
Beth: Hello and welcome to Driving Participation. This is Beth Brodovsky, and I am here today 

with Brian Massey. Brian is the Founder of Conversion Sciences and they work with nonprofits 

and mostly in the higher education world. He’s also the author of “Your Customer Creation 

Equation.” Brian is a specialist in online conversion and I brought him here today so he could 

talk a little bit about web and email and how you can get the people who have been attracted 

to your organization to take the action that you want them to take. Thank you so much, Brian, 

for joining me today.

Brian: I am very glad to be here. Yes, that’s what it’s all about. Getting them to take the action 

that moves the business forward.

Beth: Exactly. I think that’s such a great topic especially because you do this both for profit 

and nonprofit organizations like colleges and universities. To be able to bring some of the 

work and the information that’s happening in both of those realms into ways that all kinds 

of organizations so get some of the biggest principles out that can help people move their 

organizations forward and really make sure that they’re capturing all of the traffic and getting 

people to do whatever you’re asking them to do, volunteer, sign up for a ticket, become a 

student, get that clarity around what you want them to do and you can give them some tips to 

doing a better job at meeting their goals.

Brian: I think it was Brian Tracy who was a sales consultant and speaker and he really 

galvanized it for me. He said that the greatest gift of sales is to bring someone to choice and 

quite frankly, in a transactional or business oriented website, that is exactly the gift you’re 

giving them. If they believe in what you’re talking about and they just have some questions to 

be answered that your website can answer, it’s a crime not to give them away to participate. 

If you think of it as not convincing them, but enforcing, reinforcing and allowing them to be a 

part of whatever it is you’re trying to accomplish online, I think you’ll take a different view of 

your website and your pages.
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Beth: I love it. It’s such a great way to put it. That it’s giving them an opportunity to 

participate and that the recognition that the goal of any piece of media that an organization 

creates is the dual role of attracting people, getting people to understand what you stand for, 

why you exist, but if you stop there, it’s a lot of money invested in a piece of media that isn’t 

helping you to sustain yourself as an organization.

Brian: Yes, absolutely.

Beth: Why don’t you start by telling everyone a little bit about how you wandered into the 

work that you do?

Brian: Well, it was kind of inevitable. I’m a computer scientist by training so programming 

languages and all sorts of things. When I left college though, I was a computer programmer 

that had some social skills as it turns out, and I was drawn to these IBM sales guys with their 

white shirts and red ties and blue jackets swaggering into the plant, and you knew they were 

there, so I said I was going to go into sales. I went into technical sales for 4-5 years selling 

semiconductors, microchips. 

Beth: That sounds painful.

Brian: No, it was pretty interesting, but I rose through the ranks into the distribution channel, 

which is all about price and delivery, and I’m a technical guy so I did not excel in that. I 

wanted to get back into software. I wanted to get back to Austin, Texas, which I fell in love 

with and so I came back. I worked for a startup company and then started my own company. 

We, for seven years in the 90s, did web development, had Google Maps working in 98 across 

dial-up. I was pretty proud of that. The Dot Com bust took out one of our largest customers, 

and we decided to go ahead and close the practice and I spent the early part of the century 

working on technology companies and building their back-ends. I built my own analytics 

package so that I could measure what was going on and what was working on these websites. 

Then in 2007 I said “This is not working. I love to build these things, but I don’t want to sit 

there and put quarters in the machines, so what do I do? I’m a computer programmer, sales 

guy, corporate marketer, entrepreneur. What am I going to do?” When you put those things 

together, there’s nothing else you can be other than a conversion scientist. In late 2007 I 

started Conversion Sciences and we’ve grown ever since and are having a fantastic time 



as awesome new tools come available that are inexpensive and people start to realize how 

important this set of practice is. Conversion or website optimization is. 

Beth: That’s a perfect lead in to the next question, which is how is participation important in 

the work that you do? How do you guys define it and what really matters in your world and in 

your work?

Brian: When you say participation, say more about that for me.

Beth: That’s exactly why I asked that question because when I say that word, what does 

it mean to you? I really find that it does mean something different to everyone. For some 

people it means people showing up at ticketed events. For some people it means students 

getting admitted to their schools. For some people it means professionals that are joining 

their association. For some people it means donors. For some people it means the amount 

of clicks going through the website and taking and action. In the work that you do with your 

clients, what type of participation, what type of action are they looking for? What engagement 

are they wanting?

