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About Me – Jayesh Mistry

• 3 years Marketing Experience

• Paid Advertising specialist for 2 years

• 4 Months at Anicca

• Multiple Ad campaigns across various 

sectors

• Fascinated by human behaviour

• Love asking “Why” and “How”



Examples of the

brands we work with
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What are we going to achieve by the end of 

this presentation:

• A way of measuring persuasion and the impact of 

Marketing Psychology on your website performance

• Taking away some of the guesswork for when you 

generate ideas and hypothesis’ for testing website 

improvements (i.e. conversion rate optimisation or CRO)



Why is Conversion Rate 

Optimisation (CRO) 

Important?



Why is it important that your website 

works for you?

● It only takes 2.62 seconds to make a first impression – so 

factors like speed and design can have a massive 

impact on users remaining on your site

● Around half of websites users leave immediately (i.e. 

“bounce”) - therefore you can lose people very quickly

● You need to provide a great user experience (UX) to 
keep users happy, engaged and returning to your site

● You need to ensure that your site achieves your business 

objective, for example, generating business leads or 
sales (aka conversions)



What is Conversion Rate Optimisation?

Conversion rate optimisation (CRO) is the systematic 

process of increasing the proportion of website visitors 

who take your desired action on your website 

(i.e. enquiries, sales or other activities – aka conversions)



The steps used in conversion rate optimisation

● Carry out a comprehensive analysis of the current situation (“Heuristic 

analysis”) using a range of tools and methodologies

● Use this data to develop a hypothesis of how your site could be improved

● Test this hypothesis (A:B Testing against the original or “control”)

● Once you have a statistically significant result - then you can implement the 

small incremental improvements



How to make your website more persuasive?

To be more persuasive and increase the conversion rate of your 

website, you also need to be aware of:

● The brain and its impact on psychology
○ Personality types

○ 25 Cognitive or User Biases

● If you understand the Psychology of your target audience, you 
can make improvements that will appeal to that segment – this is 

known as Marketing Psychology



CRO plus Marketing Psychology

● This standard CRO process is very focused on analytical results, data, looking at 

conversion rates, use of monitoring tools like Hotjar etc. 

● The approach I'm going to take today, looks more at the psychology and the way 

users behave on sites and the things that will “trigger their bells” 

● Therefore, my presentation today is about the impact of Marketing Psychology on 

a website
Marketing Psychology 

(Measurement & Insight)



Who’s saying what about Marketing Psychology?



The Brain and our 

behaviour



The Brain

Prefrontal Cortex 

• Logical decisions

Reptilian Brain

• Thousands of million years old and has adapted for → 

Survival and Reproduction

• 1 adaption happens over 10,000 years and only in a 

constant environment

• We haven’t adapted for these surroundings



This is why we keep making irrational 

decisions!
• Keep eating unhealthy food

• Staying on abusive 

relationships

• Max out on credit cards

Because the 

Reptilian Brain is 

pulling the strings:



We don’t have as much control as we 

think!

● How can you appeal to your customer’s instincts 

to give them value?

● How User Biases influence decision making and 

actions

● How personality type impacts behaviour

● How you can make your websites and marketing 

more persuasive by understanding marketing 

psychology



How personality 

types influence 

persuasion



Why do you need to know about 

personality types?

● You need to appeal to the majority of personality type in your target 

market

● You don’t want to alienate a certain percentage of your market

So, we need to understand:

● What are the different personality types?

● How can you appeal to all of your audience’s different personality 

types?



Examples of Personality/psychometric tests:



Practical Action Social Emotional

• Down to earth

• Slower/softer 

speaking

• Logical

• Maths-type

• Don’t like change

• Love to plan

• Frugal

• Want to know 

every single detail

• Fast-paced

• Energetic

• Let’s make this 

happen

• A little aggressive

• Urgency

• Good at starting, 

not at finishing

• Worry about the 

consequences 

later

• Verbal cues:

• Let’s go!

• Boom

• 700-1500

• Like to socialise for 

no reason

• Likes meeting 

people

• Likes to talk to 

everyone even if 

they don’t meet 

them again

• Small talk

• Sales 

• Sensitive

• Intuitive

• Verbal cues

• Feel

• Fearful

• Afraid of being 

ripped off

Everyone has these personality types at different levels

The PASE system
What makes your customers pay attention



You can use PASE to target to your market 

Practical

25%

Action

25%

Social

25%

Emotional

25%



Why use the PASE system in marketing?

