


Experimental Marketing: Turn Your Curiosity into Success

Vague advice and the internet were made for one another. Search engines - and
the industry designed to feed them super-clickable results - make it easy to find
broad, basic information in just a few seconds. We’re awash in more information
than at any point in human history, and yet we’re still figuring out what to do with
it. Your business problems are thorny, and it’s tempting to seek out some hidden
nugget of esoteric advice that can solve your problems and 10x your revenue.

Well, I’m not o�ering that. I’m a firm believer that one-size-fits-all clothes don’t
actually fit anyone. What I’d like to o�er you instead is a time-tested method that
I’ve used to solve a myriad of business problems from a variety of clients in a
number of disparate industries. Forget one-size-fits-all advice - I’d rather teach
you how to tailor your own.

Experimental marketing is my go-to method for answering quirky, ultra-specific
questions that no two people share. I’m going to share the method I use to consult
clients and make a living. I’m not afraid anyone’s going to steal it, because using it
is hard work, and besides, it’s literally rooted in the scientific method for which I
don’t think I can claim the credit.

Old methods still matter a lot. For all of our society’s love of things invented after
1990, the most important tool you need to succeed is ancient. It’s your innate
curiosity. I know that sounds corny, but I am being sincere. Specifically, it’s your
ability to come up with pointed questions that can be answered through research,
collecting data, and experimentation. AKA - the scientific method.

The unfortunate truth is that general advice - the kind that ranks high on search
engines- is written for a general audience. But every business and every person is
unique. Have you ever met a general person? I haven’t. We’re all unique.

Now many of us grew up thinking that being unique was a very good thing. This is
partly true, but downplays an important downside. Being unique is a
responsibility, because you can’t rely on general advice to get what you want.

You have to be able to identify your needs and goals, ask good questions, figure out
how to find the answers, and then figure out what to do with the answers. It’s a big
responsibility, and not one to be taken lightly. But it’s also a great blessing, or at
least, it can be.
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How this guide will help you accomplish your business goals
Like I said, there are no one-size-fits-all techniques. There are no silver bullets. So
this guide is not going to give you one.

If you want to accomplish your business goals, you need a system. My system -
borrowed from centuries of work from very bright people - is a very simple one,
and it’s based on your specific needs, curiosity, and experimentation. With some
luck and patience, you can use it to manufacture your own custom-made silver
bullets.

This guide is broken into three parts, each designed to help you understand
something you need to succeed.

Part 1: How Modern Marketing Works
Before we can talk about how to form marketing experiments, you will need to
understand why marketing matters and how it works. This part will cover:
● Why marketing matters
● Why marketing is chaotic
● How to collect relevant information
● The only marketing rules that matter
● Why experimentation is so important in marketing

Part 2: How to Create Marketing Experiments
Once you understand the basics, then it’s time to talk about how to form good
marketing experiments. This part will cover:
● Coming up with thought-provoking questions
● Turning those questions into hypotheses
● Creating thorough experiments to prove or disprove those hypotheses

Part 3: Examples of Marketing Experiments
Theories alone are not that useful. Marketing success is all about how you apply
the theory in the real world! In the last part, I’ll share some concrete examples of
marketing experiments.
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Why marketing matters
You can’t run a business without marketing. And I don’t just mean that you won’t
see financial success. Marketing happens literally from the moment you create the
product or service, even if you’re not intentional about it.

Marketing is how your product is made to serve someone’s needs. It’s how you
share your product with the world. It’s deeply ingrained in everything from product
development to supply chain management to customer experience to advertising
and promotion.

It’s not just running ads.

Becoming curious about marketing will give you insight into your customers, their
likes, and dislikes. You can figure out how to better serve their needs while also
signaling that you can serve their needs, too.

With deliberate practice and adjustments based on real-time feedback, quality
marketing can help you make better products, win new customers, make more
money, and build a lasting legacy.

But the way you do this has to be unique to your business. You have to take the
time to create your own marketing playbook. It’s no small task, but this guide is
here to help you do it!

Write your own marketing playbook
Your goals are unique, so your marketing plan needs to be as well.

Sure, there is no shortage of marketing advice online, or for that matter, in
textbooks. But when it comes time to actually apply the advice, it has a tendency to
fall flat.

Much has been said about the di�erence between theory and practice in business.
There is a reason why “fail fast” is both a cliche and a profoundly useful piece of
advice.
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It’s worth taking a moment to examine why it’s important to experiment and fail.
Many people have tried to create the perfect business by spending months writing
a plan before taking action. Understanding why this doesn’t work can teach us a lot
about the true nature of business, and especially marketing.

Marketing is chaotic
In the 1993 film Jurassic Park, chaos theorist Ian Malcolm, played by the ever weird
and wonderful Je� Goldblum, had a sneaking suspicion from early on that
something was going to go wrong in the park. There were too many factors at play
- trying to genetically engineer dinosaurs and then pen them up? It just raised way
too many questions.

What if they escape? What if they breed? What if they cannot be subdued by park
sta�? What if, upon the opening of the park, a child wanders away from the guided
tour pathways and into one of the exhibits?

These are common sense questions, but they’re backed up by the fundamental
tenets of chaos theory - a very real branch of science and mathematics. To greatly
oversimplify: complex systems behave in unpredictable but not random ways for a
number of reasons. Some of them include initial conditions, interconnected
variables, and feedback loops.

If that doesn’t apply to marketing, I don’t know what does.

Chaos theory is a humbling thing to study, and not just because it’s too
complicated for my smooth brain to understand. It sits upon the bedrock of the
assumption that “you don’t know the things you need to know to predict the
outcomes with 100% certainty.”

With that principle in mind, let’s talk about how the chaotic nature of marketing
impacts how you apply it to your business.
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1. Little di�erences add up quickly
About halfway through Jurassic Park, Ian Malcolm explains chaos theory to his
fellow scientist by dropping water on her hand twice and observing that the water
rolled a di�erent way each time.

So why did the water do that? Why not just behave the same way both times? To
paraphrase: “…It changed! Tiny variations, the orientation of the hairs on your
hand, the amount of blood distending in your vessels, imperfections in the skin…”

In other words, little di�erences add up quickly and lead to di�erent outcomes.
(Also: explaining chaos theory was also a primo way for scientists to flirt in the
1990’s.)

Now let’s apply this concept to your business. Your products or services di�er in
some way, however small, from your competition. Your target audience is at least
slightly di�erent than all your competitors. The amount of startup capital you
have, the workers you have around to help, the amount of time you can devote to
your business, the personal factors going on in your life…

You get the idea. It is quite literally impossible to create two identical businesses.
The initial conditions are always di�erent.

And even if the initial conditions were di�erent, customers will behave in di�erent
ways. Unknowable factors will determine the precise wording of the feedback you
receive from customers. Slight tweaks in social media algorithms could lead to one
ad set outperforming another. And so on and so on.

These little di�erences add up, and over the course of years, can dramatically
change what products you think will sell well, how much revenue you bring in, and
who you hire for product development or to provide a service. You get the idea.

2. Your answers are not in a book or on the internet
No textbook or website on earth can possibly give you advice that is perfectly
tailor-made to you. This is because little di�erences add up quickly and in ways
that seem unpredictable.
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Even a really good marketing consultant who cares deeply about the outcome of
your business ventures, who is highly knowledgeable, and who knows your
situation well cannot possibly access the full breadth of information available to you.

If you read every book and follow standard procedures perfectly, but don’t weigh
the quirky and individual factors of your situation, your success would be far from
assured. In fact, you’d probably fail.

Sure, you should still read books, watch courses (especially free and inexpensive
ones), and hire help when you need it. A good education, all else equal, will better
position you for success. Still, there’s a huge gulf between even the most
well-formed theories and the dirty realities of practice.

But when it comes to really weird, specific factors in your business, no one has
more information than you. Your natural curiosity and your unmatched  closeness
to your business problems will position you better than anyone else to ask the right
questions in the first place.

Yes, this book is an educational marketing book, but it’s not a prescription. As you
are an anonymous reader with whom I have no direct relationship, I don’t know
your business and I don’t know your life. I cannot just say “run ads on Facebook to
this specific audience for this specific budget over this specific time.”

But what we can do together is help you identify questions, turn them into testable
hypotheses, form experiments, and act according to real data that is intimately
connected with your unique situation.

3. Most information is irrelevant
I have never known a world where information is not immediately accessible. Most
people under the age of 35 in developed countries can say the same. The problem
of our time is not that information is hard to get. It’s hard to parse.

If you go online and look for “business advice” or “marketing tips,” you will receive
a ton of advice, often conflicting and mostly irrelevant. The reason for this is
because the principles of business are so straightforward that they sound
ridiculous when you write them down: make something people want, and tell
people you’ve made it.

7



Experimental Marketing: Turn Your Curiosity into Success

As ever, the devil is in the details when it comes to running a business. The internet
can give you general supply chain tips, but you’re the one who’s going to have to
source a manufacturer you can trust for your product. The internet can give you
advice on how to make a video game, but it can’t tell you how to navigate the
complex web of industry relationships or how to address the unique snobberies of
hardcore gamers.