Brian: We model those sorts of things around this. Someone participating means that they are 

showing up to collect what they were promised. If I am going to show up at an event that is 

designed to generate funds for a charity, I am showing up to collect what I was promised and 

that is number one, I could participate at something I believe in, number two I will be around 

people who are of like mind and friends, number three I’m going to do something that’s 

going to generate a story that I can then tell somebody else. I ran a 5K or I did a mud buddy 

run or a bike run or there’s a lot of fitness events out there. I went to an art auction. Those 

are the things that along the way I was promised up to the point that I bought the ticket and 

participation is buying the ticket in anticipation of getting what I was promised. In the sense 

of something like donating, people don’t really donate because they’re goodhearted. They’re 

generous. There’s something that they’re getting from donating and it’s an association with 

that cause. It reinforces their self-image. It’s again a story that they can share with others 

that helps so they have something to help continue to reinforce their self image. It’s for tax 

write offs. Quite honestly that’s quite frequent. Understanding what those are, promising that 

they’re going to get those things and then allowing them to come to an online experience 



that delivers on that promise is really what we call participation. Keeping your promises and 

delivering the goods.

Beth: How does conversion and the work that you do help people keep their promises?

Brian: That’s exactly what conversion is about. It’s a fancy word for understanding our visitors 

and what we’re really dealing with is data. Anybody who is online should realize that we are 

in a golden age of data collection and that may sound “Yawn,  data collection.” I need to go 

write some creative headlines and things like that so I can get donations. Before if we wanted 

to know if a headline or a specific offer or one of these other promises that I’ve talked about 

is going to bring people into the organization, bring them in and allowing them to participate, 

if we want to know if one or other of those is going to win, we’d have to get a whole bunch of 

people together in a room and do a focus group. We might be able to send some direct mail 

out and test different headlines or different offers. That’s very expensive obviously because it 

is a print and mail medium. The web has allowed us to reduce the cost of collecting that data 

so we can now use email and search to start experimenting and saying which of these offers, 

which of these headlines, which of these creative directions is actually going to increase the 

number of donations that we’re getting into our organization or increased participation in 

our events or to increase the number. In our case we were with colleges and the number 

of students that were making inquiries and the number of students that are beginning and 

ending applications. It’s much less expensive to send an email than to send direct mail. What 

we do is we work with tools that allow us to do specific studies so we can ask specifically on 

this landing page where people are coming from an ad that promises them this thing. What 

can we change on this landing page? The headline, the text that’s on the button, the way the 

copy is laid out or the image that we use. We can test those specifically and do a little study 

very inexpensively of which of these things work and we’re not just testing people who say 

that they’re interested. We’re actually testing how many people reach in their wallets and pay 

with their money. The tools are relatively inexpensive, certainly less expensive than anything 

we’ve had before and all it takes is a guy in a lab coat to guide the development of these 

tests and you can very quickly start to find out which small changes on your pages can deliver 

big increases in donations, big increases in ticket sales, big increases in inquiries in admissions 

requests. That’s really what we’re dong. Reducing the cost of knowing the truth, knowing how 

to please our audience.



Beth: Now we’ve talked about landing pages on the show before, but in case people haven’t 

listened to episodes where we happened to talk about it, can you talk a little bit about what 

makes a landing page a landing page and what it’s purpose is?

Brian: Absolutely. Great question. A landing page really only has two jobs. A home page to 

contrast, its job is to get the visitor on the right path into the site. The home page is a help 

me choose. I just wrote an article that compares the home page to multiple choice questions. 

That’s really what it is. I have a particular need that the home page should get me to the right 

part of the site that’s going to get me a path to satisfying that need. In contrast, the landing 

page isn’t designed for that. The landing page is responding to a specific ad, to a specific link 

in an email, to a specific social media share. The first job of the landing page is to keep the 

promise that was made in the ad or the group of ads that sent the traffic there and the second 

job of the landing page is to get the visitor to take some action that moves the relationship 

forward, starts the relationship or moves it forward. This can be anything from providing me 

some contact information in exchange for a fantastic piece of content and then I’ll continue 

the conversation via email or social media as the case may be. By the way, emails can be 

much more effective than social media even today.

