
We can choose more wisely where to spend our marketing dollars and 
when to let go of tactics that just don’t work.

This book is for inquiring, curious business owners and 
corporate marketers who will make insightful decisions for their 
online properties if given the right information.

Let’s go get it.

http://twitter.com/?status=Check out @bmassey's new book "Your Customer Creation Equation." Get the 1st chapter FREE here: http://bit.ly/ccequation @junta42
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Chapter 1 
What is Conversion Science?

Conversion consultant Michael Drew asks a very telling question of 
online businesses and marketers: What if 98 percent of the people who 
visited a grocery left without buying anything?

Yet, the vast majority of websites are able to turn only two or three 
percent of visitors into prospects or buyers. That means that 98 percent 
of people are leaving these sites without taking any action. 

To put it another way, on average, sites have a two or three percent 
conversion rate. Most sites convert at even lower rates.

If the term conversion is new to you, I am very excited that you’re 
reading this book. The reason I’m so excited is because I love to open 
people’s eyes. Once you understand conversion, you’ll never look at 
your website the same way again.

Even better, I predict that your business will never be the same. If 
you’re willing to commit to the Internet as a powerful marketing and 
business growth tool, you will gain a strong advantage over your 
slower-moving competitors.

It’s like the word constellation.

When we were young we looked up at the night sky and we saw stars 
scattered all about. At some point someone introduced us to the term 
constellation and suddenly, the night sky became something altogether 
different. It became a place filled with stories, characters, and myths. 
Many believe that the constellation you are born under will influence 
your entire life.

You may not have known it, but conversion has been a part of your 
business since the first day you had a website. Just as the stars took on 
new meaning with the introduction of the word constellation, so too 
will your website take on new meaning as you explore the concepts and 
practices of conversion science.
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Conversion Defined
The most common definition of conversion is a transformation. In 

the case of the Internet, we seek to transform a visitor into a customer. 
When somebody buys from us, we call that a conversion; we have 
converted a visitor into a customer. However, conversion has a broader 
set of meanings for many businesses.

Turning visitors into buyers is an important conversion for an online 
store. For a company selling to other businesses, such as accounting 
services or software companies, lead generation is the most important 
conversion the website can deliver. These sites seek to convert visitors 
into prospects.

In fact, there are several conversions that can and will occur for your 
business on the Internet. From the first time somebody hears about 
your company to the time they begin telling others about you, there are 
several transformations they will go through:

•	 Strangers convert to suspects when they see your advertising
•	 Suspects convert to prospects when they identify themselves to you
•	 Prospects convert to customers when they buy
•	 Customers convert to users when they use your product or service
•	 Users convert to repeat buyers when they buy from you again
•	 Users convert to advocates when they share their experience of your 

product or service with others.

For some businesses, all of this can be done on the web. Businesses 
that advertise online and deliver an online service can complete each 
transformation through their website. Brick and mortar retailers may 
only be able to identify prospects or generate leads with their website.

Don’t be overwhelmed by all of these conversions. Your business is 
already doing this, but it may not be doing it well. This book will help 
you identify when these conversions occur, and give you the tools you 
need to get more of your visitors to convert to subscribers, leads, and sales.

Conversions are not only great for your business, but also for your 
visitors. Each conversion means that a visitor has found what he was 
looking for and that he has chosen you as his source to solve a problem 
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or to entertain him. This is the very definition of a win-win scenario. 
When Internet surfers find what they’re looking for on your site, 
your business will grow.

The Scientific Method Isn’t Scary
You use the scientific method every day. You just don’t use it 

consciously.

You use it every time you cook something new for dinner. You start 
by evaluating your family and developing a hypothesis: “My family will 
enjoy this new entrée for dinner because they like other recipes with 
these ingredients.” You then conceive of an experiment: “I will prepare 
the entrée for dinner and measure my family’s response.”

Next you prepare the dinner and serve it. As your family eats, you 
monitor important measurements. You watch their eyebrows for signs 
of appreciation. You watch their mouths for signs of smiles. You listen 
closely for the telltale utterances of “mmmmm” and “delicious!”

Perhaps you also throw in a post-experiment survey by asking, 
“What did you think?”

The results will tell you what action to take. If the response is 
positive, you’ll add the new entrée to your regular menu rotation. If the 
response is negative, you can try to figure out what your family 
disliked, and select a different recipe in your search for a menu with 
variety and nutrition.

This is the scientific method.

•	 Evaluate existing information
•	 Develop	a	hypothesis
•	 Test	your	hypothesis	using	an	experiment
•	 Measure your results
•	 Take action on the new information.