You have to narrow your search or else you won’t get anywhere. Typing broad
questions into Google will return a cavalcade of content marketing for a general
audience that won’t leave you any smarter for having read it.

Of course, this is just information you seek out. You will also receive irrelevant
information even if you don’t seek out any information at all! You can’t take every
customer comment to heart. You cannot change your ad strategy over every
deviation in cost-per-click.

And all this just goes to further reinforce the chaotic nature of marketing.
Irrelevant information makes it di�cult to know what exactly is a�ecting your
business. It’s hard to know which variables are connected and which ones are
building upon one another in feedback loops.

Because most information is irrelevant, because unique and actionable answers
are not hidden in plain sight, and because little di�erences add up quickly, one skill
set becomes absolutely necessary.

You need to be able to separate useful and useless information.

Collecting relevant information is key
If you listen really closely to (I Can’t Get No) Satisfaction by the Rolling Stones, you
can hear Mick Jagger singing about a man on the radio telling him more and more
useless information. Then later on when he’s watching TV, “a man comes on and
tells me how white my shirts can be, but he can’t be a man ‘cause he doesn’t smoke
the same cigarettes as me.”
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That was in 1965, and the world’s a hell of a lot noisier now than it was then. And,
yes, a lot of that does have to do with marketing - both the kind that blasts the
same pointless garbage on mainstream media and the kind that creepily tracks
your search history and serves you ads for dog treats you mentioned in passing
conversation to a friend. But if you can excuse the hypocrisy of this example,
there’s an important lesson to be learned.

Just like with consumer products, there is a thriving industry for companies telling
other companies how to run companies. And these companies fall into one of four
categories:

1. Content mills that write basic facts about basic problems and never actually
give you any specific advice you can use, nor do they help you build complex
skillsets.

2. Books and courses that will promise you TikTok success for just $999.
3. Consultants who are hands-on, but also expensive.
4. Research firms whose findings are detailed and specific, but very hard to

read and understand without an MBA or similar background.

All of these can be good. Basic advice from content mills can genuinely help you
start a business, especially from scratch. Books and courses can help you succeed if
they come from the right place. Consultants are great at saving you time and
getting better results if you hire the right one (and, after all, it is how I make
money). Research firms provide the most up-to-date thorough science, often
available on Google Scholar for free.

In all four cases, though, the best results come from answering specific questions.
The best content mills talk about super specific things like “how to improve
eCommerce SEO after the 2021 Google Page Experience Update.” The best books
and courses will help you “create press releases that are more likely to be picked up
by journalists.” The best consultants ask a lot of questions and aren’t afraid of
getting into the details. And research? Well, if it’s not detailed enough, the
publisher will probably reject it!

But again, collecting relevant information all comes down to specific questions.
Here are some steps you can use to form your questions and then collect relevant
data.
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1. Listen to your curiosity
You already know what relevant information looks like. At a minimum, if someone
showed you the facts and figures that you needed to form your marketing plan,
you would recognize the favor they just did you.

Spoken or unspoken, you have specific questions in mind about how to run your
business. The trick is to block o� time and intentionally identify and document
these questions.

Here’s what that might look like. If you have created high-quality aluminum
yo-yos in your garage, you might be wondering, “is there even a market for this in
the first place, or was this just a fun way to kill some time?”

That would then lead you to do some research online, where you find no shortage
of yo-yo enthusiasts. They have dedicated subreddits and websites like
YoYoExpert. There are tournaments, media stars on YouTube and other social
media, and plenty of quality products made by companies like Duncan for $100 or
more.

Shocked by the discovery, you may say, “OK, but how am I going to get these yo-yo
hipsters to give a damn about my product?” You may watch their videos to seek
out an answer, and find that companies give them samples all the time in exchange
for honest reviews. The earned media attention then makes people aware of the
new yo-yos on the market, which opens up doors to sales and distribution. Then
you’d find out about conventions where you can directly sell to consumers, some of
which will inevitably be local - or at least within a few hours’ driving distance.

Even simple unguided curiosity can give you tentative answers to many questions.
Let yourself run down a rabbit hole to see what you find! Believe it or not, the
eternally busy money-changers of the world often don’t take time to do this. They
can make spreadsheets and pull statistics for the creation of a very o�cial-looking
and high-quality business plan without ever understanding the customer.

But you, the individual creator? Your genuine interest and passion will make you
receptive to all kinds of subtle details that could otherwise go unnoticed.
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2. Figure out what you don’t know
Going down a rabbit hole is an amazing way to get started with marketing
research. Early in the process, a couple hours on Google, YouTube, and Reddit can
be the best way to spend your time. But eventually, you will need to move onto a
more systematic approach.

By following your curiosity first, you have a chance to identify what you don’t
know. This lets you create a list of questions for more structured research later on.
If you try to do this too early, you find yourself stymied by “unknown unknowns.”

At this point, you may be inspired to start writing down questions. That is, after all,
the next step of the process. But if you need something in between to help you get
started, work on a list of things you don’t really understand yet. For example:
● Who has an outsized impact in the media landscape of your industry
● Desirable product features
● Pricing strategy

Even starting with a simple list of things you don’t understand can help you form
incisive questions later on.

3. Turn your knowledge gaps into questions
After letting yourself do some unstructured research into the target market that
struck your fancy, take a moment to write down your questions. At this point, you
will likely have no shortage of specific ones. But don’t get too hung up on what is or
is not a specific enough question. The most important thing is just to ask them in
the first place.

Running with our yo-yo example, you may ask:
● How do I get on so-and-so’s podcast?
● What’s a good price point for my yo-yo?
● What kind of packaging would the yo-yo buyers find attractive?
● On which social media platforms do I need to be present?
● How can I source raw materials cheaply without compromising the product?
● Which specific qualities would yo-yo buyers be impressed by and how can I

make them part of the product?
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4. Start collecting the data
Once you have specific questions, then you can start looking for specific answers.
The process of answering these questions is going to look a lot like the process of
going down the rabbit hole of Google, YouTube, and Reddit. But the di�erence is
purpose and intent.

You then have no lack of ways to collect useful data. Here are a handful of research
tools that marketers often use:
● Surveys
● Focus groups
● Observation
● Interviews
● Industry associations and trade groups
● Trade journals
● Government data
● Industry experts
● General online research
● Competitor website research
● Web analytics
● Email and social media analytics

We’ll go into more specifics on how to use market research tools later. The
important part to remember for now is that you have tons of options. Use one you
understand and start gathering useful data to answer your unique questions!
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Workbook: Collecting Relevant Information
Marketing requires a steady stream of useful information in order to make good
decisions. Here are a few questions to help you assess whether your business is
well-positioned to collect useful information.

When it comes to your business, what are you most curious about?

What do you not know that you wish you did?

Turn what you wrote above into questions.

For each question above, think of how you can collect useful information to answer
them.
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The only 2 rules that always matter in marketing
“Marketing is chaotic and you have to do your own research. Everything else is
crap. Got it.” - a reasonable misinterpretation of this eBook so far.

It’s true that marketers have to be extremely flexible and approach every problem
as if it is brand new. But that doesn’t mean that marketing is completely devoid of
constancy. There are ground rules - just not many!

Regardless of industry, experience, or available resources, there are two marketing
rules that always matter. They are:

1. Make something worthwhile.
2. Tell people you’ve made something worthwhile.

These are dead simple, easy-to-understand rules. Respecting them in practice,
however, is a little more nuanced.

Rule 1. Make something worthwhile
No amount of marketing is worth a damn if your product sucks.

Yes, it’s cold to outright say it, but it’s so important. When you have a product that
a given audience really cares about, it takes a little bit of nudging and reminding to
make sales. When you have a product that doesn’t “spark joy” for your intended
audience, then marketing is going to be a cost center, or really, a money pit. Ad
dollar after ad dollar for meager sales.

In the ideal business, marketers would work with the product/service creators
from day 1. They would operate as a single team, always considering the
customer’s wants and needs.

In the real world, there’s often a gap between the two. Sometimes, things work out
OK and the product turns out to be a hit anyway. Other times, marketing sta� are
constantly analyzing their ads, their messaging, and their spending in hopes of
making things 2% better over a year.

I want to talk about how you can avoid that fate. To do that, we need to examine
what makes a product “worthwhile.”
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Achieve product-market fit
Beauty is said to be in the eye of the beholder. One man’s trash is another man’s
treasure. Our language is rife with evocative aphorisms that illustrate the truth of a
simple fact: the concept of “value” is completely subjective.

In the world of marketing, when a product is perceived as valuable by a given
audience, we say it has achieved “product-market fit.” When a product has
product-market fit, its target audience is compelled to check it out. Marketing
amplifies the values that its audience cares about, instead of creating them
through copywritten and branded sleight-of-hand.

My favorite statements about product-market fit can be found in a Medium article
titled “Product/Market Fit: What it really means, How to Measure it, and Where to
find it.” This article was penned by  Eric Jorgenson, who created Netscape:

You can always feel when product/market fit isn’t happening. The customers
aren’t quite getting value out of the product, word of mouth isn’t spreading,
usage isn’t growing that fast, press reviews are kind of “blah”, the sales cycle
takes too long, and lots of deals never close.

