


Hi there :)

Thank you for downloading your free sample chapter of my book, Design For Conversions.  
Included here, you’ll find the Table of Contents, the Introduction, and the 3rd chapter of the 
book, which is titled, Why People Buy.

I hope you find some of the ideas in this chapter helpful.  Whether you decide to purchase 
the full book or not, please know that you can contact me anytime with any questions or 
comments.  I answer every email I receive at brian@casjam.com.

Enjoy.

Brian
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Introduction

Does design matter?

The saying heard around some marketing circles is, "If it's ugly as hell, it will probably sell." It's the 
notion that customers really don't care what your site looks like. As long as you offer something of 
value, customers will buy — even if you have a poorly designed website.

That may have been true during the first few decades of doing business online, but today's web 
audience has grown up. They expect a baseline level of quality from the companies they do business 
with. And that bar is being raised higher and faster than ever before.

The design of your startup's marketing site shouldn't be an afterthought. Design is not an optional 
enhancement that makes a mediocre website "look pretty". The design of your startup's website, 
along with the message it delivers, is what makes or breaks your first impression with a new visitor.

Your product's value proposition is everything. Without it, your customers don't have a reason to care. 
But even if your product delivers what I call a "no brainer" value proposition (chapter 3, Why People 
Buy), your marketing site must cut through the noise, connect with your customer, and ensure your 
product's value comes across.

The effectiveness of your marketing site design lies in it's ability to communicate your value 
proposition.  That’s what determines whether or not a visitor will convert to a customer. And that's 
what will determine whether your startup gains the early traction it needs to survive it's first year.

Who is this book for?

I wrote this book for founders, designers, developers, and marketers, who want to leverage design as 
a means to an end: To convert more visitors to paying customers. If you're a bootstrapped startup 
founder like me, and you're seeking to gain early traction for a new product, you'll find the ideas in this 
book especially useful. If you're more established, I expect you'll uncover some new ideas you can 



apply in your website as well. Every company, new and old, gets only one chance to make a first 
impression. Your product's marketing site is that chance. This book is here to help you design one that 
performs.

Designing a marketing site for a product is as much about it's look and feel as it is about it's content. 
It's as much about what's displayed on the screen as it is about what happens inside the minds of 
your visitors. I believe in taking a holistic approach to design, and folding together different sets of 
skills like visual design, copywriting, and user experience to create something that stands apart from 
your competition.

The lines boundaries between different skill sets are blurred more than ever before, and if you're a 
founder of a bootstrapped startup, that couldn't be more true (chapter 2, The Designer-Founder).

Whether you have a background in development, design, marketing, or business, this book connects 
the dots between all of these, helping you make better strategic decisions when it comes to your 
startup's home base — your website.

Customer Experience

In the world of web design, there is a heavy focus on "User Experience". That is, how easy and 
pleasing the experience of using your website is. Are the user's expectations met and are they able to 
accomplish what they came here to do? That's what a User Experience designer works on.

When it comes to designing a marketing website for your product, the same questions of user 
experience apply. But there is another dimension to consider, and that is the Sale. How will you tell the 
story of your product in a way that compels your visitors to buy? How will you craft and deliver that 
message? How will customers make a connection with you and decide to engage in a transaction? 
This is what I call designing the "Customer Experience".

If there's one concept I hope you'll take away from every chapter of this book, it's this: Experience 
your site through the eyes of your customer. Not just any web user, but your customer. Know who they 
are and what they care about. And use this understanding to drive every design decision you make.

Take on this "Customer Experience" mindset and you'll be on your way to designing for conversions.



Why People Buy
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It's the most important question you will ask yourself. And the answer can make or break 
your startup.

Why will people buy your product?

Without a definitive and compelling reason for why your product matters to a paying cus-
tomer, there isn't a product at all. It's just an idea.

Before you begin to design your startup's website, it is of utmost importance that you 
have a deep understanding of why it is your product matters to your customers. You must 
know your customer, who they are, how they operate, and what they value. And you must 
know your product, how it works, and the benefits it provides.

Your Value Proposition
It all comes down to your value proposition. Your value proposition is the reason your prod-
uct is worthwhile to your customer. It's the thing that separates and elevates your product 
when compared against your competitors. Out of all the benefits your product brings, it’s 
the one that seals the deal.