Beth: Absolutely, and I so agree. I love how you explain that. I never really heard anybody 

explain a landing page exactly that same way. It sounds like what you’re saying is that a home 

page to be effective to what a home page should be, it should be assumed that that may be 

the first place that somebody is learning about you and your offering what you want them to 

do and then it’s your job to be clear about the things that they can do and then quickly direct 

them onto that thing versus a landing page which has to take the assumption that they have 

seen something else somewhere else and have already made the choice to take action and go 

forward and learn about the thing that they asked about.

Brian: Yes.

Beth: I think that’s a great way to look at it and define those two different things, especially, 

as you say, “deliver on the promise” that if you have an ad that somebody clicked on or a 

copy block in an email or anything else that somebody says “Yes, I want to do more,” that 

when they get to that landing page, it should be an answering of exactly what they said they 



wanted. One of the things I see all the time is getting people to focus on the one thing is 

very, very difficult. If you could talk a little bit about the value of pushing people through that 

funnel and why that’s not a bad thing to take somebody to a place where there’s only one 

thing that they can do and how that actually plays out in the data with the results.

Brian: Our funnel is generally constructed pretty straightforwardly and similar. We may, let 

me take higher education for example. We’re working with a number of younger individuals, 

typically at the undergraduate level. They’re going to be in high school and we’re interested 

in kids that have high GPAs and have done well in school. We want the best kids that we 

can get. They are more on social media and less on email. We might find ourselves building 

awareness around social media. Right now Facebook ad traffic is relatively inexpensive. It’s 

also very fickle. We make a promise, an ad from criminology, and we’re going to say “Did 

you know that we have an amazing criminology degree and scholarships are available.” 

That would be kind of a typical ad that you would put in social media. You’d also find that 

thing in search. You come to the home page you’re going to see a page that typically has 

banners about the school. Our school and where we are and our accreditation and all of our 

offerings. It’s a broken promise. We should instead bring them to a page that says “the school 

criminology - we have these awards. We have these great professors and some percentage 

of our students come with scholarships,” so you’re addressing some of the first “I need to 

consider this because this could be less expensive than my other alternatives” and you’ve got 

to give them some way of taking action. The landing page says “If you would like a detailed 

book about our criminology or if you would like something that overviews the application 

process or would you like a list of famous people who have been through our criminology, 

whatever.” There’s a number of different content options you can offer there. You’ve brought 

them in from social media, but you’re very quickly adding them to a mailing list because as I 

said, email is very efficient. You’re not going to be offering them opportunities to share this 

landing page or go back to social media. You want them on a mailing list. Then you can begin 

to build a relationship with them. Social media is still going to be a part of it and through re-

targeting they’re going to continue to see messages about your school as they’re sharing on 

social media, but they will engage in email and in direct mail if you’re asking for their mailing 

address. It’s in the email that you might be trying to get their mailing address with books and 

things that can only be delivered through mail and you’re building the relationship and always 

asking them “Would you like to start an application?” or “Would you like to find out if you’re 



qualified for any of our scholarships?” and getting more information from them and building 

that relationship right down to the bottom where you’ve got the top ten ways to ensure that 

your application to our school is topnotch and increase your likelihood of being accepted. 

That’s going to be really valuable for people who are ready to start that process and that’s 

how you get them through this funnel. I hope that’s helpful, but typically it’s social media, 

email, email and direct mail and then knowing when to make those offers for people who are 

ready to take action or entice them to take action. 

Beth: I love that process that you just explained. It might be social media or some vehicle to 

get them in, and one of the key things that I think you talked about is that sometimes you’re 

looking for their email so really understanding the conversion that you’re actually looking for. 

There may be a final conversion of making that person a student or getting them to come for 

their health procedure at your hospital or having them become a donor, that that’s the end 

thing, but you can’t always marry someone on the first date. Sometimes there’s a process that 

you have to have an intermediate conversion that you’re looking for, but you still need clarity 

around that ask and what you’re looking for there. You talked a little bit about ways that you 

can people onto an email list, that if you’re bringing somebody to a page, people are more 

protective of their emails. What are you seeing that’s working right now as far as getting 

people to actually give up that email address, a legitimate email address as far as what 

information products that you’re offering and just that whole process of the best practices 

around getting an email?