And you can always feel product/market fit when it’s happening.The
customers are buying the product just as fast as you can make it — or usage is
growing just as fast as you can add more servers. Money from customers is piling
up in your company checking account. You’re hiring sales and customer support
sta� as fast as you can. Reporters are calling because they’ve heard about your
hot new thing and they want to talk to you about it.

Finding product-market fit is no easy task. It takes trial and error. Dedicating time
to unstructured research of a given market helps, as you immerse yourself in the
culture. But you can also increase your odds of success by knowing your target
market, finding your niche, and providing a good experience.

Know your target market
You can’t sell to someone you don’t understand. Everybody places values on
di�erent things, and something you may care deeply about could mean nothing to
the next person, or could be o�ensive to yet another.
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If you want to make something with great product-market fit, start with the
market, not the product. Find a target market that you are very passionate about
serving, and figure out everything you can about their wants and needs. In the
process of doing this, you will figure out what they value, which will in turn tell you
what products or services they consider worthwhile.

If you want a formal definition of target market, here’s one: it’s a group of people
with some shared characteristics that you might be able to sell something to.
When you’re determining your target market, you will want to define, as
appropriate, their age range, geographic location, income, lifestyle, hobbies, and
interests.

Putting formal boundaries on your target market will help you narrow your focus.
Don’t get tunnel vision by trying to make sure people check all the boxes, though!
For life insurance companies, age and income are likely the most important
factors. For board game publishers, hobbies and interests are. Age, geography, and
income are secondary.

Once you have your on-paper definition of your target market, make sure that you
spend time getting to know members of it as people. Listen to what they listen to,
and watch what they watch.

Find your niche
You know you’ve found your niche when you are able to make very specific
products for very specific people with a very specific message. It can take a long
time to find a niche that works for your business, but it’s so good when you finally
find one. If you’re the absolute best at some obscure, specific thing, the odds that
someone will take the time and e�ort to dethrone you are minimal. Plus, you will
have a dedicated customer base to start from if you decide to expand into
something else.

But how do you find a niche? Pay attention to your target market and identify
some need that has gone unaddressed for a while. I’ve had the pleasure of working
with a client recently who made a product that’s essentially ScotchGard for board
games. It’s such a specific problem to solve for such a distinctly defined market.
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Finding a niche is the natural outcome of knowing your target market and creating
something that they really want and that meets a specific need. It goes
hand-in-hand with achieving product-market fit, which itself goes hand-in-hand
with making something worthwhile.

Ensure a good customer experience
In short, “don’t screw it up.”

Seriously. It’s not enough to make a worthwhile product or service and then let it
sit. You have to make sure that your customers have a great experience so that they
will come back for more.

Customer retention is at least five times as valuable as customer acquisition. If you
can keep the customers you’ve got, then you won’t have to constantly burn
brainpower trying to get more people to learn about your business for the first
time.

Even if you couldn’t retain customers for some reason, providing a good customer
experience is critical. Bad reviews can sink your business by convincing prospective
customers that your products just aren’t worthwhile!

So how do you ensure a good customer experience? Here are few basic tips:
1. Be responsive and reachable when there are problems.
2. Work with the customers until their problems are solved. For example, if the

product ships broken, you better send a new one!
3. Personalize your customer service. Give people the sense that they’re not

just a number.
4. Make sure your employees are friendly.
5. Always update your understanding of what the customer wants. People’s

minds change over time, and you need to be prepared for that!

Rule 2. Tell people you’ve made something worthwhile
If you build it, no one will come.

Well, no one will come without a little bit of push. Making something worthwhile is
absolutely vital for success. It is the foundation - but a foundation is not a house!
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If you want to succeed in marketing, once you’ve created the right product for a
certain audience, you need to make sure they know you exist. Broadly speaking,
the process of making people aware of your existence is promotion.

There’s a common misconception that promotion in marketing requires
aggressively pushing people to buy your product. Maybe it’s with loud and flashy
ads like from your local furniture store. Maybe it’s by placing cold calls. Or maybe
it’s by pulling you into something with a Facebook ad that’s

spaced

like

this.

Sure, all these examples count as promotion, but that’s not the full picture.
Well-run promotional campaigns are systematic and deliberate. The most
e�ective promotions today are the ones that speak directly to the needs of a
certain audience without annoying or patronizing them.

Let’s start by learning about the basic theory behind promotion: AIDA.

Understand AIDA
AIDA stands for Attention, Interest, Desire, and Action. It is the four steps that
people go through between when they first hear about your product to actually
buying it.

Of all the classic marketing models, AIDA is probably my favorite. Shoppers tend to
go through this process sequentially as they buy just about any item.

The individual steps, broken down, are:
● Attention: making people aware of your product, often measured in

impressions or reach.
● Interest: stoking interest in your product and its unique benefits, at least

enough to warrant further research. One measure of interest available
online is search engine volume.
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● Desire: making people have an emotional connection to your product
and/or brand, thus moving them from “researching” to “ready to buy.”

● Action: getting people to do what you want them to, be it place an order,
make a phone call, sign up for email marketing, or something else.

Understanding it gives you the vocabulary needed to figure out what you need to
do to increase sales. It helps you figure out if your product is boring (low interest)
or if it’s just not being seen (low attention). It helps you determine whether
customers actually want to buy and can’t (high desire, low action), or whether
they’re passively interested but not passionate (high interest, low desire).

Build a marketing funnel
Once you understand the basic concept of AIDA, you can use it to create a
marketing funnel. Simply put, a marketing funnel is the specific series of steps
that customers go through when you’re marketing to them. It’s AIDA in practice.

Let’s say I’m a young adult fiction author and I want people to buy my book.
Unfortunately, not many people know who I am yet. That means I will need to build
a marketing funnel from scratch with the action at the end of the funnel being
“buy my book.” My funnel might look something like this:

● Attention: Run ads on Facebook. Send advanced copies out to bloggers and
review sites.

● Interest: Use positive reviews on my website, selling pages, and social media
to demonstrate the quality of my book.

● Desire: Collect sign-ups on my mailing list or pre-orders prior to launch.
● Action: Readers buy my book on Amazon.

Every business will have a di�erent path to success, and there is no standard
playbook. Once you’ve developed an excellent product, much of your time spent on
experimental marketing will likely be spent on improving your marketing funnel.

Promote your product
Once you understand the basic idea of AIDA and once you map out a simple
marketing funnel for your business, specific promotional tactics start to become
clearer. Context has a way of doing that!
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That said, here are a few ideas to get you started.

Need to build awareness? Start by building a consistent brand. Make sure you
have a presence in places customers expect you, ranging from basic social media
channels to niche-specific communities. You might also choose to run
advertisements to make people aware of your existence. And, if you have the time
and patience, networking with customers and vendors one-on-one is a great way
to build awareness.

Need to increase interest? Focus on making a good website, creating useful
content, and collecting social proof (such as testimonials). The idea is to make
people think of your business as helpful, relevant, and trustworthy. You want
people to think “this business can solve my problems!”

Need to increase desire? Focus on building relationships. Make sure you have
great customer service and that people can reach you easily. Double check your
brand messages and make sure they are resonating with people.

Need to get people to take action? Make sure your sales process is as easy as
possible. If you’re running an online store, for example, make sure your website is
fast and checkout is easy. Make sure you have landing pages and emails or ads that
push people to them. You may want to use incentives such as sales and coupons to
push people from desire to action.

This is just scratching the surface, too. Curiosity and experimentation will lead you
to find even better promotional tactics over time.
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Workbook: Making Sure Your Business Makes Sense
Make something worthwhile and tell people you've made something worthwhile.
The two rules of marketing are easy-to-understand but hard to pull o�. Here are a
few questions to help you make sure your business is following them.

What is your target market?

How does your product uniquely serve that market?

Can you prove that your product has good product-market fit? If so, how?

Are there any problems with your processes that could harm customer experience?
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How are you earning your target market's attention?

How are you stoking your target market's interest?

How are you creating desire in your target market?

How can you incentivize your target market to take action?
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4 basic facts about modern marketing
Models like AIDA can make you think, for a moment, that marketing is
straightforward. That’s a mirage.

Yes, the two marketing rules mentioned in the last section are absolute. But it’s in
the implementation that things start to go sideways. That’s because modern
marketing is chaotic. No way around it.

This is why experimentation is so important. This is why following your curiosity,
coming up with questions, and seeking out novel answers with data that applies
directly to your situation are all so important.

There are four facts you need to understand to have a reasonable mindset when it
comes to modern marketing. Understanding these four facts will help you design
experiments that will help you succeed in making something worthwhile and
telling people you’ve made something worthwhile.

Perhaps more importantly, these four facts will help you avoid getting distracted
by irrelevant information. And trust me - there’s no short supply of irrelevant
information!

1. Modern marketing is speed chess
The best strategies in modern marketing have a lifespan of approximately 15
minutes. Well, at least it seems that way sometimes!

Modern marketing is, indeed, strategic. But you can’t wait forever to take action
and every day will bring new information. That’s why it’s important to make the
smartest strategic maneuver you can think of any given day, knowing that you may
well have to change course later. So it goes.