Each step in this process is critical, and chances are you’re not 
considering them when making changes to your website. With a little 
discipline, you could be learning critical lessons about what your 
visitors want when they come to your site, and how to convert more of 
them into prospects and customers for your business.
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Ignore the Scientific Method at Your Peril
Tom Jackson had a nice online business booking helicopter skiing 

vacations for well-off adventurers. He wrote to me complaining that 
his old “dated, awkward, wordy, but it’s working” website at 
HeliskiingReview.com was outperforming his newer, better looking, 
better organized website at Heliski.com (see Figure 1.1). In fact, the 
old site generated 12 times more paid trips than the new site did 
through his peak season.

Had Tom done what most businesses do, and simply replaced the old 
website with the new one, he would have been put out of business.

By keeping both sites live, Tom had inadvertently employed the 
scientific method.

Based on his evaluation of other sites and the input of an experienced 
web designer, Tom developed the hypothesis that a professionally 
designed website would generate more leads and bookings for his 
business.

His experiment was to 
create this “new and 
improved” website and 
see if it would generate 
more leads and entice 
more visitors to book a 
trip with him. 

Figure 1.1: HeliskiingReview.com (top) 
was thought to be too wordy, dated, and 
awkward. But it generated 1,200 percent 
more sales than the redesigned Heliski.

com (bottom).

http://twitter.com/?status=Check out @bmassey's new book "Your Customer Creation Equation." Get the 1st chapter FREE here: http://bit.ly/ccequation @junta42
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In the final analysis, both sites received about the same amount of 
traffic. About the same number of visitors completed his request form 
on both sites. But those who visited the old site were far more likely 
to actually book a trip than those who visited the new site.

So much had changed between the two sites that it was difficult to tell 
which aspects of the old site had the greatest impact on leads and trip 
bookings. In my analysis, I thought that the “wordy” copy on the old 
site appealed more to visitors who were actively considering a heliskiing 
vacation. I felt the calls to action were clearer and that the navigation was 
simpler, which helped visitors decide where to go. I also believed that 
the domain name HeliskiingReview.com drew more qualified traffic 
from the search engines, because serious shoppers want reviews. 

Based on his sales data, Tom took action. He chose to leave the old 
site up and experiment with the new site in the hopes of increasing its 
effectiveness. By making changes more deliberately, Tom has already 
begun to get better results from the new site.

Measuring Conversion
One of the reasons why businesses neglect conversion when building 

their websites is that they don’t understand how to measure their sites 
effectively. They look only at the number of sales or leads they’re 
getting, and this is not enough.

An online store may receive 10 sales per day, and that may mean the 
site is profitable. However, if they knew that they were getting 1,000 
visitors a day, they would realize that their site is losing 990 potential 
buyers every day.

For this reason, we measure the conversion rate of a site.

The conversion rate is the number of conversions divided by the 
number of visitors who come for a given period of time.

By expressing the conversion rate as a percentage, we can measure the 
site’s effectiveness regardless of how many people visit or buy.

In the above example, the conversion rate would be 10 buyers 
divided by 1,000 visitors, or one percent (10/1,000 = one percent).
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If the number of people visiting drops to 500 one day, but 10 still buy, 
the conversion rate increases to two percent (10/500 = two percent).

If you only looked at sales, you would miss the fact that your traffic is 
dropping—and that your site is converting more efficiently.

Changing Your Conversion Rate
An increase in conversion rate from one percent to just two percent 

allows the business to generate the same sales from half the visits. This 
illustrates the peculiar math of conversion. 

Because the conversion rate is a fraction, there are two ways you can 
increase it:

1. Get more visitors to take action, or
2. Reduce the number of visitors to the site.

Your eyebrows should have gone up a bit with that last one, “Reduce 
the number of visitors.” The catch here is that, if you reduce the traffic 
to your site, you cannot let the number of people taking action fall.

Let’s think this through.

To increase your conversion rate by reducing your traffic, you must 
bring better qualified visitors—those who are ready to take action. If 
you advertise in the wrong places, you will generate lots of visitors to 
your site who aren’t really interested in what you offer. However, 
well-targeted advertising may bring fewer visitors, but entice those who 
are much more interested in taking action.

To restate this, there are two ways to increase your conversion rate:

•	 Get	more	visitors	to	take	action,	or
•	 Bring	in	fewer	unqualified	visitors.

Figure 1.2:  
Two ways to increase 
your conversion rate.
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Which strategy is more important? To get the high conversion rates 
you want, you must master both. It doesn’t matter how well-qualified 
your traffic is if you’re chasing them away with poor conversion 
strategies and bad execution. People are coming to your site already. 
Let’s figure out how to delight these visitors, and then we’ll open the 
spigot of well-qualified traffic.

Making the Science Work for Your Business
While you may not have used the term “conversion,” you’ve certainly 

wanted web visitors to become buyers. Therefore, your site most likely:

•	 Is	pleasing	to	the	eye
•	 Covers	the	most	important	points	about	your	products	or	services
•	 Features	an	attractive	logo	and	an	enticing	tagline	for	your	business
•	 Tells	people	how	to	reach	you.