The way I like to think about a value proposition is this: How do we make buying this prod-
uct a "no-brainer" for our ideal customer?

If your product is aimed at businesses, chances are the value proposition is to save them 
time or money or both. The popular invoicing app, FreshBooks, has a clear value proposi-
tion:
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FreshBooks makes invoicing easy and intuitive, while making 
you look professional to your clients.

An easier alternative to creating invoices manually in Microsoft 
Word? That certainly saves any freelancer lots of time. And of 
course, for freelancers, time equals money. When a customer 
compares the cost of using FreshBooks (about $20/month) to 
the number of hours they'll save, which can be allocated to bil-
lable client work, it's a "no-brainer".

The most important thing to understand about your value 
proposition is that what you believe to be your value proposi-

FreshBooks keeps 
the focus on their 
value proposition, 
that using their 
product saves you 
time and money.
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tion and what your customer believes it is should be the same thing. When you truly know 
what your customer cares about most, you're in the perfect position to craft your startup's 
marketing website. The message you put across through your website aligns perfectly 
with what matters most to your customer.

Without a clear value proposition, you'll never achieve the results you're aiming for. It 
doesn't matter how great your startup's website looks, or how many features you've built, 
or how slick the interface is. Without a compelling value proposition, nothing else matters.

Likewise, if your idea of the value proposition differs from your customer's idea of your 
value proposition, you'll also run into trouble.

Suppose you've built a time tracking app for freelancers, and you believe the value propo-
sition to be the fact that it's interface is easier to operate than that of your competitors. 
When you design the website for your product, you choose to highlight the intuitive inter-
face, the buttons, and the workflow. These are the key elements you communicate on your 
homepage and product pages.

But as it turns out, what customers care about most is that your time tracking app inte-
grates with their favorite invoicing app. They don't care as much about the placement of 
the buttons on your interface. As long as they can convert their tracked time to a billing in-
voice to send to their client, that's what really matters to them.

Well, it just so happens that your time tracking app does integrate with the most popular 
invoicing apps on the market. Great!  But this tidbit of information is buried in the support 
documentation for your product, and isn't stated anywhere on your homepage or product 
page. Your customers aren't even aware of your product's biggest selling point!

Once you achieve a strong value proposition and confirm that it aligns with what your cus-
tomers perceive to be your value proposition, you're ready to make all the right high-level 
decisions when it comes to your website design and the message you put across.
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Designing For Your Value Proposition
So how does your value proposition come into play as you approach the design of your 
website? Maybe a better question to ask is how does it not come into play?

Your product's value proposition should be foremost in your mind as you think through 
every design decision you make.

As the designer, you'll make high-level decisions like whether you'll go with a single 
landing-page style marketing page or a multi-page site complete with product tour pages 
and the like.

You'll make decisions in regards to the message you're putting across, through copywrit-
ing, imagery, and the story you'll tell.

Then you'll get into the nitty gritty details, like how to lay out the pricing options, which tes-
timonials to feature where, and the colors and font choices.

Every one of these decisions should be backed up by asking this question:

Will this help to drive home our product's value proposition?

That's your goal when designing your marketing website: To drive home your product's 
value proposition in the most compelling way possible.

In the upcoming chapters of this book, we'll dive deeper into how you can use design tech-
niques, like visual hierarchy, copywriting, and layout to support this objective.

Supporting Factors
So we know that the value proposition is the most important thing that will compel your 
customer to open their wallet and pay money for your product.

But there's always a bit more to it. Let's take a look at some of the other key factors that 
play into a customer's buying decision.
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Are the technical requirements met?
You'll hear me stress repeatedly the importance of focusing on benefits rather than fea-
tures. But that doesn't mean we should obfuscate key features altogether.

Your customers often have a clear idea in their mind what they're looking for in terms of 
features. They need a confirmation that the feature they're looking for is in fact delivered in 
your product.

That doesn't mean you need to list out each and every feature and functionality your prod-
uct has to offer. That would only serve to add bloat and unnecessary complexity, causing 
customers to skim past and miss the point. But you can highlight a couple of the most 
core features that your customer has come to expect from a product in your category.

Let's look at the Freshbooks website again. The first thing you see when you arrive on 
their homepage is a big headline that reads "Say Hello to Cloud Accounting", alongside im-
ages of various mobile devices. They know their customers value mobile compatibility, so 
they're driving that point home right from the get-go.