Brian: Good question. In the ecommerce world when we’re asking people to buy something, 

in general if we find that price is an issue, in other words, people say that they’re not buying 

because it’s too expensive, it’s not about the price that’s the issue. It’s that we haven’t done 

a good job of building value. The same goes for a landing page in a particular offering and 

in that funnel I was talking about social to email to email outreach, direct mail outreach to 

getting them to take action, every one of those steps is going, every one of those different 

offers has a different landing page that is really focused on that. The landing page has to 

keep the promise, but then it has to build the value so if you’re saying “We’re going to send 

you our course catalog,” most students, the best students are getting 16 or 17 or 18 of these 

in the mail already. It’s like “Do I want another course catalog? I haven’t really cracked the 



others.” You really want to continue the conversation with them through direct mail as well 

so you’ve got to build the value of this catalog. If people are reluctant to give you their email 

address, it generally means that you haven’t done a good job of building value and many 

landing pages that we optimize, we see when we first approach them it’s promising some 

piece of information. Get an inquiry and get our course catalog and get the information 

about the college and then it goes on to talk about how wonderful the college is and when 

the college is helpful and all these accreditations and when really what you need to do is say 

“Here’s what you’re going to get with the course catalog. First of all, it’s complete. It’s going 

to have complete course descriptions. It’s got a worksheet in it that allows you to put together 

a sample schedule. It’s got interviews with our top professors,” so you’re selling your offer, 

not your school because we’re early on. All we want them to do is take advantage of this 

offer. Your landing pages should build value about if you give me your email address or your 

mailing address, here’s the wonderful valuable thing you’re going to get in response. That 

will get more people doing that and the beautiful thing is it’s very easy to know if a page is 

performing or not performing. You can look at the bounce rates on landing pages and it will 

give you a very good idea of if you’re building enough value or if you need to get in and work 

harder on those and get the bounce rates down lower.

Beth: Is there a number that people are actually shooting for?

Brian: No, it’s different for everybody. If your bounce rates on a landing page are significantly 

above 50 percent, many landing pages have bounce rates of 90 percent. These are pages 

that don’t keep the promise right out of the shoot, but if it’s around 50 percent, we think 

you’re dong pretty well and if it’s below that you’re doing very well. Obviously the conversion 

rate, how many people complete the form versus the number of visitors, which is your core 

conversion rate from a lead generation standpoint. That’s going to be the ultimate measure, 

but you can diagnose a little conversion rate by looking at things like bounce rate. There’s 

also inexpensive tools that will let you see how far people are scrolling on a page.

Beth: Can you share any of them?

Brian: Sure. We prefer one called Crazy Egg believe it or not. CrazyEgg.com



Beth: I’m convinced everyone lets their eight-year-old name their internet company.

Brian: I think so. It’s an adjective and a food or a color and an animal. There’s also a tool 

called Inspectlet that is inexpensive and it will actually record people using the page so you 

can actually see where they’re reading, how far they’re scrolling and what might be stumping 

them. If they fill out only the first two fields and then you ask for something like a mobile 

phone number and you see people are stopping at that field, you start to realize maybe 

we don’t need to ask for mobile phone. We’ll ask for that later or maybe we should just say 

phone number and let them choose what phone number they give us. In a number of fields 

you’ll find it kind of stops like that. Inspectlet, CrazyEgg, any site that doesn’t at least have 

Google Analytics installed is crazy. It’s a fantastic tool and it’s free and the learning curve on it 

is relatively easy to get basic data out of it, but it’s—

Beth: You say that, Brian, but I can tell you, you’re a technical person. For nontechnical 

people, I can tell you that Google Analytics can really be overwhelming. I go in sometimes, 

and I’m like “there’s so much I can do in here. I don’t even know where to look.” Most people 

know that. They know that they’re supposed to have Google Analytics installed on their site. 

The problem is that we don’t go in and look at it because it gives us a headache. Can you 

give me any advice that we can share with the people that are listening. Of course they most 

likely have it installed. If they don’t, get it installed, but if you only had 10 minutes a week to 

go in and take a look at what’s going on in there, what should they be paying attention to?

Brian: Good. Well, here’s what I would say. First of all, put it on and just let it lay there in the 

background because what you’re doing is you’re building what we call a behavioral database. 

