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Al Generated Copy is better than
80% of that found on websites
today.



Your Messaging Creates a Ceiling on
your Conversion Rates.



Humans cannot keep their customers in
mind when they are creating messages
and images.






Our biases keep us
from providing the
messaging our
visitors truly need.
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Blair’s Questions, Concerns, & Fears

« “Can | trust you?”
« “What are my competitors doing?”

« “If | hire you, how much effort and work will you need from me?”

* “How will | know CRO is working?”

* “"How much is this going to cost me?”

* “How does this work? What is this going to look like for us?”
« "Why isn't SEO increasing sales anymore?”

* “Why has traffic slowed?”

Blair the eCommerce business owner
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When testing messages, we need
copy that is substantially different



Research Mode
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Bryan and Jeffrey Eisenberg, Waiting for Your Cat to Bark?



Mapping Messages
onto the Page

* When dealing with multiple types of
visitors on a page, you can place
the content according to this

model.

 Methodicals and Humanists are
deliberate decision makers. They

tend to scroll more.

CONVERSION
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Spontaneous: Quick/Emotional decision makers.
How do | take action?

Competitive: Quick/Logical decisions makers. What's
in it for me/my business?

Methodicals:
Deliberate/Logical
decision makers. How
does it work?

Humanists:
Deliberate/Emotional
decision makers. How

will | feel?

Quick Decision
Makers:
“Spontaneous” have
decided to buy and
just need to know
where to go.

“Competitive” are
looking for WIIFM,
and what makes them
better.

Deliberate Decision
Makers:
“Methodical” need to
know how it works.

“Humanist” wantto
know how they will
FEEL if they buy
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The LLM Sociologist



Myers-Briggs Type Indicator

« First published in 1962
« Based on CG Jung’s “Psychological Types”

« Effective for team-building, career development,

and personal growth.

e |Jaman ENFP

Image: Amazon.com



Research Mode: Myers-Briggs Equivalent
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Deliberate Decisions



Let the Agent do the (re)writing



Add this to Your Agent Prompt to Make Things Easier

| separate the people coming to my website into groups based on their Myers-Briggs type.
Those that have a SJ in their type are called "Methodical".
Those with NT in their type are called "Competitive".
Those with NF in their type are called "Humanist".

Those with SP in their type are called "Spontaneous".

https://conversion.science/msg-skills
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Who should we be targeting?

PROMPT: Review the website at https://www.calm.com/.
Based on information available about this industry, describe

the primary visitor personas that this website should be

addressing with it's copy.



1. The Stressed Professional (Competitive & Methodical)

This persona is likely a millennial or adult with a higher-than-
average income. They are ambitious, goal-oriented, and
see mental wellness as a tool for improving their
performance and productivity. Their main pain points are
work-related stress, burnout, and a desire to improve focus

and concenitration.



2. The Anxious Seeker (Humanist)

This persona is most likely female and is driven by a desire
for personal growth and emotional well-being. They may be
dealing with general anxiety, frouble with sleep, or
emotional distress. They are not just looking for a quick fix,
but a compassionate guide on their journey to selt-

discovery and inner peace.



3. The Sleep-Deprived Parent (Spontaneous & Methodical)

This persona is overwhelmed and short on time, often
struggling with sleep due to a busy schedule and mental
load. They are not necessarily looking for a deep dive into
meditation, but a practical, on-demand solution to @

specific problem: getting 1o sleep.



Evaluate your current copy: Calm.com

Frequently Asked Questions

GENERAL

What is Calm? 2

Calm is the #1 mental health app designed to help you manage stress, sleep better, and live a
happier, healthier life. Our research-based tools help you build life-changing habits to support your
mental health. If you're having trouble falling asleep, our 500+ Sleep Stories®, soundscapes, and

guided sleep meditations can lull you to sleep. If you're spiraling in negative thoughts and need
immediate relief, our 60-second Breathe Bubble grounds you in the moment and helps your body

return to a state of relaxation. If you're overwhelmed at work and need a breather, our stress and

burnout specialists can guide you through exercises to help calm your mind. We're here for you
whenever or wherever you need us with more content and tools being added monthly.