Madison Avenue has taught us that this should be enough. They’ve 
lead us to believe that, if we are clever with a turn of phrase, look 
unique or innovative, and create an emotional experience, that we will 
be successful in turning strangers into customers. While there is some 
evidence that this approach works with TV commercials, billboards, 
and magazine ads, it has proven to be insufficient on the web.

Most of the businesses I’ve worked with have come to me with 
conversion rates below two percent (and an alarming number have been 
below one percent). These businesses are investing hard-earned money 
to get visitors to come to their websites, primarily through advertising 
and search engine marketing. All of this money and effort is being spent 
so that less than two out of every 100 visitors take action. Yikes.

Small Increases in Conversion Deliver Big Increases for Your Business
What if you put one of the recommendations in this book to work on 

your site and made a change that would get just one more person out of 
every 100 to buy from you? So instead of getting two out of every 100, 
you got three to convert? It doesn’t sound like a big deal, does it?

But by increasing your conversion rate from two to three out of 100, 
your sales would grow by about 50 percent. Moving your conversion 
rate from two percent to three percent delivers 150 percent of revenue. 
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This is the magical mathematics of conversion. Small increases in 
conversion rates result in big increases for your business. 

Now consider the businesses that are committed to optimizing their 
websites for conversion. These businesses convert 10 percent, 20 
percent, or more of their visitors into customers. What impact would it 
have on your bottom line if your website had a conversion rate of 10 
percent or more? 

I can tell you this: it would place you at the forefront of your 
industry. It would create a marketing asset so powerful that 
competitors would have difficulty keeping up. It would increase your 
profit, decrease your marketing costs, and give you the freedom to 
delight your customers in ways that most businesses only dream of.

If your site is not converting well, it is because you have ignored the 
science of online marketing. There are formulas that govern online 
marketing—formulas that produce measurable results and have been 
proven on website after website. You do not need to reinvent these 
formulas. 

The Incredible Measurable Web
The reason that the scientific method is so powerful in online 

marketing is that your website is controlled by a computer, and 
computers are very good at keeping track of things. The computer 
knows how many people are coming to your website. It knows which 
pages visitors are looking at. It knows when people leave and when they 
take action. Through your computer, you can get vital information on 
your visitors every day. 

With this information, you can determine if a change increased or 
decreased your conversion rate. From there the approach is simple: 
Keep the things that work and throw away those that don’t. After a 
period of trying new things and keeping the changes that work, your 
business should enjoy higher conversion rates and lower marketing 
costs, both of which will translate into more success and more growth.

Market Research is a Collection of Hypotheses, Not Answers
Whatever you believe about the people coming to your site is 
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probably wrong. Even if you have done extensive surveying, focus 
groups, and interviews, you most likely don’t have an accurate picture 
of your web visitors. Here’s why:

•	 When	people	come	to	your	website,	they	are	coming	for	completely	
different reasons than if they were walking into a store. Unless you 
understand their intentions, you are working with the wrong 
answers.

•	 People	can’t	tell	you	the	truth	about	their	actions.	In	his	book	
Consumer.ology, Philip Graves calls market research a “myth.” It 
turns out that people don’t really know why they do the things they 
do. In fact, they will often do the opposite of what they claim.
So, if you can’t use your research, what should you do?

Treat the research as hypotheses, not answers.
A hypothesis is an educated guess and part of the scientific method. It 

is not simply called a “guess,” because the word “hypothesis” implies a 
“tentative insight,” and “a concept that is not yet verified.”

In other words, a guess is a shot in the dark. A hypothesis, on the 
other hand, can be tested to see if it is true. 

I’ll show you how to set up a digital conversion lab that will put an end 
to your guessing, letting you test hypotheses right on your own website.

This is how you dominate your industry. You come up with a set of 
assumptions about what will make visitors buy more on your site and 
then test your assumptions. Your hypotheses may be very similar to 
your competitors’ guesses. However, you are going to find out which 
are really true and which are not.

Your competitors may be reading this book, too. Whoever learns the 
fastest wins.

Look at Every Change as an Experiment
If your intention is to steadily increase the effectiveness of your 

website, you’re going to have to look at things a bit differently. You’ll 
have to view every change to your site—no matter how small—as an 
experiment. Each change must have a hypothesis and a way to measure 
results.
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Consider the next change you are going to make. It could be posting 
a new article, adding some new products, or adding keywords to your 
copy for search engine optimization (SEO). It doesn’t matter what the 
change is. There are two key questions to ask to implement the 
scientific method:

1. “What do I think will change when I implement this?” This is   
your hypothesis.

2. “How will I measure that change?”

Your answers should be as specific as possible. Do you expect to get 
more traffic? Do you expect more people to convert on your site? How 
will you measure traffic and conversions? 

By the time you’re finished reading this book, you’ll know exactly 
what questions to ask your web development team to ensure that 
they’re keeping conversion science in mind as they plan changes.

In the next chapter, you’ll learn how you and your team can measure 
and prove—or disprove—your hypotheses.
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