A bit further down on their homepage, they make mention of a three other key functionali-
ties included in FreshBooks: Time Tracking, Expense Logging, and Invoicing. FreshBooks 
actually does quite a bit more than this like the ability to generate accounting reports, inte-
grations with other popular software, and so on. But they chose to touch on these three 
features here on their homepage because they know customers are looking for them.
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Social Proof
It's perhaps one of the most powerful tools we have to give customers that final nudge to 
take action and try our product. Social proof matters big time.

You can add elements of social proof to your marketing website in a variety of ways:

	 •	 Customer testimonials

	 •	 Logos of reputable press outlets

	 •	 In-depth client case study reports

	 •	 Show off awards you've won

	 •	 You can even work social proof into your copy

Let's take another look at the FreshBooks website because their homepage is gushing 
with social proof.
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They start by working a powerful statement of social proof right into the 2nd headline: 
"Join over 5 million people using FreshBooks". This makes the visitor think, "5 million peo-
ple can't possibly be wrong, can they?"

Moving down, we see a collection of logos from highly reputable press outlets like the 
New York Times and CNN. But check out that last one on the end there, CPA Practice Ad-
visor. Have you heard of that one? I certainly haven't. But guess who has… Accountants. 
And they're one of FreshBooks' target customers. It's very smart of them to feature a logo 
that is highly relevant to their customer-base.

As we scroll down we're stared right in the face by a smiling FreshBooks customer. Per-
sonal photos like these draw a significant amount of attention to the testimonial quotes 
that go with them. As an bonus, the quote they chose to feature speaks right to the heart 
of FreshBooks' value proposition: "It saves me a huge amount of time."

Next to the customer quotes, we have short excerpts from news outlets like the New York 
Times. This piece delivers a powerful 1-2 punch: First, we see something from a highly 
trusted source, the New York Times. Second, the quote highlights a key benefit of using 
FreshBooks.

Finally, as if that wasn't enough social proof for you, FreshBooks went ahead and touted 
their industry recognition by showcasing a couple of awards they've won.

Reduced Friction
Sometimes what makes or breaks a conversion isn't one big roadblock, but a series of 
smaller bumps in the road that add up over the course of your customer's path through 
your site.

These are what I call friction points. They are seemingly minor details that make your cus-
tomer pause and question whether they're making the right decision. You want to reduce 
or completely eliminate these points of friction from the customer's experience. Your goal 
is to reassure the customer at every step along their path that taking the next step is easy, 
safe, and exactly what they want to do.
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There are a few ways we can reduce friction:

1. Set clear expectations

At no point in your customer's path through your conversion funnel should they ever think 
to themselves, "What will happen if I proceed?"

It should be abundantly obvious to the customer what's going to happen after they follow 
this link, click this button, or fill out this form. If they question themselves for even a brief 
moment, that could give them enough discomfort to abandon their path toward conver-
sion.

Here are a few ways to set clear expectations:

Be descriptive in the anchor text of the links throughout your site. For example, let's say 
you're displaying some testimonials, each with a link to view a more in-depth client case 
study. Instead of making the link text say "read more", you might try "read the full case 
study". Maybe our visitor is interested to read the case study, maybe they're not, but at 
least they're fully aware of the option presented to them. That's what matters most.

When it comes to call-to-action buttons, setting expectations becomes crucially impor-
tant. What will happen after this button is clicked? The customer should have a very clear 
idea before they even click it.

One the most common things we see are buttons labeled with nothing more than the word 
"Submit". This could not be more vague. When I click a button labeled "Submit", I'm not 
thinking "I'm excited to take the next step…" No, my thoughts are more like "I hope this 
works and I don’t lose my information" or "I think I'm submitting the correct form, but I'm 
not 100% sure" or the most likely conclusion, "Hmm, I'm not sure about this. I'll deal with 
it later (a.k.a. never)". Get the picture? We can do better than "Submit".

Let's look at a few examples of buttons that do a great job of setting clear expectations:
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Mailchimp labels their signup form button "Create My Account". My intention is to create 
my new Mailchimp account, and this button confirms that's exactly what I'm doing.
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Near the bottom of all of Sacha Greif's blog posts, he has this callout to join his newsletter. 
Every bit of copy here serves to reinforce expectations and make those expectations as at-
tractive as possible.