Prompt:

Evaluate this copy and ftell me which of the four types it is
most likely to appeal to. [PASTE HERE]



Result:

While the copy contains elements that appeal to all four
personality types, the strongest appeal is to the Competitive and
Methodical groups.

* The prominent display of "The #1 mental health app"’ and the repeated emphasis on
"research-based tools" directly targets the Competitive's drive for success and the
Methodical's need for evidence and a reliable, proven system.

* The copy frames wellness as a strategic endeavor—something you work on to
achieve tangible results like less stress, better sleep, and a "happier, healthier life." This
is a language of optimization and self-improvement, which strongly resonates with
both of these types.
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PROMPT

Rewrite this copy to appeal to Humanist readers. Explain
your choices.

[Calm is the #1 mental health app designed to help you manage stress, sleep better, and
live a happier, healthier life. Our research-based tools help you build life-changing habits to
support your mental health. If you're having trouble falling asleep, our 500+ Sleep Stories®,
soundscapes, and guided sleep meditations can lull you 1o sleep. If you're spiraling in
negative thoughts and need immediate relief, our 60-second Breathe Bubble grounds you in
the moment and helps your body return to a state of relaxation. If you're overwhelmed at
work and need a breather, our stress and burnout specialists can guide you through
exercises to help calm your mind. We're here for you whenever or wherever you need us with
more content and tools being added monthly.]



Rewritten for a Humanist Reader

What is Calm?

Calm is the #1 mental health app designed to help
you manage stress, sleep better, and live a happier,
healthier life. Our research-based tools help you
build life-changing habits to support your mental
health. If you're having trouble falling asleep, our
500+ Sleep Stories®, soundscapes, and

guided sleep meditations can lull you to sleep. If
you're spiraling in negative thoughts and need
immediate relief, our 60-second Breathe Bubble
grounds you in the moment and helps your body
return to a state of relaxation. If you're overwhelmed
at work and need a breather, our stress and burnout
specialists can guide you through exercises to help
calm your mind. We're here for you whenever or
wherever you need us with more content and tools
being added monthly.

What is Calm?

Calm is a space for you to discover a more peaceful and
fulfilling life. We believe that caring for your mental well-
being is a beautiful journey, and our purpose is to support
you every step of the way.

Whether you are looking to find rest, cultivate inner peace,
or simply connect with yourself, our tools are here to help.
Our gentle Sleep Stories, immersive soundscapes, and
guided meditations are crafted to help you drift into a state
of deep rest. When you feel overwhelmed by a cascade of
thoughts, our simple Breathe Bubble can lovingly ground
you in the present moment, helping you reconnect with
your body. For times when you feel the weight of the world
on your shoulders, our compassionate specialists offer a
helping hand, guiding you toward a more centered and
peaceful mind.

We are here for you, always. We are a community
dedicated to helping you live a more mindful, joyful, and
authentic life.


https://www.calm.com/app/class/sleep-popular-sleep-stories
https://www.calm.com/app/sleep/meditations
https://www.calm.com/app/class/work-managing-overwhelm
https://www.calm.com/app/class/work-managing-overwhelm

Rewritten for a Spontaneous Reader

What is Calm?

Calm is the #1 mental health app designed to help
you manage stress, sleep better, and live a happier,
healthier life. Our research-based tools help you
build life-changing habits to support your mental
health. If you're having trouble falling asleep, our
500+ Sleep Stories®, soundscapes, and

guided sleep meditations can lull you to sleep. If
you're spiraling in negative thoughts and need
immediate relief, our 60-second Breathe Bubble
grounds you in the moment and helps your body
return to a state of relaxation. If you're overwhelmed
at work and need a breather, our stress and burnout
specialists can guide you through exercises to help
calm your mind. We're here for you whenever or
wherever you need us with more content and tools
being added monthly.

What is Calm?