It’s undeniably good to be organized, but not at the cost of flexibility. Plans age like
milk, so even though being organized and deliberate is critical, you still have to be
ready to change on a moment’s notice. All it takes to crush an ad campaign these
days is a couple of mean tweets.
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It’s important to always keep an eye on your marketing e�orts and see if they’re
working. Are your ads getting a good cost-per-click? Are your brand messages
being received the way you want them to be? It’s important to ask these questions
on a regular basis and see if anything has changed.

But at the same time, it’s important not to swing too far and become twitchy
instead of flexible. For example, if you’ve spent $100 on a Facebook ad campaign
and haven’t seen much of a return, it often makes sense to just shut o� the
campaign entirely. But if you’ve spent only $5, that would probably be premature
because you haven’t collected the data you need yet!

Here’s a rough heuristic you can use to determine whether to change course:

It’s a delicate balance. Knowing when to change and when not to change course
will depend on your situation. Trust your ability to build an intuition over time, and
plan to make some mistakes in the meantime.

2. Marketing is not a perfect information game
In gaming parlance, a perfect information game is one in which all players can see
the position of all pieces. That means every player could make informed decisions
for their opponents based strictly on what they already know.

That does not at all describe marketing.
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First, your competitors are a mystery. You have no idea what they are doing behind
closed doors. You can only guess based on external actions.

More alarmingly, the same can be said for your customers. You don’t know what
they’re thinking. You don’t know how they spend their money (on a granular level,
at least). You can only guess based on what they’re doing.

You have a very small percentage of all the total information that you could use.
Strategy games are often based on the underlying assumption that you will have
what you need to make an informed decision.  That assumption doesn’t apply to
marketing.

This is why interpreting the data that you have is critical. It’s also critical to know
how to form good questions, collect new data, and process it so that you have
unique insights that you can act upon. That way, you can nudge marketing closer
to being a perfect information game than it is by nature.

3. Marketing is empirical, not rational
People are not rational.

Everyone - you, me, and every person you ever meet - are driven by emotions. It is
a literal biological fact that emotional responses are faster than cognitive ones, not
the other way around. No one said this better than Daniel Kahneman in his book,
Thinking, Fast and Slow.

In this book, Kahneman describes two systems of thinking. System 1 is fast,
instinctive, and emotional. It’s the part of your brain that makes you swerve to
avoid a careless drunk driver on the road before you know what happened. System
2 is slower, deliberative, and logical. It’s the part of your brain that knows how to
rebalance a 401(k).

Most people spend most of their time in System 1 to some degree or another. So
while marketing does follow some predictable patterns to some extent, it’s not
rigid.
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Companies try to mitigate the consequences of System 1 emotionality by having
groups make decisions. Groups, after all, can be quite a bit more rational at certain
tasks like choosing a software vendor. But they are still susceptible to a form of
group irrationality - groupthink.

So in short: neither people nor companies are consistently rational.

This is important because it gets to the heart of why marketing is based in
empiricism and not rationality. Rationality is rule-based and empiricism is
data-based. Rationality holds that certain ideas are true, and that you can use
reasoning to arrive at certain conclusions. Empiricism, on the other hand, is the
belief that observation ranks higher than rule-based thinking.

Whether rationalism or empiricism is more “right” or “wrong” in a philosophical
sense is a question that philosophers like Descartes, Spinoza, Leibniz, Locke,
Hume, and Kant have been arguing about for centuries.

Well, those guys are all smarter than me, so listen to them when it comes to
philosophy. But when it comes to marketing, I can tell you that an empirical
approach pulls in more money than a rationality-based one.

Observation, inference, deduction, testing, and evaluation are irreplaceable parts
of modern marketing.

4. Empirical marketing is cyclical
Because empiricism is based on observation, testing, and evaluation, it has to be
cyclical. As you see new  situations unfold, you have to update your plans
accordingly. Over and over again.

The process is fairly simple. You always start with questions. Then you test your
assumptions and collect new data.

The new data gives you more questions. You test those questions. You get new
data. Then you have new questions.
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Some may say this sounds like Sisyphus rolling a rock up a hill only to have it roll
back down for all eternity. But I don’t see it that way. I see this process as a
beautiful, self-sustaining one that can help you achieve your business goals.
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Workbook: Ensuring Business Processes Support Modern
Marketing
Modern marketing requires a mix of flexibility and responsiveness. Here are some
questions to help you make sure your business is supporting these needs.

Are there any obstacles that make it di�cult for your business to change course
once a strategy is rolled out?

Are there any obstacles that make it di�cult to collect information relevant to
marketing?

Does your business have a regular cadence for reviewing data and revising plans
based on new findings?
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Applying the scientific method to marketing
So far, everything discussed in this book can be boiled down to a series of broad
declarative statements.

Marketing is chaotic. Collecting relevant information is key. You must make
something worthwhile and tell people you’ve made something worthwhile.
Modern marketing is speed chess and an imperfect information game. Marketing
is empirical and not rational, and also inherently cyclical.

This is all very important to understand, and without this understanding,
marketing doesn’t make a lot of sense.

As previously hinted at, this alone won’t solve your specific and unique problems.
For that, you need to be able to turn your curiosity into questions, your questions
into hypotheses, your hypotheses into experiments, and your experiments into
information you can apply.

In other words, you need to apply the scientific method to marketing. That’s right
- the same philosophy from the 1600s can be applied to how you make YouTube
videos, run Facebook ads, position design elements on a billboard, and manage a
call center. I wish I could tell you I came up with this idea, but the credit properly
goes to Aristotle (or Galileo, or the ancient Egyptians - you’d be surprised how
contentious this is).

The scientific method is dead simple at its root. It has four steps and it’s a cycle -
that is, once you reach step 4 you go back to step 1. They are:

1. Observe, question, and research: notice something, get curious about it,
and start researching it.

2. Form a hypothesis: come up with your best explanation for why something
is the way it is, with the knowledge that you may be right or wrong.

3. Test your hypothesis with an experiment: do something that will prove or
disprove your hypothesis.

4. Review the data and decide what to do with it: look at the results of the
experiment, decide whether it proves or disproves your hypothesis, and
then decide what to do with the data. You’ll probably have new questions,
taking you back to step 1.
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Being able to apply the scientific method to business is one of the most
sought-after, useful business skills in the world. It is the reason why companies
like McKinsey and PwC make billions on “management consulting.” But you don’t
need credentials to run small-scale experiments to learn the things you need to
know. All you have to do is follow this simple system and see where it takes you.

1. Come up with goal-oriented questions
Much of the magic of applying scientific principles to your unique business
problems comes from the fact that it’s an intentional process. By following a
system with defined steps, you follow every fact-finding step on purpose. To
borrow from Stephen Covey’s 7 Habits of Highly E�ective People, you need to “begin
with the end in mind.”

With this in mind, before you even start to think about what your specific goals are,
take a moment to get a few facts straight. Make a short list of how you will achieve
product-market fit. Then make a quick diagram showing how you will push people
through your marketing funnel from attention to interest to desire to action.

Even this quick exercise can prime you to see where your weaknesses lie. This can
help you identify which goals matter most, which can, and in turn, be used to
create better questions, hypotheses, and experiments.

Figure out what your goals are
After spending a little bit of time indulging your curiosity with unstructured
research, it’s important to come up with goal-oriented questions. Start by making
a list of things you don’t understand, and then start turning those into questions.

Note that not every goal needs to start as “SMART” - specific, measurable,
attainable, realistic, or time-bound. These attributes can be defined as you get
closer to creating experiments. It’s important to start with dreams, then start
slowly adding reality and logistics.

The best questions will be structured in such a way that it leads you to collect
information relevant to your goals. To give you a sense of what that looks like, here
are eight basic areas that questions can be based on:
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● Ensuring product-market fit
● Defining your target market
● Finding a niche
● Ensuring a good customer experience
● Gaining attention
● Stoking interest
● Creating desire
● Incentivizing action

With that in mind, based on these eight areas, you can start to define some more
specific goals that apply directly to your business. Here are a few examples for
each.

Ensuring product-market fit
● Create a product that averages a rating of 4.8 or higher on Amazon.
● Set up a store that can sustain itself on customer retention and referrals

alone.
● Make something that customers want to show o� on social media.

Defining your target market
● Accurately define the shared interests of prospective customers.
● Find 10 media outlets that your target market enjoys watching or listening

to.
● Figure out what kind of copywriting appeals to your customers.

Finding a niche
● Clearly define the business’s unique selling proposition.
● Create a product that is slightly di�erent from anything else on the market.
● Get 3 or more members of your target market to say, unprompted, that your

products are di�erent from anything else on the market.

Ensuring a good customer experience
● Maintain a 9.0 or higher on Trustpilot.
● Make sure 90% of customer service calls end with a satisfied customer.
● Retain customers at a baseline or better rate after they call about damaged,

lost, or late items.

32



Experimental Marketing: Turn Your Curiosity into Success

Gaining attention
● Land one podcast gig.
● Run an ad campaign on Facebook and earn 10,000 impressions.
● Get your website to rank high on Google for a specific keyword. (Pick a

“long-tail keyword” with 4 or more words in it.)

Stoking interest
● Get 100 or more visitors on your website in a week.
● Get people to talk about your product in the comments of a popular

YouTuber’s video.
● Get 100 people to click on your advertisements.

