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Before we do anything…



A Science-based Institute with a Consultancy

Conducts rigorous scientific 
experiments with research partners 
from all industries to help leaders 
optimize the financial performance 
of their sales and marketing funnels

Draws from 20 years of research 
including: 

• 20,000+ sales path experiments
• 1 billion tested emails
• 500,000 executive interviews
• 2,200 brand-side case studies
• 36,980 companies benchmarked
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Your Value Proposition does not exist 
on that sheet of paper…



A Value Proposition is…

A Reason



It is…

If I am your ideal 
prospect, why should I 

give to you rather than….



What is the reason for giving?
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What is the reason for giving?

The number one reason new donors 
do not pay attention to us is because 

we fail to pay attention to them.



What is the reason for giving?

We need to stop trying to get our value 
propositions into our campaigns; we must get 
them into the minds of our potential donors



What is the reason for giving?

So how do we do this?



The Value Proposition Heuristic

Vf = (Ap ⁞ Ex)
Ac = (Cl ⁞ Cr)
Cf = (Mt ⁞ Mn)

Main Elements:
Nf = Net Force of the Value Proposition
Vf = Gross Force of the Value
Cf = Gross Force of the Cost
Ac = Acceptance

Sub Elements:
Ap = Appeal
Ex = Exclusivity

Mt = Material
Mn = Mental

Cl = Clarity
Cr = Credibility

Vf

Cf

Ac

VfAc - CfAc = Nf



Experiment: The fulcrum

Perceived 
Value

Perceived 
Cost

VfAc - CfAc = Nf  



The four conclusions of an 
effective value proposition.



“I want it”



What is wrong with this CTA?

Donate Today



Experiment #1: Background

Company: SurveySpot Headline Test 

Test Protocol: TP1111

Problem: A survey company offering to pay its members to take surveys 

Hypothesis: Reducing the perceived friction and adding value proposition by reducing the length of the 
page and adding a headline will increase the number of registrants because prospects desire a quick 
process focused on the value they will receive

Goal: To increase qualified survey panelist registrations

Primary Research Question: Which panelist registration page will have a higher conversion rate? Which 
headline will generate the highest subscription rate?

Primary KPI: Subscription rate



[Headline Here]

? Which headline won?

1. Join the SurveySpot Community 
and Have Your Opinions Count

3. Set Up Your FREE Account Today 
and Start Earning Money!

2. Get Rewarded for Your Opinion

4. Take Online Surveys From Home 
and Win Cash & Prizes

Experiment #1: Control and Treatments



Get Paid to Take FREE Surveys

Here’s Your First Survey, and an Invitation to Join Our Research Community

Get Paid to Fill Out Online Surveys

Get Rewarded for Your Opinion

Surveys – Quick, Easy and FREE

Win Cash & Prizes for Online Surveys

Set Up Your FREE Account Today and Start Earning Money!

You’re Invited to Join the SurveySpot Community and to Earn Rewards For Your Opinions

Join the SurveySpot Community and Have Your Opinions Count

Take Online Surveys From Home and Win Cash & Prizes

10.44%

8.87%

7.46%

7.23%

5.67%

5.12%

5.03%

4.24%

3.36%

2.95%

Experiment #1: Results



Experiment #2: Background

Company: Christian Broadcasting Network

Test Protocol: TP12179

Problem: The incentive layout on mobile proved to be effective, however we saw a decrease in the desktop 
performance

Research Question: Which donation page will generate the highest donation rate and overall revenue?

Hypothesis: By applying the mobile layout on desktop, we will increase donation rate and overall revenue

Goal: To increase overall revenue in the call center by offering callers a one-time donation

Primary KPI: Revenue 

Secondary KPI: Donation rate 



Experiment #2: What donors said…

“I want to help others.”

“Water wells/clean water for people”

“I want to help more people”

“Saw children needing help”

“I love to give because [organization] does 
so much ministry”



Experiment #2: What donors did…

78%
In Donation Rate



Research Partner: Fisher’s Center for Alzheimer’s Research Foundation

Experiment ID: TP1041

Background: A nonprofit that supports Alzheimer’s disease research

Hypothesis: Focusing the value proposition and addressing anxiety by changing the copy and 
adding/emphasizing third-party credibility indicators will increase the donation rate because 
customers are concerned that their donation will effectively go toward what they want.

Goal: To significantly increase donations on their site

Research Question: Which page will generate the most donations?

Primary KPI: Donation rate

Experiment #3: Background



Experiment #3: Control vs. treatment

54%
In Donation Rate



“I want it”

Key Principle: A donor does NOT cease to be human in the act of donating.

Key Principle: For most donors, the act of giving is still an act of receiving. 
Though not consciously motivated by return, the average donor does 
subconsciously calculate “what will I get” by giving.

Key Principle: Therefore, we must ensure that we connect our request of 
support directly to one or more of three “levers of appeal”:     

1. Relevance
2. Importance 
3. Urgency



Experiment #3: Background

Company: Christian Broadcasting Network

Test Protocol: TP12143

Problem: There is not enough distinction in the level-specific value proposition to motivate a potential 
donor to give at higher levels

Research Question: Which donation page will generate the highest donation rate and overall revenue?