Calm is your go-to app for instant calm and better
sleep. Feeling stressed? Our 60-second Breathe
Bubble is the ultimate quick fix. Can't sleep? Dive
into one of our 500+ Sleep Stories or soundscapes
and be out in minutes. Life is unpredictable—your
peace of mind doesn't have to be. Get instant
access to the tools you need, whenever and
wherever you need them.


https://www.calm.com/app/class/sleep-popular-sleep-stories
https://www.calm.com/app/sleep/meditations
https://www.calm.com/app/class/work-managing-overwhelm
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Rewritten for Competitive AND Humanist Readers

What is Calm?

Calm is the #1 mental health app designed to help
you manage stress, sleep better, and live a happier,
healthier life. Our research-based tools help you
build life-changing habits to support your mental
health. If you're having trouble falling asleep, our
500+ Sleep Stories®, soundscapes, and

guided sleep meditations can lull you to sleep. If
you're spiraling in negative thoughts and need
immediate relief, our 60-second Breathe Bubble
grounds you in the moment and helps your body
return to a state of relaxation. If you're overwhelmed
at work and need a breather, our stress and burnout
specialists can guide you through exercises to help
calm your mind. We're here for you whenever or
wherever you need us with more content and tools
being added monthly.

What is Calm?

Calm is the top-ranked mental wellness app, built on
proven, research-based methods to help you
achieve a happier, more balanced life. We empower
you to take control of your mental health, providing
effective tools to manage stress, improve focus, and
master the art of sleeping well.

Our mission is to help people thrive. You'll find a
supportive community and content for every need,
from over 500 guided Sleep Stories and meditations
to our quick, 60-second Breathe Bubble for
immediate relief. Backed by specialists, our
exercises are designed to help you navigate
professional burnout and personal overwhelm, so
you can perform at your best while feeling your best.


https://www.calm.com/app/class/sleep-popular-sleep-stories
https://www.calm.com/app/sleep/meditations
https://www.calm.com/app/class/work-managing-overwhelm
https://www.calm.com/app/class/work-managing-overwhelm

Getting Past the Gag Reflex



“Explain your choices”

Explanation of Choices

This rewrite is a blend of two very different motivations: the Competitive reader's drive for

success and the Humanist reader's need for connection and emotional well-being.

"Top-ranked"” and "proven, research-based methods": This appeals directly to the
Competitive persona. They are results-oriented and want to know that they are using the best
product, validated by data and evidence. The original "No. 1 mental health app" is a great start,

but "top-ranked" and "proven" add a layer of credibility and a feeling of being at the forefront.



“Explain your choices”

Explanation of Choices

This rewrite is a blend of two very different motivations: the Competitive reader's drive for

success and the Humanist reader's need for connection and emotional well-being.

"Achieve a happier, more balanced life" and "empower you to take control™: This bridges
the gap between the two types. The phrase "achieve a happier, more balanced life" speaks to
the Humanist's desire for personal fulfillment. At the same time, "take control" and "master the
art" directly appeals to the Competitive persona's desire for agency, control, and skill

development.



“Explain your choices”

Explanation of Choices

This rewrite is a blend of two very different motivations: the Competitive reader's drive for

success and the Humanist reader's need for connection and emotional well-being.

"Our mission is to help people thrive": This is a direct appeal to the Humanist's values.
They are motivated by a sense of purpose and a brand that cares about people. This

statement provides that emotional connection and a sense of a shared, positive mission.



Resist Editing

« Remove inaccuracies
 Add trademark notations

* Add links

Then, let the test data speak for itself.



Your ICPs give you a clue.



HR Services Personas

CHRO CFO

An HR executive with an Organizational A finance executive with an MBA,
Development background, balances approaches decisions methodically with a
strategic HR initiatives with genuine care  focus on profitability and risk mitigation.
for employees. She's cautious about Skeptical of HR's value, he demands
risking her hard-earned credibility with the tangible ROI evidence and compliance
C-suite, seeking solutions that assurance. As the more crucial decision-
demonstrate value to the CFO while maker, his approval overrides potential HR

improving employee experiences without objections.
CEO involvement.

Research Mode: Research Mode: |\l=dgle]e]fer]



Prompt: “What do Humanists and Methodicals Value?”

Humanists (NF): Value empathy, personal growth,
emotional well-being, and harmonious relationships.