Creating desire
● Get 20 people to add your product to their cart.
● Get 50 people to sign up for your mailing list.
● Get 5 people to ask you, unprompted, for more information about your

products.

Incentivizing action
● Improve your conversion rate by 10%.
● Start a promotion that increases sales by 5%.
● Make $1000.

These are just a handful of examples. Take them, twist them, and apply them to
your situation!

Turn your goals into questions of how, what, and why
Once you have your goals, then you can turn them into questions of how. This will
help you frame your thoughts in such a way that you are prepared to find the
information you need.

Here are some examples.
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Ensuring product-market fit
Goal Question

Create a product that averages a rating of 4.8 or
higher on Amazon. > How can I design a product that gets good reviews

on Amazon?

Set up a store that can sustain itself on customer
retention and referrals alone. > How can I encourage customers to remain loyal to

the store and refer their friends?

Make something that customers want to show o�
on social media. > What changes can I make to the product that would

make people want to share it on Instagram?

Defining your target market
Goal Question

Accurately define the shared interests of
prospective customers. > What interests do my customers share?

Find 10 media outlets that your target market
enjoys watching or listening to. > Which podcasts do my customers listen to?

Figure out what kind of copywriting appeals to your
customers. > What are my customers’ goals and how can I help

them achieve them?

Finding a niche
Goal Question

Clearly define the business’s unique selling
proposition. > What does my business do that no other business

does?

Create a product that is slightly di�erent from
anything else on the market. > What does my product do better than others on the

market?

Get 3 or more members of your target market to
say, unprompted, that your products are di�erent
from anything else on the market.

> What unmet needs are there in the market that I
am well-suited to solve?

Ensuring a good customer experience
Goal Question

Maintain a 9.0 or higher on Trustpilot. > How can I ensure our customers leave positive
reviews on Trustpilot?

Make sure 90% of customer service calls end with a
satisfied customer. > How can I ensure our call center is adequately

prepared to resolve customer inquiries?

Retain customers at a baseline or better rate after
they call about damaged, lost, or late items. > How can we use customer service as an opportunity

to make things right with a customer?
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Gaining attention
Goal Question

Land one podcast gig. > Which podcasts am I likely to land coverage on if I
send an email to the showrunners?

Run an ad campaign on Facebook and earn 10,000
impressions. > What is the most eye-catching advertisement I can

run on Facebook?

Get your website to rank high on Google for a
specific keyword. (Pick a “long-tail keyword” with
4 or more words in it.)

> What specific four-word keyword on Google would I
like for my website to rank for?

Stoking interest
Goal Question

Get 100 or more visitors on your website in a week. > What actions can I take to get people to go to my
website?

Get people to talk about your product in the
comments of a popular YouTuber’s video. > Which YouTuber can I send my product to that has

an audience that overlaps with my target market?

Get 100 people to click on your advertisements. > What can I do to make ads on Facebook that people
want to click?

Creating desire
Goal Question

Get 20 people to add your product to their cart. > How can I write product pages that make people
want to buy the product?

Get 50 people to sign up for your mailing list. > What can I say that would make people want to sign
up for my mailing list?

Get 5 people to ask you, unprompted, for more
information about your products. >

What unique or eye-catching quality can I add to or
emphasize about my product that makes people
want to ask about it?

Incentivizing action
Goal Question

Improve your conversion rate by 10%. > What can I do to make it easier for people to
checkout on my website?

Start a promotion that increases sales by 5%. > What kind of coupon would encourage people to
buy from my store?

Make $1000. > What is my best-selling item right now?

35



Experimental Marketing: Turn Your Curiosity into Success

2. Turn your questions into hypotheses
Once you have goals, and questions based on those goals, it’s time to start forming
hypotheses. The big idea here is to come up with some best-guess answers to your
questions. You can then prove those guesses right or wrong, and learn no matter
what the outcome is. It sets you up for creating experiments that will help you
check your otherwise unspoken assumptions about how the world works!

Qualities of a good hypothesis
Good hypotheses have three basic qualities:

1. A hypothesis is not a question. It’s a declarative statement. “Men aged
18-35 will be more likely to click on my Facebook ads than other groups
sorted by age and gender.”

2. A hypothesis can be verified or falsified. The example above can be proven
or disproven by running a quick ad campaign to di�erent age/gender groups
and seeing which group responds most favorably. This is the part of the
scientific process where it helps to be more specific.

3. A hypothesis is still useful if you are wrong. If you’re totally o�-base about
men aged 18-35 liking your product, that’s OK - it can help you find a
di�erent audience such as women aged 46-60.

Examples of good hypotheses
Let’s continue running with the goals and questions from the previous section. As
you will soon see, we can turn even the broadest goals and questions into specific,
testable hypotheses that work well with experimentation and data collection.

Note that sometimes hypotheses resemble their original goals very closely. Other
times, by going through the process of defining goals, then asking questions, then
forming hypotheses, there is a shift. That’s OK.

Sometimes raw, unfiltered curiosity results in an experiment begging to be
conducted right then and there. Other times, it leads to complex inquiries that
require thoughtful experiment design, data collection, and patience. Because you
never know which it’s going to be, that’s why it’s important to go through the
whole process of defining goals, then questions, then hypotheses.
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Ensuring product-market fit
Goal Question Hypothesis

Create a product that
averages a rating of 4.8 or
higher on Amazon.

>
How can I design a product
that gets good reviews on
Amazon?

>
Rewriting the instructions included with
the product will lead to an increase in
reviews that use phrases such as “easy to
use” or “a few minutes to set up.”

Set up a store that can
sustain itself on customer
retention and referrals
alone.

>
How can I encourage
customers to remain loyal
to the store and refer their
friends?

>
Implementing a loyalty program will
increase customer retention and referral
sales.

Make something that
customers want to show o�
on social media.

>
What changes can I make to
the product that would
make people want to share
it on Instagram?

>
Updating the design of the product box
will lead to an increase in unboxing videos
on YouTube and Instagram.

Defining your target market
Goal Question Hypothesis

Accurately define the
shared interests of
prospective customers.

> What interests do my
customers share? >

Prospective customers are interested in
“cybersecurity” and “password
managers” as defined by Facebook.

Find 10 media outlets that
your target market enjoys
watching or listening to.

> Which podcasts do my
customers listen to? >

The most influential podcasts in the board
game industry, according to Feedspot, are
Dice Tower, Shut Up & Sit Down, and
Tantrum House.

Figure out what kind of
copywriting appeals to your
customers.

>
What are my customers’
goals and how can I help
them achieve them?

> My customers are financially savvy and
interested in early retirement.

Finding a niche
Goal Question Hypothesis

Clearly define the
business’s unique selling
proposition.

>
What does my business do
that no other business
does?

>
My business is the only one selling custom
wood carving maps of any requested city
on the Etsy marketplace.

Create a product that is
slightly di�erent from
anything else on the
market.

>
What does my product do
better than others on the
market?

>
Our Wi-Fi router is the only one on the
market that supports 10 Gbps download
speeds for under $500.

Get 3 or more members of
your target market to say,
unprompted, that your
products are di�erent from
anything else on the
market.

>
What unmet needs are
there in the market that I
am well-suited to solve?

>
There is a market for a “Blue Apron” style
meal kit service specifically for pet owners
to make for their pets.
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Ensuring a good customer experience
Goal Question Hypothesis

Maintain a 9.0 or higher on
Trustpilot. >

How can I ensure our
customers leave positive
reviews on Trustpilot?

>
If the business adds a self-service phone
system, customer satisfaction (as tracked
by average Trustpilot review score) will
increase.

Make sure 90% of
customer service calls end
with a satisfied customer.

>
How can I ensure our call
center is adequately
prepared to resolve
customer inquiries?

> Increasing call center sta�ng will lead to
an increase in customer satisfaction.

Retain customers at a
baseline or better rate after
they call about damaged,
lost, or late items.

>
How can we use customer
service as an opportunity to
make things right with a
customer?

>
Giving customers coupons after they call
in about damaged, lost, or late items will
increase customer retention.

Gaining attention
Goal Question Hypothesis

Land one podcast gig. >
Which podcasts am I likely
to land coverage on if I send
an email to the
showrunners?

>
If I send 10 requests to podcast
showrunners, 3 will have me on the show
as a guest.

Run an ad campaign on
Facebook and earn 10,000
impressions.

>
What is the most
eye-catching
advertisement I can run on
Facebook?

>
An unboxing video will have a lower cost
per impression than a video that explains
how the product works.

Get your website to rank
high on Google for a
specific keyword. (Pick a
“long-tail keyword” with 4
or more words in it.)

>
What specific four-word
keyword on Google would I
like for my brand to rank
for?

>
If we write five guest blog posts about
“aluminum yo-yo wide bearing” then one
of them will rank in the top spot on Google
within a month.

Stoking interest
Goal Question Hypothesis

Get 100 or more visitors on
your website in a week. >

What actions can I take to
get people to go to my
website?

>
Setting up business listings on Google and
Bing will increase tra�c on my website by
100 users per week.

Get people to talk about
your product in the
comments of a popular
YouTuber’s video.