Hypothesis: Increasing the perceived value of each level by adding unique incentives for each level will 
increase the total revenue generated by donations because prospective donors are willing to give more but 
need further justification for giving at high-levels.

Goal: To increase overall revenue be adding donation-level value proposition

Primary KPI: Revenue 
Secondary KPI: Donation rate 



Experiment #3: Control



Experiment #3: Treatment



Experiment #3: Treatment (expanded)



Experiment #3: Results

Relative Increase in 700 
Club Gold Donation Rate37%

Relative Increase In 
Monthly Revenue17%

7% Relative Increase in 
Overall Donation Rate



“I can’t get it anywhere else”



“I can’t get it anywhere else”

Appeal
“I want this”

Exclusivity
“I can’t get this 
anywhere else”



“I can’t get it anywhere else”



“I can’t get it anywhere else”

Specialized Focus

Locality

Effectiveness Unique Experience

Exclusive Status Affiliations



“I understand it”



Porter, M. (1985). Competitive Advantage: Creating and Sustaining Superior Performance (p. 140). New York, New York: The Free Press. 

Organization BOrganization A

Actual Value Force
Perceived Value Force

“I understand it”
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Experiment #4: Background 

Company: Willow Creek Association

Test Protocol: TP12186

Problem: The current donation page lacks clarity around the value of a donation

Research Question: Which donation page will generate the highest donation rate and total revenue?

Hypothesis: Bringing greater value proposition clarity by adding copy, changing imagery and providing 
evidentials will motivate more people to give because people need more clarity around what their donation 
will do before they decide to give

Goal: To increase overall revenue generated from this page by clearly reinforcing value proposition

Primary KPI: Revenue 

Secondary KPI: Donation rate 



Experiment #4: Control 



Experiment #4: Control



Experiment #4: Treatment



Experiment #4: Treatment



Experiment #4: Treatment



Experiment #4: Side-by-side



Experiment #4: Results

54%
In Donation Rate



“I believe it”



“I believe it”



“I believe it”

Today, a clear value proposition is not enough, 
it must also be instantly credibility.



“I believe it”

Value Proposition: We have the 
nation's fastest mobile broadband 
network and the largest international 
coverage of any U.S. wireless carrier, 
offering the most phones that work in 
the most countries; the largest Wi-Fi 
network in the United States based on 
branded and operated hotspots.

“I Want It”
1 2 3 4 5

I Can’t Get It 
Anywhere Else”

“I Understand It”

“I Believe It”
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“I believe it”

Value Proposition: We have the 
nation's fastest mobile broadband 
network and the largest international 
coverage of any U.S. wireless carrier, 
offering the most phones that work in 
the most countries; the largest Wi-Fi 
network in the United States based on 
branded and operated hotspots.
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VfAc - CfAc = Nf

“I Want It”

I Can’t Get It 
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“I Understand It”

“I Believe It”



“I believe it”

Key Principle: There are three primary ways to increase the perceived 
credibility of a value proposition.

1. Quantification: Don’t just tell me it will have the greatest impact, tell 
me how much impact.



Examples of Quantification
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“I believe it”

Key Principle: There are three primarily ways to increase the perceived 
credibility of a value proposition.

1. Quantification: Don’t just tell me will have the greatest impact, tell 
me how much impact.

2. Specification: Don’t just tell me you are the most connected, tell me 
the specific connections you have.

3. Verification: Don’t just tell me about the unique experience, let 
someone else do your bragging. 



Examples of Verification



Summary and Additional Resources



Value Proposition Check List

“I want it” (Appeal)

• Are claims focused on present 
prospect’s desires and interests?

• Do claims connect with the prospect’s 
essential needs (i.e., safety goals, 
belonging)

• Do they reference natural or artificial 
urgency?

“I can’t get it anywhere else” 
(Exclusivity)

• Does there appear to be an “only” 
factor?

• Is it followed be a specific comparison 
to a known competitor or area?

“I understand it” (Clarity)

• Are claims/evidentials described with active 
verbs and concrete nouns?

• Are they described using the prospect’s 
vocabulary?

• Are they sequenced logically?

“I believe it” (Credibility)

• Are they described using specific facts?
• Are the described using quantitative 

language?
• Are the backed up by third-party 

references?



Download Related Resources from MECLABS Institute

Get resources specifically selected to help NIO Summit attendees design a 
value proposition to attract new donors:

• Austin McCraw’s Keynote Slides
5 case studies 
4 conclusions of an effective value proposition

• The MECLABS Institute Guide to Optimization
22 pages includes an in-depth look at 3 of 10 patented 
heuristics
Tactical tools and detailed examples to optimize your 
campaigns

• Value Proposition Reference Card 
Value proposition heuristic and clarifier
Exchange sum fulcrum to help you balance perceived cost and 
perceived value of every offer and exchange you’re providing

Get access now at MECLABS.com/NIO