Methodical (SJ): Value stability, security, risk
management, practicality, and efficiency.



Hypothesis: This section of this landing page targeting the CHRO
assumes the wrong Mode of Research.

Cost-Saving HR Outsourcing Solutions You Can Trust

Affordable payroll services and benefits administration. Cost-efficient HR outsourcing solutions. Our team will help you avoid compliance errors, unnecessary costs, and

operational inefficiencies.

Ready to discover the benefits of HR outsourcing for your business? Take our quiz to see how your HR needs align with our solutions.

Y 1

' 1
Reduced Overhead Tangible ROI Risk Mitigation Operational Efficiency
By outsourcing payroll, benefits, and HR, Get detailed analytics and reporting that Reduce the risk of expensive fines and Leverage our expertise to automate and
you'll save on the salaries, benefits, and provide clear visibility into the legal issues, with a US-based team that optimize HR workflows. We'll boost your
administrative costs needed for a large in-  performance and financial value of our HR understands the regulatory landscape—at ~ team'’s productivity and overall operational
house HR team. services. the local, state, and federal levels. efficiency.

Source: Corban OneSource



Who does this currently appeal to?

~

Minimize Risk
Work with a US-based team that
understands federal, state, and local labor

laws, reducing the risk of legal issues and
penalties.

Source: Corban OneSource

Free Up Resources

Spend less time on payroll, benefits, and
other HR functions. Focus more on the
strategic priorities that drive your
business forward.

i 11|

Simplify Workflows Reduce HR Costs
Make managing HR a lot more Scale up or down with ease, thanks to our
manageable. We'll help you streamline variable cost model, then justify your
complex processes for HR technology, decision to outsource with provable hard-
staffing, and support. cost savings.



Prompt to Evaluate Copy

| separate the people coming to my website into groups based on their Myers-Briggs type. Those that have a SJ in their
type are called "Methodical". Those with NT in their type are called "Competitive". Those with NF in their type are

called "Humanist". Those with SP in their type are called "Spontaneous".

https://conversion.science/msg-skills
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Prompt to Evaluate Copy

| separate the people coming to my website into groups based on their Myers-Briggs type. Those that have a SJ in their

type are called "Methodical". Those with NT in their type are called "Competitive". Those with NF in their type are called
"Humanist". Those with SP in their type are called "Spontaneous". | want to evaluate the copy on my website
to see which of these groups my writing style appeals to. Please analyze the following copy and

tell me which of these four groups it is most likely to appeal to and why.



Prompt to Evaluate Copy

| separate the people coming to my website into groups based on their Myers-Briggs type. Those that have a SJ in their

type are called "Methodical". Those with NT in their type are called "Competitive". Those with NF in their type are called
"Humanist". Those with SP in their type are called "Spontaneous". | want to evaluate the copy on my website
to see which of these groups my writing style appeals to. Please analyze the following copy and

tell me which of these four groups it is most likely to appeal to and why.

[Minimize Risk

Work with a US-based team that understands federal, state, and local labor laws,
reducing the risk of legal issues and penalties.

Free Up Resources

Spend less time on payroll, benefits, and other HR functions. Focus more on the

strategic priorities that drive your business forward. ... ]



Evaluation of Copy

The website copy you've provided appears to align
3 Cr & (ul most closely with the "Methodical" group, which
includes people with SJ (Sensing-Judging)
Minimize Risk Free Up Resources Simplify Workflows Reduce HR Costs preferences in their MyerS_BriggS type

Work with a US-based team that Spend less time on payroll, benefits, and Make managing HR a lot more Scale up or down with ease, thanks to our
understands federal, state, and local labor other HR functions. Focus more on the manageable. We'll help you streamline variable cost model, then justify your
laws, reducing the risk of legal issues and strategic priorities that drive your complex processes for HR technology, decision to outsource with provable hard-

s ot Overall, this copy focuses on practical benefits,
efficiency, risk reduction, and clarity, which are key
concerns and values for the Methodical group (SJ).

GPT 40
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“Rewrite the copy provided to appeal to the Humanist group.”