• We need to understand and present the website design and 

content in a way that suits the personality type of the target 

audience

• When we’re designing a website, we need to understand what 

the dominant personality types are. So that the information is 

either presented specifically for them or so other personality types 

can still get the access

• Understanding these personality types will allow you to modify the 

design and the type of content that you produce, to ensure that 

different types of people get the information that they need and 

the way that they want

• This approach ensures that we don’t ignore a section of our 

market that we could have done business with



25 Cognitive or 

User Biases



25 Tools/ways people make decisions (YES or NO)



25 Cognitive Biases
Cognitive Bias Description

Reward and Punishment 
Super Response Tendency

Self-interest and rewards drive behavior

Liking/Loving Tendency Humans tend to like and love things and people. For the object of your affection, you ignore 
his/her/its faults and comply with his/her/its wishes.

Disliking/Hating Tendency Humans tend to dislike and hate things and people. you ignore virtues in the object of dislike.

Doubt-Avoidance Tendency Doubt is painful, causing puzzlement and stress, so you reach a decision more quickly than a 
fully considered decision would take.

Inconsistency-Avoidance 
Tendency

People are reluctant to change. This applies to personal behavior, beliefs, relationships, 
commitments.

Curiosity Tendency Humans tend to be curious, even more so than monkeys and mammals.

Kantian Fairness Tendency Humans follow behaviors that, if followed by all others, make the surrounding human system 
work best for everybody.

Envy/Jealousy Tendency Wanting something that someone else has. Fearing that what you have will be taken away

Reciprocation Tendency Humans reciprocate both favors and disfavors. “An eye for an eye” in the negative case (or 
reciprocate-disfavor).

Influence-from-Mere-
Association Tendency

The qualities of one item transfer to another simply when placed in proximity



Cognitive Bias Description

Simple, Pain-Avoiding Psychological 
Denial

Denying that an objective truth exists because it causes pain. Can probably be helpful 
in persevering if the objective truth is not available, or the common wisdom is incorrect

Excessive Self-Regard Tendency You overestimate your abilities

Overoptimism Tendency People tend to believe things will work out

Deprival-Superreaction Tendency The pleasure gain from earning $10 is less than the displeasure from losing $10

Social-Proof Tendency You think and do what you observe is thought and done around you.

Contrast-Misreaction Tendency You tend to think in terms of relative contrast (% terms) rather than absolute numbers

Stress-Influence Tendency Stress-Influence Tendency

Availability-Misweighing Tendency Your brain works with what’s available to you

Use-It-or-Lose-It Tendency All skills attenuate with disuse.

Drug-Misinfluence Tendency There are substances like alcohol that are addictive and make you feel deceptively 
happy

25 Cognitive Biases



Cognitive Bias Description

Senescence-Misinfluence Tendency Old people find it harder to learn new skills

Authority-Misinfluence Tendency Man was born mostly to follow leaders, with only a few people doing the leading

Twaddle Tendency Twaddle = “foolish speech or writing”. Some people tend to pour out twaddle 
while others are doing serious work

Reason-Respective Tendency You work and learn better when given correct reasons for why to do something.

Lollapalooza Tendency The confluence of multiple tendencies leads to extreme consequences

25 Cognitive Biases



Use of 

Cognitive Biases



Reward and Punishment Super Response Tendency

Self-interest and rewards drive behaviour



Reciprocation Tendency
Humans reciprocate both favours and disfavours. 



Contrast-Mis-reaction Tendency
You tend to think in terms of relative contrast (% terms) rather than absolute numbers



Social Proof Tendency
You think and do what you observe is thought and done around you.



Influence-from-Mere-Association Tendency
The qualities of one item transfer to another simply when placed in proximity



How to measure 

persuasion



Methodology

1. Take key elements of the design and content

2. Grade 1-10 for PASE rating

3. Identify the accidental or deliberate presence of 
Cognitive Biases within these elements

We can use the PASE and Cognitive Biases to 

measure the “persuasiveness” of a website (or other  
marketing assets):



4/10 Practical

8/10 Action

2/10 Social

6/10 Emotional

PASE Rating: Cognitive Biases:

Reward

Availability

Reciprocation

Section 1 of the website - header



Section 2 of the website

6/10 Practical

8/10 Action

2/10 Social

5/10 Emotional

PASE Rating: Cognitive Biases:

Reward

Reciprocation

Availability

Reason



3/10 Practical

8/10 Action

6/10 Social

7/10 Emotional

PASE Rating: Cognitive Biases:

Reward

Reciprocation

Availability

Section 3 of the website



6/10 Practical

8/10 Action

8/10 Social

7/10 Emotional

PASE Rating: Cognitive Biases:

Reward

Reciprocation

Availability

Social Proof

Section 4



6/10 Practical

8/10 Action

7/10 Social

7/10 Emotional

PASE Rating: Cognitive Biases:

Reward

Reciprocation

Availability

Section 5



8/10 Practical

5/10 Action

5/10 Social

2/10 Emotional

PASE Rating: Cognitive Biases:

Reciprocation

Availability

Social Proof

Section 6 – the footer



Section Reward Reciprocation Availability Reason Social Proof Consistency

1

2

3

4

5

6

Summary of Cognitive biases by section



Section Cognitive Biases Practical Action Social Emotional

1 Reward, Reciprocation, Availability 4 8 2 6

2 Reward, Reciprocation, Availability, Reason 6 8 2 5

3 Reward, Reciprocation, Availability 3 7 6 7

4 Reward, Reciprocation, Availability, Social Proof 6 8 8 7

5 Reward, Reciprocation, Availability 6 8 7 7

6 Reciprocation, Availability, Social Proof, Consistency 8 5 5 2

Total 6 Different Cognitive Biases 33/60 44/60 30/60 34/60

Score Persuasion Score: 59% 55% 73% 50% 57%

Calculate Your Persuasion Score

You don’t want consecutive low scores (below 7/10)



Using this data 

for your CRO



Adapting the conversion rate optimisation process

Measure

Measure & Track 

Web Activity

Conduct Research

PASE Rating and 

identified Cognitive 

Biases.

Lacking in Practical, 

Social and Emotional 

personality. Could do 

with more Cognitive 

Biases

Analyses

Analysis of findings 

and results

Plan & Design

Prioritise 

hypothesis 

according to 

potential impact  

changes may 

have.

Practical: contrast 

tables, more 

technical detail.

Social: More social 

proof e.g. 

customer reviews 

and ratings.

Emotional: 

Authority signals 

e.g. Associations

Test

A/B Testing & 

Multivariate

Feedback of 

Findings



You can still use heat maps and other 

tools to track on-site behaviour



Conclusions
• It only takes 2.62 seconds to make a first impression

• So, you need to ensure that the different types of people (within your target 

audience) get the information they need from your marketing in a way that 

they want

• Understanding PASE and the different personality types of our target 

audience, will allow you to modify the design and content, so it is more 

persuasive and effective (i.e. using Marketing Phycology to increase 

conversion rates)

• We can use some of the 25 Cognitive Biases as tools to persuade people to 
take action

• We can use PASE and the 25 Cognitive biases to measure persuasion on our 

website

• We then need to use this data to form a hypothesis on how to improve a site, 

so we can test it and make the changes that will lead to more leads and 

sales



Next webinar – Friday 29th January 9:00 am

What we have learned from running free weekly webinars 

for 10 months

• In this webinar, Ann Stanley will summarise

some of the key issues around setting up 

and promoting a webinar for your 

business. 

• Ann will explain how this evolved over the 

year and which marketing channels 

helped us to achieve 100-200 registrations 

every week. 

• At the end of this webinar, you will have a 

good idea of how to create your own 

programme of virtual events, including 

tips on promotions, subjects and likely 

results you will achieve.



Leicester Digital (Virtually) Live – 16th Feb 2021

Two simultaneous tracks of webinars (each 
session 30 mins)
• Stream 1 – LDLive - Advanced stream 

with suppliers and guest speakers
• Stream 2 - #AskAnicca - Introductory 

sessions with Anicca Team

https://anicca.co.uk/leicester-digital-
live/agenda/

LDLive Confirmed speakers & guests include:
• Frederick Vallaeys, Co-founder & CEO of Optymzr

• Jono Alderson, Special Ops at Yoast

• Fernando Angulo, Head of Communications at 

semrush

• Lukasz Zelezny, Founder of seo.london

• Kenda Macdonald, CEO at Automation Ninjas

• Chris Dowse, Head of Paid Media Strategy at Anicca

• Amanda Benachour, Sales Director at DanAds UK

• Janusz Stabik, Coach & Mentor to Digital Agency 

Leaders

• Russell McAthy, CEO at Ringside

• Speaker (TBC) from Similar Web

https://anicca.co.uk/leicester-digital-live/agenda/


Thank You
Jayesh Mistry

jayesh@anicca.co.uk

0116 254 7224