The copy above the form reads: "The Newsletter. Stories & Tips to Make You a Better De-
signer." That not only tells us it's a newsletter, but also describes what I can expect when 
reading it.

The button is labeled "Get Tips", which is a great followup in reference to the tips men-
tioned above.

And finally, the kicker: "One email every Sunday. No spam." Talk about setting expecta-
tions! I subscribed to Sacha's newsletter last week, and sure enough I was reading his 
newsletter that Sunday. I'm a happy subscriber, and I consciously anticipate Sacha's news-
letters every Sunday. Do you see how powerful this is?
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2. Focus on the positive

There's no getting around the fact that our goal as business owners is to get our customer 
to take an action that involves some risk. We ask them to spend their valuable time with 
us, invite us into their email inbox, or part with their hard-earned cash. Some level of resis-
tance is inherent in any business transaction. But we can overcome that by focusing on 
the positive.

We can take steps to minimize and soften the risk we are asking the customer to take, by 
accentuating the positive aspects of the transaction.

It is wrong to trick people into taking an action when they don't knowingly accept all of the 
implications. It’s also wrong to hide those implications away in the fine print. For example, 
there are well-known services that allow consumers to check their credit score "for free". 
The catch? It's only a 7-day free trial, after which you're automatically (and often unknow-
ingly) enrolled in a $20/month subscription unless you call them up to cancel. This com-
pany's public website and television commercials misrepresent the deal and fail to set 
clear expectations.

Making a false promise like that is not what I mean when I say focus on the positive. Let's 
look at some ways we can keep the focus on the positive, while keeping our integrity in-
tact.

The signup page for the SEO keyword app, HitTail does a great job of being 100% trans-
parent about what they're asking from the customer, while keeping the focus on the posi-
tive every step of the way.
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The first thing we see is the big headline, "Only Seconds Away From Your Free Trial". It 
could have said something like, "Fill Out This Form to Sign Up". But instead, this headline 
does two things:

• It tells us how quickly ("Only Seconds Away…") we'll be on our way to using the app.

• It reminds us that this is a free trial so our money isn't at risk.

Also notice how big and bold this headline is. It grabs the customer's attention and sets a 
positive, comforting tone as they prepare to enter their personal and billing information.

Moving into the form, there are a few things that draw attention and keep the focus on the 
positive:

Midway through the form, just before the customer is asked to enter their credit card infor-
mation, there is an information box, reminding the customer "Your card will not be charged 
today". It even goes on to inform the customer the exact date that they will be charged, 
but only "If you love HitTail". Otherwise, you can cancel.

Why is that so powerful? On the surface, it serves as a friendly reminder that the cus-
tomer's money isn't at risk. But on a deeper level, it conveys honesty and integrity. The 
$19.95 price tag and the date which this will be charged are not hidden away in fine print 
somewhere. They're shown prominently right smack in the middle of the signup form, with 
an attention-drawing box around them. Personally, I feel good about doing business with a 
company who is up-front in this way.

Two more touches of positive reinforcement on the HitTail signup page are:

• Customer testimonial quotes, adding an element of social proof, which serve as a re-
minder to the customer that they're on their way to joining other happy customers.

• The action button is appropriately labeled "Start My Free Trial", setting expectations 
in a positive way.
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Remember, asking for money, contact info, or time is part of doing business and the cus-
tomer's natural instinct is to push back. But we can design our pages to turn that resis-
tance into positive momentum toward a conversion.

3. Stress security

Nearly twenty years after the rise of E-Commerce, security is still a major concern for most 
consumers when shopping on the Internet. And that concern is not unfounded.

Every day, credit cards, passwords, email addresses, and other personal information is sto-
len and transferred to the hands of spammers, scammers, or worse.

Why does the issue of security continue to be so prevalent on the Internet? Two reasons: 
The first is a technology problem. Website owners fail to properly secure their websites, 
leaving their customers and their business vulnerable to information theft. The second rea-
son is a people problem. There will always be shady characters "posing" as business own-
ers who maliciously fool consumers into purchasing hot air.

The first problem (technology) is easier to overcome. Let's start there.

If you're running an E-Commerce website of any kind and you're accepting credit card in-
formation through your website, then you must have an SSL (Secure Sockets Layer) certifi-
cate installed and renewed every year that you're in business. Basically, this means that 
any information transferred through your website will be encrypted, making it much more 
difficult to fall into the hands of a hacker.