>
Which YouTuber can I send
my product to that has an
audience that overlaps with
my target market?

>
If I send my cosmetics to five popular
beauty vloggers, at least one of the top 20
most-liked comments on 3 videos will
mention them.

Get 100 people to click on
your advertisements. >

What can I do to make ads
on Facebook that people
want to click?

>
Ads with videos will outperform ads with
photos in terms of cost-per-click, all else
equal.
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Creating desire
Goal Question Hypothesis

Get 20 people to add your
product to their cart. >

How can I write product
pages that make people
want to buy the product?

> Rewriting the copy on the product page
will increase add-to-cart actions.

Get 50 people to sign up for
your mailing list. >

What can I say that would
make people want to sign
up for my mailing list?

> O�ering an exclusive 20% o� coupon will
increase email opt-ins by 20%.

Get 5 people to ask you,
unprompted, for more
information about your
products.

>

What unique or
eye-catching quality can I
add to or emphasize about
my product that makes
people want to ask about
it?

>
Adding a “New & Improved” banner to the
product box will increase the amount of
questions asked by potential customers.

Incentivizing action
Goal Question Hypothesis

Improve your conversion
rate by 10%. >

What can I do to increase
the odds of people checking
out my website?

>
Sending reminder emails to people who
have added items to their cart, but not
checked out, will increase sales by 10%.

Start a promotion that
increases sales by 5%. >

What kind of coupon would
encourage people to buy
from my store?

> O�ering 20% o� a $100 purchase will
increase average order volume by 5%.

Make $1000. > What is my best-selling
item right now? >

The blue widget will sell more than 3 times
as much as the red widget if identical ad
campaigns are run to identical audiences.

3. Turn your hypotheses into experiments, collect data, and learn
This is where all the hard work you have been doing so far starts to pay o�. With
testable hypotheses in mind, you can create experiments that answer your
questions and help you to achieve your goals.

Qualities of good experiments
Good experimental design is another skill you will need to learn. Fortunately, the
basics are straightforward and intuitive. No lab coat required!

Here are four qualities that good experiments have in common:
1. Good experiments have good documentation - both procedures and

outcomes need to be clearly recorded. If you don’t follow clear procedures,
the data you receive from the experiment may not be reliable enough to use.
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If you don’t store information on the outcome, then you may as well have
not run the experiment at all!

2. Good experiments test one variable at a time. If you are trying to assess
the impact of one specific change to your business, then change just that
one thing and see what happens. Otherwise, you won’t know which precise
adjustment had the impact that you observed.

3. Good experiments have a control group. Even if you make just one change
at a time, random factors can also a�ect the outcome. In order to be able to
tell if your change really made a di�erence, you need a control group that has
been unchanged to compare it against. An important caveat: sometimes it’s
not possible to use a control group in marketing experiments. In these cases,
the next best thing is comparing recent performance to predefined
benchmarks.

4. Good experiments clearly define what data is to be collected in advance.
Because modern marketing is such a noisy field of study, it’s important to
decide what is important to pay attention to before running an experiment.
Otherwise, it can be easy to get distracted by newly generated data that
doesn’t necessarily relate to the experiment and what it is trying to prove or
disprove.

How marketers run experiments with research tools
Marketers don’t use test tubes and Bunsen burners. (Or at least the ones that I’ve
met don’t!) Instead, we use market research tools, many of which the average
individual has ready access to.

Here are just a handful of the tools used by marketers to do research and conduct
experiments:

1. Ad managers on sites like Facebook and Google. Even 20 years ago, when
advertising was mostly TV, radio, billboards, magazines, and the like, you
couldn’t use advertising to collect real-time data. Now you can, and you can
see with empirical data what people respond to in time to change course.
You can see what messages resonate with people based on interest, age,
gender, geographic location, and many other variables. It’s one of the best
research tools out there.

2. Sales data. Odds are, you are running marketing experiments to increase
revenue either directly or indirectly. That means sales metrics such as overall
sales revenue, average order volume, customer retention rate, customer
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acquisition cost, lifetime customer value, and many others will often be of
interest to you.

3. Web analytics. Modern web analytics tools allow us to measure everything
from the number of visitors in a given week to where they come from and
what pages they visit. All of these di�erent data points can be great for
figuring out how to get more people to pay attention to and buy from your
business.

4. Search engine rankings. Seeing where your business ranks in a given search
engine, such as Google, for a given keyword can be a great way of measuring
your online visibility. The vast majority of online experiences start with a
search, so it only makes sense to try to push your way up the rankings on
relevant queries.

5. A/B testing software. Tools like Google Optimize make it possible to make
small tweaks to your website and show them to 50% of your visitors at a
time. That way, you can see what precisely happens when you make a
change to the website and you can see whether it has the desired e�ect. (For
example, does changing the Buy button from blue to red increase
conversions? If so, by how much?)

6. Email analytics. Email statistics such as open, click, and unsubscribe rates
can be very useful for determining which of your messages are resonating
with your audience. Tools like Mailchimp and many others also have built-in
A/B testing functionality which can make it very easy to tell what happens
when you make a given tweak.

7. Social media analytics. Everything from follows to likes, comments to
shares can tell you whether your social media messages are striking a chord
with your audience.

8. Surveys. If you need a straightforward way to get people’s opinions in a
quantifiable way, surveys are a great way to do that. You can ask just about
anything you want, as long as you follow survey best practices.

9. Customer relationship management (CRM) software. If you are using a
CRM, you can often tell where your qualified leads and customers are
coming from. That means you can measure the real impact of given changes
to your marketing strategy with otherwise hard-to-quantify metrics.

This is really just scratching the surface too, because for experiments, it’s best to
use clearly quantifiable data. Non-quantifiable data, or qualitative data is also
available in abundance, and it’s wonderful for knowing what questions to ask in
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the first place. You can find that  through other means of market research such as
interviews, customer observation, reading competitor websites, trade journals,
online reviews, general customer feedback, and more.

Again, it’s important to remember that today’s problem is lack of trustworthy and
actionable information, not lack of information itself. Quantifiable experiments
allow us to reclaim something resembling certainty of what is true and what is not
true in our unique business situations.

All this in mind, let’s now focus on how we can run experiments for just 8 of the 24
hypotheses mentioned earlier. These examples are hypothetical, but every single
one of them could absolutely be real and the tools and methods described below
can be implemented in your own business.
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Experiment 1: Loyalty program pilot
Let’s say that you want to set up a store that sustains itself entirely on customer
retention and referrals alone. It’s a lofty goal, but a good one to aim for. After all,
customer retention is often much better for the bottom line than customer
acquisition. Getting new customers is more expensive than getting current
customers to come back.

But how can you step your way to that point? How can you encourage customers to
remain loyal to the store and refer their friends? These are relevant questions you
may ask yourself.

One possible way to step toward this goal is to implement a loyalty program. The
concept is simple, and best exemplified by airlines. Every time you fly Delta, you
earn SkyMiles which can only be redeemed for flights on Delta Air Lines. Therefore,
the discount encourages travelers to come back to Delta again and again.

Ecommerce stores do this too, and the commonly used store software Shopify has
no shortage of loyalty program apps that can accomplish this goal. You can give
customers points based on the value of their purchases, referring a friend, coming
back to the store, and even for having a birthday!

So you find a loyalty program you like - this is not an endorsement, but let’s say
Smile.io - on Shopify. But before you set up the app, you think, “how can I prove
this is worthwhile?”

That’s where a hypothesis comes in handy. In this case, the hypothesis is that
implementing a loyalty program will increase customer retention and referral
sales.

This is a good enough hypothesis to continue, but the experiment itself must be
designed carefully. Thankfully, because you are working with Shopify in this
example, sales data and customer retention is very easy to track. Plus, the app
Smile.io is able to track referrals easily. Documentation and measurement won’t be
an issue.
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Next, it’s important to focus on just one variable at a time. In this case, you may
choose to start with referrals. The focus of the experiment would then be
encouraging customers to invite their friends to the store.

You notice that Smile.io allows you to send emails to customers automatically
after purchase, giving them a custom referral code. You decide to give customers a
$10 credit for every customer they successfully refer.

At this point, given the new information you’ve found out while designing the
experiment, you can tweak your hypothesis to giving customers a $10 credit for
referring a friend will lead to an increase in referrals.

Useful documentation is in place, the hypothesis is nice and specific, and you’re
testing one variable at a time. Even if the test fails, the data is still going to be
useful. But there’s one catch: establishing a control group.

Some apps allow you to A/B test changes - that is, 50% of visitors experience your
website in a new way, and 50% do not. The ones who do not are the control group.

Using A/B testing to establish a control group is considered best practice, but it’s
not always feasible. In this case, you cannot do that, so the next best thing is to
tally up the average amount of weekly referrals your store has seen over the last 6
months and consider that your baseline.

If, after a month or two of testing the referral program, you find that you are
consistently seeing more referrals than baseline, you can probably assume that the
loyalty program is working.

From there, you may tweak the program to o�er di�erent coupon codes. You may
o�er di�erent incentives to optimize for customer retention instead of referrals.
The possibilities are limitless!

