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::  Angie Schottmuller  @aschottmuller  #CTAconf

FEAR -FU
HOW TO BOOST CONVERSION WITH SOCIAL PROOF



::  Angie Schottmuller  @aschottmuller  #CTAconfSource: orgwide.com



::  Angie Schottmuller  @aschottmuller  #CTAconf



CIRCLE 
OF 

TRUST YOU

::  Angie Schottmuller  @aschottmuller  #CTAconf



Image Credit:  wisegeek.com ::  Angie Schottmuller  @aschottmuller  #CTAconf

SOCIAL PROOF = 
EVIDENCE  of/from  OTHERS
THAT REDUCES FEAR OR UNCERTAINTY

LIKE US



DISPLAYING REVIEWS CAN 
BOOST CONVERSION RATES BY 

270%
::  Angie Schottmuller  @aschottmuller  #CTAconfSource:  Spiegel report, 2017



::  Angie Schottmuller  @aschottmuller  #CTAconf

FEAR -FU



Example:  Taloon.com,  Source:  VWO.com ::  Angie Schottmuller  @aschottmuller  #CTAconf



Example:  Taloon.com,  Source:  VWO.com ::  Angie Schottmuller  @aschottmuller  #CTAconf

+12% 
COVERSION



Isp = Qsp * Fu

::  Angie Schottmuller  @aschottmuller  #CTAconf

CONVERSION IMPACT SOCIAL PROOF QUALITY UNCERTAINTY FRICTION

Model by Angie Schottmuller, Copyright © 2015. All rights reserved.



Example:  Amazon.com – Three Wolf Moon Shirt ::  Angie Schottmuller  @aschottmuller  #CTAconf



This item has wolves on it which makes it intrinsically sweet and worth 5 
stars by itself. But once I tried it on… THAT’S when the magic happened. 
After checking to ensure that the shirt would properly cover my girth, I 
walked over to Walmart. 

I mounted my courtesy scooter, sitting sidesaddle so my wolves would 
show. While browsing tube socks, I could hear aroused, asthmatic 
breathing behind me. I turned around to see a slightly sweaty dream in 
sweatpants and flip-flops standing there. She told me she liked the wolves 
on my shirt. I told her I wanted to HOWL at her moon. She offered me a 
swig from her Mountain Dew, and I drove my scooter with her shuffling 
alongside out the door and into the rest of our lives... THANK YOU, wolf 
shirt.

Example:  Amazon.com – Three Wolf Moon Shirt ::  Angie Schottmuller  @aschottmuller  #CTAconf



SOCIAL PROOF 
GRADING

::  Angie Schottmuller  @aschottmuller  #CTAconf



Social Proof C-R-A-V-E-N-S Scorecard by Angie Schottmuller, Copyright © 2014. All rights reserved. ::  Angie Schottmuller  @aschottmuller  #CTAconf

CREDIBLE. Believable, authentic, trustworthy, authoritative, “ethos”

RELEVANT.  Pertinent, germane, applicable, meaningful, important

ATTRACTIVE.  Emotional trigger, anxiety-buffer, satisfying, “pathos”

VISUAL.  Pictured, drawn, mapped, graphed, viewable 

ENUMERATED.  Quantified, scored, ranked, calculated, “logos”

NEARBY.  Close, proximate, or near uncertainty/anxiety points

SPECIFIC.  Distinct, descriptive, named, detailed, precise

SOCIAL PROOF PERSUASION SCORECARD

SCORING:  3=Exceptional,  2=Good,  1=OK,  0=Missing,  -5=Bad
=

PERSUASIVE

NEGATIVE

21

20

19

18

17

16

15

14

13

12

11

10

9

8

7

6

5

4

3

2

1

0

-1

-2

-3



PERSUASIVE
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SCORING:  3=Exceptional,  2=Good,  1=OK,  0=Missing,  -5=Bad

Social Proof C-R-A-V-E-N-S Scorecard by Angie Schottmuller, Copyright © 2014. All rights reserved. ::  Angie Schottmuller  @aschottmuller  #CTAconf