Let’s say it takes you a year or two years to finally say “Basically I can’t find a job in online 

marketing without these skills, so I’m going to learn Google Analytics,” and actually it will 

not take you two years to be outdated if you don’t have these skills in this marketplace. You 

sit down and you say “I’m going to install Google Analytics and start collecting data.” Now 

you get to wait for the data to build up where if you had put it on and let it sit, you have two 

years of data to go back and start asking questions and you can ask questions like “Do my 

donations go up at Christmas? Do we have more inquiries right before admission deadlines?” 

and go back and start asking these questions inside the database as you become familiar 



with those tools. You don’t want to have to start over when you finally get circumstances 

to force you to get up to speed on these tools. Understandingly, it’s probably going to be 

your competition that forces you to get up to speed. It’s very, very difficult right now and 

very competitive in the higher ed market so that’s why I think these schools are coming to us 

because they realize that they’re not going to succeed if they can’t compete online. I would 

say do that. Go ahead and put it on and in terms of if you have ten minutes a week, I would 

spend that ten minutes a week on a time management class that creates an hour a week and 

then spend that hour a week getting up to speed on analytics, poking around or watching—

there’s plenty of free videos and blog posts. I read a column that talks a lot about Google 

Analytics and so you start to get comfortable with it because you’re spending a lot of money 

that you shouldn’t be spending—and it’s right there on Google Analytics. It will show we 

need to stop spending money on this ad because it’s generating a lot of clicks, but it’s not 

generating any participations.

Beth: Can you talk a little bit about Google? A lot of nonprofits don’t spend money on 

advertising, but there are all types of different organizations that are listeners.  If you’re not 

spending money on Google advertising or even Facebook advertising, what can you get out 

of Google Analytics and out of just the whole paying attention to conversion?

Brian: Well let’s talk about a few things. How many of your visitors are coming on mobile? Do 

you need to invest in a mobile site? That you can find out from Google Analytics.

Beth: I think that really surprises people. People don’t know that you can actually check that 

and it’s a huge point to be able to pay attention to that and realizing that you don’t yet have a 

mobile site. When is the point where this becomes an actual problem for your organization?

Brian: Exactly, and then this is all collected by default. You don’t need to do anything special 

to know these things. Of the people coming in on mobile, how many of them have a tablet, 

which is the larger screen versus a phone, which is a small screen? You’re going to make 

different decisions about how you design your pages and website. Social media: how are we 

doing on social media? How many visitors, what percentage of our visitors are coming from 

social media and how many of them are finding their way to our thank you pages? This takes a 



little bit more sophisticated work with Google Analytics, but when you know that, if you’ve got 

someone on staff that is spending 20 hours a week on social media, you may find that “Maybe 

I should redirect that person over and have them work on some paid ads,” because social 

media is a great branding channel, but it is not generating participation, donations, ticket 

sales, etc. How many of our people are new versus returning? I may find that in social media I 

get a lot of new visitors so I want to keep that channel going. Is our monthly newsletter doing 

anything for us? How many visitors are we getting from the monthly newsletter? That’s already 

built in, and Google Analytics is monitoring that for you. You can actually go in and do some 

things to make it more obvious, but at a basic level if you’ve got it installed, you can go back 

a year or two years and ask these questions. If you’re not curious about your visitors, then you 

are not going to succeed in marketing and if you’re curious about your visitors, then you’re 

analytics should just be calling you because you’re going to find things about them and be 

able to ask questions about them in just a few sittings that will fever your mind with new ideas 

about how to go to market and how to give them what they want.

Beth: I think those are such great tips and even the potential questions that can be answered 

by looking at the data is so helpful to see. I think a lot of people are going to be surprised 

that “I can get that answer through data,” because people when you survey them or do 

interviews with them or focus groups or a lot of the things that we do, people tell the truth 

as they believe it, but that doesn’t always play out in the action that they take. The thing that 

really proves what people are going to do is what they’re actually doing.

Brian: Yes. Actually I’ll go one better for you. If you ask somebody what they want, they will 

lie to you. They will lie to you. They don’t realize that they’re lying and if you ask them why 

they did something, they will make up a story that is not the truth. Our brains are very good at 

rationalizing everything we do. The best data and it’s very inexpensive to collect now, the best 

data is how they behave when they’re trying to solve a problem or trying to keep a promise 

that you’ve made.

Beth: That is really helpful. Can you talk a little bit about how design plays into conversion as 

far as placement and testing of different things?