When your website is properly secured with an SSL certificate, your URL will begin with 
https:// (instead of http://). The browser may also display a lock icon, or turn the URL 
green, or show some other indication that you're browsing a secured web page.
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Some consumers are savvy enough to know they should look for those security confirma-
tions in their browser when shopping online. But the truth is that the vast majority of con-
sumers aren't aware of these technical details. So it's our job as designers to make it abun-
dantly clear that our website is a perfectly secure place to do business.

Remember, as soon as a customer is presented with a checkout form where they're asked 
to input their credit card information, their natural instinct is to put up their guard and ques-
tion whether they're making a smart, secure decision by submitting their info here. Our job 
is to eliminate that thought, make them feel comfortable, and maintain that sense of excite-
ment that led them all the way to our checkout page.

We can do that by adding trust symbols, such as lock icons and messages confirming that 
this is a secured page. These can be strategically placed above, below, or alongside our 
checkout form, prominently in view as the customer examines the page.

IMPORTANT: If you place trust symbols such as a lock icon or claim that this page is "se-
cure", that must actually be backed with real security measures. Specifically, you should 
never place these types of security icons on a page that is not secured with an SSL certifi-
cate. Placing these symbols on a page that is insecure is not only unethical (and will harm 
the reputation of your business when it inevitably falls victim to hackers), it might also be 
illegal, making you vulnerable to lawsuits or worse.

Let's look at a few examples of how security is reinforced to reduce friction for the cus-
tomer.
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The clothing shop, United Pixelworkers, places a black band with a red lock icon and state-
ment of security across the very top of their checkout page. While the font and icon are 
perfectly in-line with the rest of the look and feel, it is a high-contrast element in a promi-
nent location, making it very hard to miss.
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The email marketing app, Aweber, places a small lock icon right alongside the credit card 
number input field. Since that is the step in the checkout form where the question of secu-
rity is most likely to pop into the customer's mind, this security symbol serves to minimize 
that notion at this crucial stage in the checkout.
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Even Amazon, the biggest E-Commerce website on the planet, makes a point of reinforc-
ing the safety and security of their checkout process. Before you can proceed to check-
out, Amazon asks you to sign in. But they don't just say "Sign in…". They say, "Sign in us-
ing our secure sever". This sets the stage for a secure transaction ahead.
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From a technical perspective, you can secure out websites by adding SSL encryption and 
the like. You can remind your customers of those measures using symbols of security on 
your checkout pages. But these won't steps won't do much to combat the most important 
customer objection when it comes to security:

Can customers trust YOU?

Once the customer accepts the value proposition you offer, then the only big issue stand-
ing in the way between warm lead and a successful sale is trust. Customers must develop 
a sense of trust with the company, and more importantly, the people who stand behind the 
company they're about to do business with.

So how do you build trust? Trust comes down to credibility and authority. Building an audi-
ence through education is a great way to build up authority in your space. This type of ef-
fort has become known as Content Marketing or Inbound Marketing. It can involve blog-
ging, videos, eBooks, seminars and webinars, courses, and the like.

There's no denying how effective a Content Marketing approach can be when it comes to 
building your brand and selling online. But this approach takes quite a bit of time and com-
mitment to gain traction. So what are some things we can do in the short term to establish 
trust, particularly when you're just starting out?

A quality design is one way to establish some level of built-in credibility for a new brand. 
Now, don't get me wrong. It takes much more than a pretty website to make the sale. But 
studies have shown that the quality of a website's design can impact the visitor's percep-
tion of trust in that brand. So putting some effort towards your website's design and over-
all user experience is a good way to boost credibility from the get go.

Now that we know which factors contribute to your customer's decision to buy from you, 
in the next chapter we'll look at getting to know your customer and how they experience 
your sales cycle.
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Get All 12 Chapters...

I hope you found this sample chapter helpful.  But there is so much more to dig into...

In the rest of the book, we do a deep dive into topics like how to craft a strong visual hier-
archy, effective website copywriting techniques, how to optimize your pricing and signup 
pages, and more.

In addition, I prepared a series of in-depth video case studies with designer-founders, 
along with some other great resources.

Visit the book page now to purchase the full book or one of the extended packages.

See pricing & packages »

http://casjam.com/design-for-conversions?utm_source=sample&utm_medium=sample&utm_campaign=free+sample+chapter