CREDIBLE. Believable, authentic, trustworthy, authoritative, “ethos”

RELEVANT.  Pertinent, germane, applicable, meaningful, important

ATTRACTIVE.  Emotional trigger, value-added, satisfying, “pathos”

VISUAL.  Pictured, drawn, mapped, graphed, viewable 

ENUMERATED.  Quantified, scored, ranked, calculated, “logos”

NEARBY.  Close, proximate, or near uncertainty/anxiety points

SPECIFIC.  Distinct, descriptive, named, detailed, precise

SOCIAL PROOF PERSUASION SCORECARD

=

SCORING:
3= EXCEPTIONAL
2= GOOD
1= OK
0 = MISSING
-5 = BAD
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SCORING:  3=Exceptional,  2=Good,  1=OK,  0=Missing,  -5=Bad

Social Proof C-R-A-V-E-N-S Scorecard by Angie Schottmuller, Copyright © 2014. All rights reserved. ::  Angie Schottmuller  @aschottmuller  #CTAconf

CREDIBLE. Believable, authentic, trustworthy, authoritative, “ethos”

RELEVANT.  Pertinent, germane, applicable, meaningful, important

ATTRACTIVE.  Emotional trigger, value-added, satisfying, “pathos”

VISUAL.  Pictured, drawn, mapped, graphed, viewable 

ENUMERATED.  Quantified, scored, ranked, calculated, “logos”

NEARBY.  Close, proximate, or near uncertainty/anxiety points

SPECIFIC.  Distinct, descriptive, named, detailed, precise

SOCIAL PROOF PERSUASION SCORECARD

=

SCORING:
3= EXCEPTIONAL
2= GOOD
1= OK
0 = MISSING
-5 = BAD WEIGHTED FOR IMPACT



CREDIBLE. Believable, authentic, trustworthy, authoritative, “ethos”

RELEVANT.  Pertinent, germane, applicable, meaningful, important

ATTRACTIVE.  Emotional trigger, anxiety-buffer satisfying, “pathos”

VISUAL.  Pictured, drawn, mapped, graphed, viewable 

ENUMERATED.  Quantified, scored, ranked, calculated, “logos”

NEARBY.  Close, proximate, or near uncertainty/anxiety points

SPECIFIC.  Distinct, descriptive, named, detailed, precise

SOCIAL PROOF PERSUASION SCORECARD

SCORING:  3=Exceptional,  2=Good,  1=OK,  0=Missing,  -5=Bad

Social Proof C-R-A-V-E-N-S Scorecard by Angie Schottmuller, Copyright © 2014. All rights reserved. ::  Angie Schottmuller  @aschottmuller  #CTAconf
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SCORING:  3=Exceptional,  2=Good,  1=OK,  0=Missing,  -5=Bad

::  Angie Schottmuller  @aschottmuller  #CTAconfExample: Unbounce.com,  Social Proof C-R-A-V-E-N-S Scorecard by Angie Schottmuller, Copyright © 2014. All rights reserved.

SOCIAL PROOF SCORECARD EXAMPLE
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“PERSUASIVE”



SCORING:  3=Exceptional,  2=Good,  1=OK,  0=Missing,  -5=Bad

::  Angie Schottmuller  @aschottmuller  #CTAconfExample:  Taloon.com,  Source:  VWO.com,  Social Proof C-R-A-V-E-N-S Scorecard by Angie Schottmuller, Copyright © 2014. All rights reserved.

SOCIAL PROOF SCORECARD EXAMPLE

CREDIBLE 0
RELEVANT 0
ATTRACTIVE 0
VISUAL 1
ENUMERATED -5
NEARBY 1
SPECIFIC 0

“NEGATIVE”
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SOCIAL PROOF 
ACQUISITION

::  Angie Schottmuller  @aschottmuller  #CTAconf



Lord, please help 
me get reviews 

LIKE THAT!