45



Experimental Marketing: Turn Your Curiosity into Success

Experiment 2: Defining shared interests
One of the most important things that any marketer can do is accurately define
their target market. Of course, this is a lot easier said than done. It’s tempting to
think you know who you’re talking to without collecting the data, but that can
backfire.

Let’s say you have created a new encryption tool that, when plugged into your
computer by USB, encrypts all data that is sent over Wi-Fi or the internet. In your
mind, it’s easy to imagine the kind of people who would like this product -
tech-savvy, privacy-oriented IT professionals with opinions on cybersecurity. You
know, the sort of person who uses 16-character passwords made of gobbledygook
to log into everything.

Since you have a little familiarity with Facebook Ad Manager, you know how
uncannily accurate their system can be for targeting people by interest. That’s why
you choose to use the tool to test your hypothesis. That is: your prospective
customers are interested in “cybersecurity” and “password managers” as
defined by Facebook.

To test this, you create a simple ad campaign on Facebook to run to four di�erent
audiences. They are:

1. Control Group: People interested in “technology” aged 20-65 in the USA.
2. Experimental Group 1: People interested in “cybersecurity” aged 20-65 in

the USA.
3. Experimental Group 2: People interested in “cybersecurity” and “password

managers” aged 20-65 in the USA.
4. Experimental Group 3: People interested in “cybersecurity” and/or

“password managers” aged 20-65 in the USA.

This is a good experimental setup for a few reasons. One, Facebook is great at
collecting data that you can use for documentation. You can test ad performance in
terms of result rate or cost-per-click, both of which can be great for assessing how
much certain audiences care about your ad. Next, you make sure to change only
interest between each of the groups, leaving age and location the same. That
means testing one variable at a time and building a control group into the process.
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You also take a few more precautions to make sure your audience test is a good
one. You run the same ad to all audiences and you make sure that each audience,
which has its own ad set, has the same amount of ad spending. In this case, you
spend $100 split evenly, with each group having $25 spent on them.

At the end of the test, you notice that the control group has a result rate of 1.3%,
experimental group 1 is 3.4%, group 2 is 4.8%, and group 3 is 3.9%.

Your hypothesis that your audience likes both cybersecurity and password
managers seems to be very clearly true, since all experimental groups are much
more responsive to the ad than the control group. From there, you can run with
your audience, leaving the interests for “cybersecurity and password managers” in
place and experimenting with di�erent factors like age, gender, and location.

Once you feel good about your audience, then you can further refine your
advertising and messaging strategy by trying di�erent copywriting and imagery
on the ads. Slowly, you can begin to see not only who your audience is, but what
they find most clickable on the internet.
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Experiment 3: Validating an unusual niche
Trying to prove there is a market for a really unusual idea is one of the toughest
things you can do in business. However, the tools that you need to prove your
idea’s worth exist - you just have to know how to use them. No easy task.

That said, let’s say you want to meet unmet demand in the pet market, and you’re
just totally tapped for good ideas. You want people to compliment your products
and say that they’re great ideas and fill a totally unserved need, but you’re stuck at
the brainstorming stage.

Your very tentative hypothesis is that there is a market for a Blue Apron style
meal kit service for pets. Put another way, there are “paw-rents” out there in the
world who would be willing to receive meal kits for their pets which they would
prepare themselves.

Now you could run this idea by people to get their feedback, but you know it’s
pretty out there and people can be dismissive. You also know it would be foolish to
put serious money behind the idea without vetting the idea.

One way you can test this is by going to Facebook ads. Yes, we’re using Facebook
ads again - it’s very versatile!

You create a Facebook audience to go to pet owners with a disposable income of
$100,000 who frequently work from home. The idea is to reach dedicated pet
owners with a lot of money and the ability to spend lots of time on their pets.

You then create an email form ad campaign on Facebook. You use some
copywriting and imagery to entice potential leads. You use three di�erent versions
of copywriting and three di�erent high-quality stock images to make nine unique
ads. The basic idea here is to make sure that at least one ad combination is a good
one.

You then run the ads to your audience for $180, making sure that each ad gets the
same amount of ad spending ($20). The variable you are testing for is simple:
email leads. If you get a good amount of email leads, then you can assume that the
idea is worth further investigation because people are interested.
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(We will also give you the benefit of the doubt and assume that you are a
competent advertiser. It’s possible to get no email leads on a great concept if you
don’t know the basics of advertising. If you are competent and the basic concept is
decent, spending $180 over 9 di�erent ads should at least result in some leads.)

Facebook will handle the documentation. You are testing for one variable at a time
- number of email leads - and using di�erent ads to minimize the risk that a single
bad ad spoils the whole test. The test will be useful whether it’s a boom or a bust
too.

But there is one issue - how do you create a control group? In this case, you really
can’t. The potential audience is so specific that you can’t run the same ads to, say, a
general audience in the US and expect that to be a valid group for comparison. The
best thing you can do is compare the cost per lead collected in the test to a
benchmark.

For a benchmark, you would look up “cost per email lead in the pet industry” and
try to find the most reputable source you can, such as Statista. Let’s say, for
argument’s sake, that each pet industry email lead takes an average of $7 to
acquire. If you can get anywhere close to that - say, $14 - then your concept might
have legs.

After running the test, you receive only four email addresses, averaging $45 each.
It would appear that the idea is a bust, meaning that you can fairly comfortably
move on to other ideas. That said, if you have any doubts, you can also ask pet
owners to fill out surveys or you can get together focus groups and see what people
have to say.

The key here is to be careful when using quantitative data to test a qualitative
concept. The important thing is to note whether the cost per email lead is “below
normal, “normal,” “slightly above normal,” or “way above normal.” Parsing the
data any further than that in a case could leave you with odd and incorrect
conclusions.
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Experiment 4: Call center sta�ing
Few experiences are as uniquely infuriating as waiting a long time to get on the
phone with a customer service rep, only to have them be rude to you, put you on
hold, and fail to resolve your problem. If you’re running a business that is
inundated with customer service calls, you may fear that this is exactly the
experience you are providing to your customers. Whether that fear is a valid one or
not, it’s good to have guardrails in place to make sure customer service never drops
below a certain level of quality.

Let’s say that your goal is to make sure that 90% of customer service calls end with
a satisfied customer. You measure this by having surveys at the end of the call
where callers can rank their experience on a scale of 1 to 5. Ratings of 4 and 5 are
classed as “satisfied” with all others classed as “unsatisfied.” Let’s say that your
current customer satisfaction rate, using these terms, is 85%.

Now 85% isn’t altogether bad, but 90% would be a lot better. It seems like
customer service is constantly overworked, though, and not for reasons like poor
product quality. The company is just doing a lot of business!

You may be considering hiring more customer service reps, but want to be sure
before committing to the process and expense of hiring W-2 employees with
benefits. A natural hypothesis would be that adding one employee to the call
center will lead to an increase in customer satisfaction from 85% to 90%.

But how do you test something like this? It’s surprisingly not as hard as you might
think. The phone surveys make it very easy to see the di�erence between success
and failure in terms of real data. You won’t be able to establish a control group for
your call center, but you can use benchmarking - performance before testing a
given solution and performance after.

One way you can test to see if understa�ng is a true problem is by hiring a temp
worker. By doing this, you can see if having just one extra pair of hands makes a big
di�erence in customer satisfaction without risking the expense of a new
employee. This works because you are testing just one variable at a time - number
of overall workers in the call center.
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And if the customer satisfaction score fails to go up even with a competent
contractor, then it suggests that sta�ng alone is not the problem. This may then
raise questions about other aspects of customer experience. Are the instructions
clear? Is the product truly as high quality as thought?
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Experiment 5: Ranking on Google
One way to increase brand visibility and web tra�c is to rank highly on Google, or
any other search engine, for a specific “long-tail keyword.” Long-tail keywords are
great to rank for, since they are usually four words or longer and highly niche.
Ranking for a general keyword like “bread” is really di�cult, but ranking for
“aluminum yo-yo wide bearing” is not.

Let’s say you’re starting out your yo-yo business and you really want to rank high
on Google for “aluminum yo-yo wide bearing.” For those interested in what you’re
making, this is a search term that people are likely to use if they have high
purchase intent. You also know that writing guest posts on industry-specific blogs
is a great way to get your brand to rank high in the search results. You can
essentially borrow someone else’s website and authority to broadcast your
messages.

Your hypothesis is therefore if I write five guest blog posts about “aluminum
yo-yo wide bearing” then one of them will rank in the top spot on Google within
a month.

To run a good experiment here, it’s important that you take screenshots of the
current Google rankings. You need a clear “before” and a clear “after.” This is both
for documentation purposes and because a strictly defined control group is not
possible here, and seeing before and after results is the next best thing.

You would then send out 15-20 emails to popular bloggers within the industry.
Odds are good that at least 5 will take you up on your o�er to write about yo-yos.
You can then write a guest post that fits the channel you’re writing for, making
sure to either use the key phrase in the title of the post, or at a minimum,
throughout the body.

Since you’re writing the guest post, the blogs hosting your work will link back to
your site, so your brand will be visible. The trick here is to write lengthy posts that
are likely to rank well in Google.

After you submit your posts, you wait! You wait first for the posts to be published,
and then a few more weeks for Google to update its results. You would then see
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definitively whether your experiment was successful in pushing your branded post
to the top of the search engine results page.