~”

Minimize Risk
Work with a US-based team that
understands federal, state, and local labor

laws, reducing the risk of legal issues and
penalties.

Protect What Matters Most

Partner with our caring team who
understands the human impact of
compliance, protecting your people
while fostering a workplace where
everyone feels secure and valued.



“Rewrite the copy provided to appeal to the Humanist group.”

G

Free Up Resources

Spend less time on payroll, benefits, and
other HR functions. Focus more on the
strategic priorities that drive your
business forward.

Unlock True Strategic Potential

Free yourself from administrative
burdens to focus on what truly
matters—supporting your people's
growth, building meaningful
workplace relationships, and
bringing your organization's values
to life.



Designing an AB Test

< B u

Minimize Risk Free Up Resources
Work with a US-based team that

Control

Simplify Workflows Reduce HR Costs
Spend less time on payroll, benefits, and Make managing HR a lot more Scale up or down with ease, thanks to our
understands federal, state, and local labor other HR functions. Focus more on the manageable. We'll help you streamline variable cost maodel, then justify your
laws, reducing the risk of legal issues and strategic priorities that drive your complex processes for HR technology, decision to outsource with provable hard-
penalties. business forward. staffing, and support.

cost savings.

-~ B il
Va riation Protect What Matters Most

Partner with our caring team who

Unlock Strategic Potential

Streamline with Purpose Optimize Resources Wisely
Free yourself from administrative burdens Transform your HR experience into Qur flexible approach allows you to direct
understands the human impact of to focus on what truly matters— something that feels natural and more resources toward what fulfills your
compliance, protecting your people while supporting your people's growth, building supportive. We'll help you create people- team—like professional development,
fostering a workplace where everyone meaningful workplace relationships, and centered systems that honor individual wellness programs, and creating an
feels secure and valued. bringing your organization's values to life. needs while bringing your team closer

environment where everyone can thrive
together. authentically.



Measure the number of people that schedule a consultation.

Meeting duration

30 mins

Go with an

What time works best?

Meet with a Consultant Showing times for April 14, 2025 O utSO u rced

s Apl’il 2025 > UTC -05:00 Central Time v H R

7:00 am
SUN MON TUE WED THU FRI SAT

Services

Team You
7:30 am can

- X Trust.

8:00 am Schedule a no-pressure

7:15 am

consultation to see the
8:15 am measurable value that our team
can deliver.

8:30 am

Source: Corban OneSource



See if thereis a difference in
performance.

Conversion Rate Over Time v
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Layout Ideas



Repeat Messages in
Different Voices

Only you will know that you're repeating
your message.

Repetition is good thing.

~

Minimize Risk
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Free Up Resources
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Unlock Strategic Potential

Free yourself from administrative burdens
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Have Sections for
Each Research
Mode

Spontaneous: Quick/Emotional decision makers.
How do | take action?

Competitive: Quick/Logical decisions makers. What's
in it for me/my business?

Methodicals:
Deliberate/Logical
decision makers. How
does it work?

Humanists:
Deliberate/Emotional
decision makers. How

will | feel?

Quick Decision
Makers:
“Spontaneous” have
decided to buy and
just need to know
where to go.

“Competitive” are
looking for WIIFM,
and what makes them
better.

Deliberate Decision
Makers:
“Methodical” need to
know how it works.

“Humanist” want to
know how they will
FEEL if they buy



“Rewrite this copy to appeal to both a
Methodical and Humanist”



Write for Both

This can be disorienting for your reader.

Build a Secure and Nurturing Foundation

Partner with a dependable, compassionate US-based team that ensures full
compliance with federal, state, and local labor laws, minimizing risks of legal
issues and creating a safer, more equitable workplace where your employees
feel protected, valued, and supported—fostering trust and emotional well-

being for long-term stability.

Empower Growth and Free Up Resources

Reclaim time from routine HR tasks like payroll and benefits, allowing you and
your team to focus on strategic priorities that drive business success and
personal development, promoting efficiency, creativity, and a sense of

fulfillment in a structured, balanced way.