::  Angie Schottmuller  @aschottmuller  #CTAconfPhoto by Sarah Danks



WHEN YOU ASK,   77%
ACTUALLY POST AN ONLINE REVIEW

::  Angie Schottmuller  @aschottmuller  #CTAconfPodium’s State of Online Reviews Research Report 



$%
Y

GLUE

::  Angie Schottmuller  @aschottmuller  #CTAconf

PERSUASIVE TESTIMONIAL CORE

Model by Angie Schottmuller, Copyright © 2014. All rights reserved.

PROBLEM UNCERTAINTY SOLUTION RESULT SPECIFICS

?!

+ +



1. OVERALL SATISFACTION LEVEL (1-5)
2. Specific product/service purchased
3. Reason for purchase (root problem/need)
4. Solution selection criteria 
5. Initial purchase/product/process concerns or 

Q’s
6. Specific results/feedback ($, #, %, �)
7. Wisdom insights for others

::  Angie Schottmuller  @aschottmuller  #CTAconf

SATISFACTION INTERVIEW  - SAMPLE QUESTIONS



Timing is everything.

::  Angie Schottmuller  @aschottmuller  #CTAconf



1. Overall satisfaction level (1-5)
2. Specific product/service purchased
3. Reason for purchase (root problem/need)
4. Solution selection criteria 
5. Initial purchase/product/process concerns or 

Q’s
6. Specific results/feedback ($, #, %, �)
7. Wisdom insights for others

::  Angie Schottmuller  @aschottmuller  #CTAconf

SATISFACTION INTERVIEW  - SAMPLE QUESTIONS



I needed _______ cuz _________.

I was concerned about _________.

_____________________________.

I _______ recommend buying this!

::  Angie Schottmuller  @aschottmuller  #CTAconf

[PRODUCT] [PROBLEM]

[UNCERTAINTY]

[RESULT SPECIFICS & WISDOM]

[RATING]

“

”



I needed _______ cuz _________.

I was concerned about _________.

_____________________________.

I _______ recommend buying this!

::  Angie Schottmuller  @aschottmuller  #CTAconf

[PRODUCT] [PROBLEM]

[UNCERTAINTY]

[RESULT SPECIFICS & WISDOM]

[RATING]

“

”



ü Deliver AWESOME

ü Perform a “satisfaction interview”

ü Draft testimonial from interview responses

ü Ask for a review and/or action shots

::  Angie Schottmuller  @aschottmuller  #CTAconf

HOW TO GET PERSUASIVE REVIEWS:
1

2

3

4



Hi Karen!

Thanks for taking time to do a satisfaction interview with me. We’re 
grateful for your business and appreciate the feedback.

Your responses actually make for a great review. Might you be 
interested in posting it online? (Feel free to edit if we missed 
something or misunderstood your comments.)

[DRAFTED TESTIMONIAL]

<Insert 2 links to review sites - Google, Facebook, Yelp, etc.>

P.S. Might you have any photos you’d be willing to share with us?

::  Angie Schottmuller  @aschottmuller  #CTAconf



7 SOCIAL PROOF 
IDEAS TO BOOST 
CONVERSION

::  Angie Schottmuller  @aschottmuller  #CTAconf



DIVERSIFY PROOF 
FORMATS

#1
::  Angie Schottmuller  @aschottmuller  #CTAconf



::  Angie Schottmuller  @aschottmuller  #CTAconf

6S FORMATS of SOCIAL PROOF 

Social Proof 6S Formats by Angie Schottmuller, Copyright © 2014. All rights reserved.

SUM

SCORE SIGN

SAY SHOW

SHINE



Example:  Unbounce.com ::  Angie Schottmuller  @aschottmuller  #CTAconf

SAYSUM SCORE

SIGN
SHOW



SCORING:  3=Exceptional,  2=Good,  1=OK,  0=Missing,  -5=Bad

::  Angie Schottmuller  @aschottmuller  #CTAconfExample:  University of Wisconsin-Eau Claire, Woundstock Wound Care Education,  Social Proof C-R-A-V-E-N-S Scorecard by Angie Schottmuller, Copyright © 2014. All rights reserved.

