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D. Purves and R. Beau Lotto. (2010) “Why We See What We Do Redux: 
A Wholly Empirical Theory of Vision.”
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Reality is not directly 
or fully apprehended; 
it is approximated in 
a perception process.

PART ONE:
Observations

PART THREE:
Applications

PART TWO:
Implications
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476 Billion 
Lego Bricks 
Made From 
1958-2013
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1,568
Roughly half the 
world’s skyscrapers

If there were 
10 Trillion 
Lego bricks…

If there were 
10 trillion
Lego bricks…



SOMATOTOPICALLY 
ORGANIZED.

#Sherpa17



MAGNETITE-BASED 
MAGNETORECEPTORS.
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INFARED 
SENSING 
PIT ORGANS.
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Reality is not directly 
or fully apprehended; 
it is approximated in 
a perception process.

Value is derived from a 
limited view of reality, 
and thus it is often 
appraised differently. 

PART ONE:
Observations

PART THREE:
Applications

PART TWO:
Implications
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#Sherpa17Source: https://www.youtube.com/watch?v=laty3vXKRek

Andrus, J. “Nut Box Illusion”
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BEER 
BOTTLE?
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B eetles  Die During S ex 
with B eer B ottles

Hoffman - “we do not 
see reality as it is, we 
are shaped with tricks 
and hacks that keep 
us alive.”LIFE AND 
DEATH
VALUE…
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Rating of the Statement: “The scientific reasoning in the article made sense”

Brain Image
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Reality is not directly 
or fully apprehended; 
it is approximated in 
a perception process.

If we just presume value, 
the prospect may 
undervalue our offering.

Value is derived from a 
limited view of reality, 
and thus it is often 
appraised differently. 

PART ONE:
Observations

PART THREE:
Applications

PART TWO:
Implications
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Reality is not directly 
or fully apprehended; 
it is approximated in 
a perception process.

If we just presume value, 
the prospect may 
undervalue our offering.

Value is derived from a 
limited view of reality, 
and thus it is often 
appraised differently. 

PART ONE:
Observations

PART THREE:
Applications

PART TWO:
Implications

To win a customer, we must 
carefully guide the 
prospect’s perception 
process.
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Background: A tax preparation that also offers payroll and business 
consulting services

Goal: To improve landing page conversion rate

Primary research question: Which treatment will produce the highest 
conversion rate?

Approach: A/B single-factorial split test

Test Protocol: TP1457
Experiment ID: Protected
Location: MECLABS Research Library
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Background: A large energy company seeking to increase whitepaper 
download leads

Goal: To increase the number of leads

Primary research question: Which treatment will generate the most 
whitepaper downloads? 

Approach: A/B multifactor split test

Test Protocol Number: TP1576
Experiment ID: Protected
Location: MECLABS Research Library
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Background: A B2B company offering business VoIP telephone services 

Goal: To increase the amount of quote requests

Primary research question: Which quote process will generate more 
total leads?

Approach: A/B multifactor split test

Test Protocol: TP1594
Experiment ID: Protected
Location: MECLABS Research Library
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Reality is not directly 
or fully apprehended; 
it is approximated in 
a perception process.

If we just presume value, 
the prospect may 
undervalue our offering.

Value is derived from a 
limited view of reality, 
and thus it is often 
appraised differently. 

PART ONE:
Observations

PART THREE:
Applications

PART TWO:
Implications

Stop making claims of 
value and start fostering 
conclusions of value.

To win a customer, we must 
carefully guide the 
prospect’s perception 
process.
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Background: A single-product company that sells high quality, all-natural, 
powdered health drinks

Goal:  To provide clarity of value in an effort to better match prospect 
motivation and increase the CR of the prospects reaching the homepage

Primary Research Question: Which of the following pages will produce 
the highest conversion rate?

Approach: A/B multi-factorial split test

Test Protocol: TP1798
Experiment ID: Protected
Location: MECLABS Research Library
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Treatments Conversion Rate Relative Difference

Control 3.3% -
Treatment 4.4% 33.77%

Relative Increase34%
The treatment generated an overall 34% increase in the conversion rate.
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Background: Large Canadian non-profit membership organization 
offering travel medical insurance to consumers in Alberta 

Goal: To increase total conversions

Primary research question: Which version of the AMA Travel Insurance 
landing page will more effectively match visitor motivation and guide the 
thought process to increase total conversions?

Approach: A/B multi-factorial split test

Test Protocol: TP11386
Experiment ID: Protected
Location: MECLABS Research Library
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Treatments Conversion Rate Relative Difference

Control 2.4% -
Treatment 10.01% 330.1%

Relative Increase330%
The optimized version increased conversion rate by 330%.
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Source: For more, see Reflection #28 
in The Marketer As Philosopher 



Source: For more, see Reflection #17 
in The Marketer As Philosopher 
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1. SIMPLIFY
2. LAYER
3. SEQUENCE

1. SPECIFY
2. QUANTIFY
3. VERIFY
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Reality is not directly 
or fully apprehended; 
it is approximated in 
a perception process.

If we just presume value, 
the prospect may 
undervalue our offering.

Value is derived from a 
limited view of reality, 
and thus it is often 
appraised differently. 

PART ONE:
Observations

PART THREE:
Applications

PART TWO:
Implications

Stop making claims of 
value and start fostering 
conclusions of value.

To win a customer, we must 
carefully guide the 
prospect’s perception 
process.

Stop relying on a brand 
promise and start creating 
a brand expectation.
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Treatments Conversion Rate Relative Difference

Control 1.32% -
Treatment 1.86% 40.33%

Relative Increase40%
The optimized version increased clickthrough rate by 40.33%.
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1. Is your answer an ultimate reason?

2. Does your answer pass the 4-conclusion test?
1. Will the IC conclude, “I want it”?
2. Will the IC conclude, “I can’t get it (exactly like this) anywhere else”?
3. Will the IC conclude, “I (instantly) understand it”?
4. Will the IC conclude, “I (naturally) believe it”?

3. Does your answer connect to the "experience" of your brand?

If I am the ideal customer, why should I buy from
your organization rather than your competitors?
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Average Scores of Subjects’ Preference in the Three Behavioral Tasks

Labeled Pepsi® Labeled Coke®Anonymous
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FALL SEMESTER 
SCHOLARSHIP CONTEST

Drop by the kiosk located directly 
outside the today’s workshop to 
enter for a chance to win a 
scholarship to the fall semester. 
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