If you do rank at the top, that’s great! Even if you don’t, seeing what the top result
is can tell you a lot about who to reach out to next, or, if appropriate, which other
keywords to try targeting.
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Experiment 6: Video vs. Image ads
If you spend any amount of time on digital marketing, ad testing will come up over
and over, for di�erent purposes. It can be great for vetting concepts and narrowing
down audiences, making it a wonderful research tool. But let’s not forget about its
main purpose - running ads, getting clicks, and ultimately getting sales!

Refining ad campaigns is not conceptually di�cult, but it does require patience
and a systematic, empirical approach. Let’s say your goal is to get 100 people to
click on your Facebook ads. That raises the logical question of “what can I do to
make my Facebook ads more clickable?”

Let’s also assume that you have a proven sense of who your audience is and what
kind of copywriting appeals to them. You know what to say and who to say it to.
That means the next part you will want to nail down is the images or videos to show
in the ads. You have a tentative hypothesis that ads with videos will outperform
ads with photos in terms of cost-per-click.

To test this, you would run all ads to the same audience with the same copywriting.
The only thing you would change would be the photo or video to include. It would
then make sense to run 6 ads in parallel, spending the same amount of money on
each. You would run 3 ads with images and 3 with video. (Using 3 of each lowers the
risk of tainting the results by using a single dud image or video.)

In this case, since you’re testing the quality of video ads, the image ads function as
the control group.

Let’s say you do this and make sure each ad gets $20 total in ad spending. After
about a week of running ads, you see the following results:
● Video 1: $0.19
● Video 2: $0.22
● Video 3:  $0.23
● Image 1: $0.25
● Image 2: $0.30
● Image 3: $0.32
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Videos on average cost $0.21 per click and the images on average cost $0.29 per
click. That’s a big enough di�erence to feel pretty confident that videos do better,
especially since the worst-performing video here did better than the
best-performing image.

If the results were less clear, you could continue running more tests, for example,
comparing di�erent video and image sets until you have a sense for which type of
media works best. Even if you found out that still images performed best, it would
be very useful data to have handy.
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Experiment 7: Rewriting product pages
Getting people to visit your store is one matter, but getting them to buy from it is
another entirely. A lot of factors go into whether people choose to purchase from
you or not. Price is a factor, including both the base price of the product and the
price of shipping. Quality photos are another, as is a general feeling of trust.

But one of the elements that stands out to me is the importance of a good product
description. When people buy online, it’s always a leap of faith. You have to trust
that the person on the other end is going to give you a good product in a reasonable
amount of time. You also have to trust that the product resembles its appearance
online. It’s a lot to consider.

So your big goal might be to get 20 people to add your product to their cart.
Knowing what I said about product descriptions, you might wonder if rewriting the
copy on your product pages will increase add-to-cart actions. Your hypothesis is
that rewriting the copy on your best-selling product page will increase
add-to-cart actions by 15%.

Testing this is fairly simple. By using a tool called Google Optimize, you can create
A/B tests on your website. You can change one factor on a page, and show the
changed version to 50% and the unchanged version to the other 50%. Built-in
control group, built-in documentation!

So you decide to set up Google Optimize and show one version of your best-selling
product page with its current copy, and another version with a long, detailed
product description that goes over every detail of the product from technical specs
to benefits. You then start the experiment on Google Optimize and wait!

Seriously, all you have to do here is set up Google Optimize. It will run the
experiment for you. You will have to choose an event to optimize for, which in this
case will be customers adding to their cart. Over the next couple of weeks, you will
collect quality data that demonstrates definitively whether changing the product
description works for its intended goal.

In this case, let’s assume it does. You can then repeat this process by creating new
copywriting for each individual product on the site and running continual A/B tests
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to slowly optimize the copy. If you do this regularly for several months, your
add-to-cart actions - and sales - should dramatically increase!
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Experiment 8: Reducing shopping cart abandonment
One of the most pesky things about running an eCommerce store is people’s
tendency to put items in their cart and never purchase. If you’re a store owner, you
know exactly what I’m talking about! Roughly 7 in 10 people will do this when
shopping an average store online. It’s a weird, uniquely “online” behavior since you
know that no normal human-being would fill a grocery cart and leave it in the aisle
of Whole Foods, then walk out of the store!

Let’s say for the purposes of this example that you run an eCommerce store and
what you really want to do is improve conversion rate by 10%. After reading online
about how to improve eCommerce conversion rates, you might naturally ask
yourself how you can increase the odds of people checking out on your website.
This would naturally lead you to learning more about how to reduce shopping cart
abandonment.

One technique you can try to improve the odds of closing a sale is super simple -
send reminder emails to people who have added items to their cart, but not
checked out. Your instinct, as defined in hypothesis form, is that sending
reminder emails to people who have added items to their cart, but not checked
out, will increase sales by 10%.

For simplicity, let’s assume you’re using Shopify again. You know that Shopify - as
well as just about every other major eCommerce store software - can collect the
email addresses of people even before they check out. This allows you to remind
them of their abandoned purchase and hopefully close the sale.

So you design the simplest experiment. You commit to sending a reminder email to
every other cart abandoner precisely one day after they abandon their cart. You
don’t need a plugin to do this, and you can even do it by hand, provided you’re
consistent.

Documentation won’t be a problem, since tracking sales data and conversion rates
is easy. You’re testing one variable at a time. You have a control group and it’s still
useful even if you don’t get the results you want. It’s a good experiment, in other
words.
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After doing this for a month, you can compare the conversion rate of those who did
not receive a reminder (the control group) against those who did (the
experimental group). To your mild disappointment, conversion rates only ticked
up by 7% among those who received shopping cart abandonment emails.

This is still a good result, though! From here, you can see what happens if you
change the emails being sent out. Does the specific wording make a di�erence?
What about the time of day the emails are sent, and how long after the
abandonment the emails are sent?

There are lots of new variables that you can explore and experiment with. New
questions replace the ones already answered, and the feedback loop begins anew.
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Workbook: Form Your First Experiment
It’s your turn now! Fill in the blanks below to design your first marketing
experiment. This will help you become accustomed to using the scientific method
for marketing. After a few times, this will become second nature!

What questions do you have that you would like to test?

Turn each question into a hypothesis that can be proven true or false.

Outline an experiment that can be used to prove or disprove each hypothesis.

What did you learn from the experiments? What new questions do you have?
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Go forth and prosper
There are no shortcuts to success in business. But being able to rely on a clear-cut
system of thinking sure helps make the long path easier to traverse.

Remember - the only two rules that matter in marketing are “make something
worthwhile” and “tell people you’ve made something worthwhile.” All the other
rules are enforced on an as-needed basis.

No one else in the world has a business quite like yours. You work with a unique
combination of ambitions and history, contacts and context. That’s why your own
curiosity and questions are some of the most underrated assets you hold.

Questions alone won’t lead to success, though! They must be refined like oil and
cut like diamonds. But never lose sight of the fact that your questions are valid,
your curiosity is a gift, and even your most idle unique interests are worth
engaging with and testing in a methodical, serious way.

By turning your questions into testable hypotheses and creating experiments, you
can gather the rare, relevant information that you need to act. So often, relevant
information is the di�erence between meeting your goals and missing them
entirely.

I hope you’ve enjoyed this book and found it helpful. I wish you good luck in your
business endeavors!
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About Brandon Rollins
Brandon Rollins is the Founder & CEO of Pangea Marketing Agency in
Chattanooga, TN. His passion is helping small business owners and creatives share
their ideas with the world using the latest technology. That means writing blog
posts, making videos, running ads, setting up websites, and much more - all to
help folks get their work seen by as many interested people as possible.

In addition to running Pangea Marketing, Brandon also runs brandonthegamedev.com, a website
about board game development, publication, and marketing. He also runs Weird Marketing, a blog
about how you can find marketing lessons in everything from pop music to wrestling, old video
games to gas stations.

In the years before Pangea Marketing, Brandon worked a variety of IT jobs in healthcare, insurance,
and government consulting. He is also a published expert in the subject in, as it was called in the
early '10s, "viral marketing."

About Pangea Marketing Agency
Pangea Marketing Agency is a digital marketing agency for small businesses. Based in
Chattanooga, TN, Pangea o�ers a wide variety of services ranging from marketing strategy and
consulting to website development, advertising, social media, and content creation.

Clients include Fulfillrite, a shipping company based in New Jersey; the creator of BGSHIELD, a
spill-proof coating for board games; and young adult fiction author, B.T. Polcari. (Working
simultaneously in logistics, board games, and fiction industries brings a diverse range of
responsibilities!)

Pangea is committed to using experimental marketing to help clients meet their unique goals.
Pangea sta� listen, experiment, and learn, never taking anything for granted, always willing to
hone their diverse skill sets.

We love helping small businesses like yours grow. It’s why we get up in the morning.

Click here to book a free one-hour consult with Pangea.

Website: https://pangeamarketingagency.com/
Blog: https://weirdmarketingtales.com/
Facebook: https://facebook.com/hellopangea
Twitter: https://twitter.com/hellopangea/
Instagram: https://instagram.com/hellopangea
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