Brian: The thing that we find is many people come to us and say “We’re redesigning our site, 

and we want you to help us,” and when we start drilling down and ask “Why are you really 

redesigning your site?” it’s usually because it needs a refresh, it’s dated, it’s old. These are not 

good reasons to redesign. Design is important so in a situation, design has two jobs. Number 

one it needs to communicate that you are legitimate so your design needs to not be fancy, it 

needs not to be pretty. It needs to be expected. If I’m going to a bank website, I expect bold 

blues and whites and relatively conservative pictures. If I am going to a site that is a consumer 

site, I expect to see lots of pictures of the product, like an ecommerce site, lots of pictures 

of the products. I expect to see certain categories and in general I want those pictures and 

words to pop so you’re going to find a light colored background with dark text and that’s 

absolutely fine. Your design needs to communicate what’s expected and the navigation needs 

to be what’s expected and there are certain conventions that we find at the top. Mitigation, 

the logo in the upper left corner, clicking on that takes me home always so I can start over. 

The second thing design needs to do is get the visitors’ eyes to the things that are important 

so on a landing page, the design is more of a draftsman. I’m just going to put these elements 

in place. Number one they see the headline and that keeps the promise that was made in 

the ad. Number two they see that there is a bright button with the call to action on it that 

promises them something related to the headline. I know number one, I’m in the right place, 

and number two, I’m being asked to do something and it draws their eye through the copy 

with proof points, trust builders and it’s designed to be scanable. That’s really what design 

does. Beyond that, what we’re testing, we actually see the biggest wins in how we word 

headlines, how we word sub-headlines, how we word the text that’s on those buttons that 

are one of the first things that you see, how we word the text that’s at the top of a form that 

I want you to fill out and then the words around how we build value to take that action. Then 

images, from a design standpoint, many designers will come in and tell you to put a rotating 

header where you’ve got the big hero shot at the top and every few seconds it changes. 

That’s because you don’t know what your primary value proposition is, but the motion and the 

time it takes to load all of those images are going to decrease your conversion rate on these 

pages. Tell your designers we want something that is expected. We want something that 

matches our brand and we want you to guide the visitors to these important calls of action to 

get them to take an action. That’s the role of design. The rest, if you’ve got that in place, you 

don’t need to change any of that. Start talking about how you’re communicating the valued 



proposition. What proof of point are you using? What trust builders are you using? What 

language are you using to get the visitor to take action?

Beth: As many listeners know, I am a designer by training, and you will all be shocked to know 

that I do not disagree with anything that Brian just said. Because I am a designer, people 

always think that I’m going to argue with everyone, but truly people need to understand that 

graphic design as a profession is not about decorating a surface. It’s got a functional purpose. 

It’s about solving a problem. That’s why it’s a commercial design or a communication design. 

There are plenty of other roles for people who just want to make things pretty, and it’s hard 

because design schools don’t always train based on consumer action. It can be very difficult a 

lot of times when you’re working with a designer and you might find that you feel like you’re 

fighting with them, but a good designer should be in agreement with the goals of the reason 

this is getting done, that they’re getting paid to create a conversion, to create an outcome 

and to help like Brian said, help guide a viewer to take action that you want them to take. 

What you just said about that, we call it qualifying. You need to make sure you’re on the same 

shelf with all the other people like you and it’s so easy for many designers to say “It’s our job 

to make you look different.” Your overall brand and your messaging and what makes you 

different and unique should be a combination of what you say, what you show and what you 

experience. That being said, you need to deliver the expected experience that people are 

trying to do. You don’t want to design roadblocks in the way of having them find the thing 

that they want. You need to make that button big and clear and obvious and at the top. When 

they want to go home, you need to put the logo where they expect to do it because what 

I always say about like if you’re driving a car, maybe you’re driving a car that you rented or 

you borrowed. It drives me nuts that the horn on a car is not a standardized thing, especially 

because people typically hit a horn on a car when they’re in a crisis situation. I drove a car, 

I’m old so I remember driving a Renault, a French car back when I was a teenager and the 

horn was on the stalk for the blinkers, and I was a teenager so sometimes I drove my mom’s 

car. Sometimes I drove my dad’s car. Sometimes I drove the most wonderful car in the world, 

a 1978 Chevy Chevette that you could reach the entire car from the front seat. I remember 

always thinking that you rotate around different cars, and then if you’re in a crisis situation and 

you go to hit the horn and it’s not where you expect, it causes danger. 