Free Ad Alignment
Report

~ brian@conversionsciences.com



https://conversion.science/freeeval

After Hours:
Make Al a Helpful Writing Partner



Building a Messaging Agent

Use the deep research

report and client Begin asking
documents to train a questions.

custom GPT.

Generate a DEEP
— RESEARCH reporton —%
the client's industry

Collect client's internal
marketing documents




Collect internal marketing documents

* Personas/ICPs

» Brand guidelines

* Industry reports

* Brand voice documents
* Writing samples

» Analytics data



Generate Deep Research
Report

CASINO Prompt

https://conversci.com/casino
Save Prompt as.md file

* Markdown is the language of
LLMs

_g— |

11 TRUST INSIGHTS

Instant Insights: The Trust Insights CASINO Deep Research Prompt
Framework

Deep Research utilities are incredibly powerful, valuable tools - but they’re fundamentally
based on large language models and search engines. To get the most out of your Deep
Research tools (especially with limited-use tools like OpenAl's Deep Research, with as few
as 10 uses per month), you want to make sure your Deep Research prompts are as robust
as they can be.

Use the CASINO framework so you don't gamble away those precious, rare research uses.

Context: Tell the research tool what you're doing, what the task or topic you're researching
is.

Audience: Who will be the end consumer of the research report?

Scope: What limitations do you require on the research, such as sources, timeframes,
geographies, etc.?

Intent: Why is the research report being commissioned? How will it be used? What second
order or downstream uses or effects might the report have?

Narrator: What writing style, tone, voice, or persona should the report be written from?
What role should the research tool play?

Outcome: What expected outputs must be in the report?
If you specify all 6 parts of CASINO in your Deep Research report prompt, chances are you'll

get a far more satisfying, effective, and useful report than generic, short research
requests.


https://conversci.com/casino

Generate Deep Research Report

Use Deep Research mode

The report will be 30 to 40 pages!

® Enter a prompt for Gemini

-+ °% Tools

D R rch i
eep Researc Create Image Create Video

Canvas

Images with Imagen

Videos with Veo




Create a Custom GPT, Gemini Gem, or similar

Gem manager

Premade by Google

© 10

Brainstormer

Find inspiration easily. Fresh
ideas for parties, gifts,
businesses and more.

Your Gems

) 1o

Career guide

Unlock your career potential.
Get a detailed plan to refine
your skills and achieve your...

(0

Coding partner

Level up your coding skills. Get
the help you need to build
your projects and learn as yo...

Show more

Copy creator

Get help writing branded
content that appeals to your
audience.




Enter the Agent Prompt

You are an expert in the [INDUSTRY] industry working for [COMPANY], a company that
provide [PRODUCT OR SERVICE CATEGORY]. Read the website at [WEBSITE] to understand

how the company currently markets their products.
We are interested increasing sales of [DESCRIPTION OF PRODUCTS OR SERVICES].

You are to provide advice to the marketing and sales tfeams on how to position these
products, how to market the products, messaging for the website, images that support the

messaging, and anything else.

| will provide some infernal documents that describe the business’s customers and the

products being sold to them.



Get the Agent Prompt and Instructions Here

https://conversion.science/msg-skills



https://conversion.science/msg-skills
https://conversion.science/msg-skills
https://conversion.science/msg-skills
https://conversion.science/msg-skills

Build Your Custom Agent

M My Messaging Expert

Name Give it a name and description

My Messaging Expert

Description

Paste the System Prompt you

downloaded
Instructions () errt

Help me rewrite messaging for different kinds of visitors.

Help me rewrite messaging for different kinds of

# System Instructions: Messaging Morpher
S 124

Attach all your supporting
documents

Default tool ()

Knowledge ()

Add files for your Gem to reference




Add Supporting Documents

Knowledge ()

Market Research... High Level Ad...

PoF PDF X1 XLSX

Market Wat...ini report Deep Research...

B PPTX & Google Docs

Brand Playbook

POF PDF




Enter the URL of the Website you are
working on.



Free Ad Alignment
Report

~ brian@conversionsciences.com



https://conversion.science/freeeval

Questions?
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