Brian: I can see you sitting there banging on the steering wheel!

Beth: I have and it’s a design. That is actually a design as well. That’s industrial design, but 

putting things where people expect them so that they don’t have to work hard to do what you 

want them to do is a really valuable thing that a designer can contribute to if they’re working 

with you and with your process.

Brian: Anybody who is listening, designers are hard to find. They will put aside their ego. 

Beth, you can be hired to do this work because you’re the kind of designer I’m looking to 

work with, that understands that you’re using your knowledge of font and font color and size 

and white space and negative space and imaging and all of the stuff that I can’t grasp to make 

the pages better. Outstanding.

Beth: Thank you. I think the thing that’s important is that we don’t have to fight each other. 

You know you can’t do it, but sometimes people that are on the programming side of things 

talk about how the design doesn’t matter. “It just needs to go here,” and they’re wrong. 

Designers that think it really, really matters that certain nuances or things that don’t drive 

conversion, they can also be wrong. Both sides of creating this engagement process need 

to be working together for the benefit of the user, and if we’re thinking that way, then you’re 

going to end up with a better outcome and not wanting to strangle everyone in the process 

while you’re going through it.

Brian: Amen, amen.

Beth: Brian I know we need to wrap up now. I want to make sure that you can maybe direct 

people to other places that they could learn from. If somebody wanted to know more about 

this, is there a resource or something that you could send them to that you think would rally 

help them move forward in learning about these ideas?

Brian: Well we actually this month published a report on the higher education space and what 

we did is we kind of pulled it from a database that would tell us what kind of tools people 

have installed on their websites so we can actually see if somebody has Google Analytics 

installed, we can see if someone has Crazy Egg, which I mentioned, if someone has one of 



the split testing tools, the tool that we use and which are relatively inexpensive are visual 

optimizer and I went in and looked to see if there was any session recording software, like 

Inspectlet that I spoke about, if there was any speed improving software, that shrunk down 

images like that and I put it all into a report so you can see what your competition is doing, 

how many people have these tools installed and are probably optimizing their site. The reason 

this is important to you is because as more people put these tools on and start using them, 

their cost of acquisition is going to go down and so essentially all of their marketing becomes 

less expensive and that means they get to spend more against you and they are going to be 

getting the students that you’re not getting because they have higher conversion rates, which 

means lower acquisition costs, which means the can spend more on advertising. I think you 

should go in and take a look at schools and I grouped them into three groups: schools that 

are spending a whole lot on paid advertising and schools that are spending just a little bit and 

you’ll get an idea of where you sit, which of these tools you should really consider investing 

in. The other thing is if you are going to go out and build some landing pages, which I 

strongly recommend, I have a landing page checklist, which I’m happy to share with you and I 

think the show notes will have the locations of these.

Beth: Yes, we’ll direct link them in the show notes so please check there.

Brian: You can also find them on our blog, which is ConversionScientist.com.

Beth: That’s perfect. If someone wanted to start and just jump into this world, is there one 

thing that you think people should do first to begin this journey?

Brian: For me, the book was Brian and Jeffrey Eisenberg’s “Waiting For Your Cat to Bark.” 

“Waiting For Your Cat to Bark” is the title and it really takes you through the process of 

understanding how you’re creating journeys, keeping the promise they call providing scent. 

It provides some great models about how you can segment your visitors based on the way 

that they like to receive information and start to think about “Are we getting the relationship-

oriented people or people who want all the facts or people who are just looking for an excuse 

to participate?” and how you might market to those guys individually. The Eisenberg brothers 

really did invent this practice called conversion optimization and so “Waiting For Your Cat 



to Bark” was for me just a huge, it’s really what I built the practice on back when I started 

Conversion Science.

Beth: Clearly they know how to write a title.

Brian: Clearly they do. 

Beth: I will make sure that I have a link to that book on the show notes page. Brian, how can 

people get in touch with you if they wanted to learn more?

Brian: Happy for them to send me an email at BMassey@ConversionSciences.com and if you 

want to start understanding, we talked about everything we’re learning through this process 

so I again invite you to visit the blog at ConversionScientist.com

Beth: Fabulous. Brian, this was so great. Thank you so much for sharing your expertise with 

both me and with the nonprofit community. I really appreciate it.

Brian: It has been a lot of fun, and I hope to hear from some of your audience.

Beth: Absolutely.