SOCIAL PROOF SCORECARD EXAMPLE

PHOTO
13

RATING
15

REVIEW
13

CREDIBLE 3
RELEVANT 3
ATTRACTIVE 3
VISUAL 3
ENUMERATED 2
NEARBY TBD

SPECIFIC 2
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PLACE PROOF NEAR 
ANXIETY POINTS

#2
::  Angie Schottmuller  @aschottmuller  #CTAconf



Example: UW-Eau Claire Continuing Education – Supervisory Management Training ::  Angie Schottmuller  @aschottmuller  #CTAconf



Example: ActiveCampaign.com ::  Angie Schottmuller  @aschottmuller  #CTAconf



USE “CUSTOMER” 
TYPEFACE

#3
::  Angie Schottmuller  @aschottmuller  #CTAconf



Example: UW-Eau Claire Continuing Education – Supervisory Management Training ::  Angie Schottmuller  @aschottmuller  #CTAconf



Example: UW-Eau Claire Continuing Education – Supervisory Management Training ::  Angie Schottmuller  @aschottmuller  #CTAconf



OPTIMIZE REVIEW 
SIGNATURES

#4
::  Angie Schottmuller  @aschottmuller  #CTAconf



Example: Liveperson.com ::  Angie Schottmuller  @aschottmuller  #CTAconf



::  Angie Schottmuller  @aschottmuller  #CTAconf



::  Angie Schottmuller  @aschottmuller  #CTAconf



::  Angie Schottmuller  @aschottmuller  #CTAconf



Example: iContact.com ::  Angie Schottmuller  @aschottmuller  #CTAconf



Example: Fresh Desk ::  Angie Schottmuller  @aschottmuller  #CTAconf



::  Angie Schottmuller  @aschottmuller  #CTAconf



Example: Fresh Desk ::  Angie Schottmuller  @aschottmuller  #CTAconf

70px  X  70px



Example: UW-Eau Claire Continuing Education - Woundstock ::  Angie Schottmuller  @aschottmuller  #CTAconf

SIGNATURE8



Example: UW-Eau Claire Continuing Education - Woundstock ::  Angie Schottmuller  @aschottmuller  #CTAconf

SIGNATURE8



Source: Bazaarvoice Case Study,  Example: Chico’s “Insider” reviews ::  Angie Schottmuller  @aschottmuller  #CTAconf

+200% 
CONVERSION



USE PROOF FOR 
CONTENT

#5
::  Angie Schottmuller  @aschottmuller  #CTAconf



Example: UW-Eau Claire Continuing Education - Woundstock ::  Angie Schottmuller  @aschottmuller  #CTAconf

PAPER EVALS = 
LEGIT RATINGS



Example: UW-Eau Claire Continuing Education – Ethics Training ::  Angie Schottmuller  @aschottmuller  #CTAconf



Example: UW-Eau Claire Continuing Education – Supervisory Management Training ::  Angie Schottmuller  @aschottmuller  #CTAconf

HEADING



Example: UW-Eau Claire Continuing Education - Woundstock ::  Angie Schottmuller  @aschottmuller  #CTAconf

USER-SHARED PHOTO



LEVERAGE VIDEO 
TESTIMONIALS

#6
::  Angie Schottmuller  @aschottmuller  #CTAconf

POWER 
PLAY



::  Angie Schottmuller  @aschottmuller  #CTAconf



::  Angie Schottmuller  @aschottmuller  #CTAconfImage credit: https://techdissected.com



WHAT IS  NEAR ME  SHOULD 
I?

::  Angie Schottmuller  @aschottmuller  #CTAconf



WHAT IS  NEAR ME  SHOULD 
I?

::  Angie Schottmuller  @aschottmuller  #CTAconf

WHAT IS _________?

NEAR ME <SOLUTION> IN <CITY>

SHOULD I ________? 



::  Angie Schottmuller  @aschottmuller  #CTAconf



YouTube “Edit Caption” Directions: https://support.google.com/youtube/answer/2734705?hl=en ::  Angie Schottmuller  @aschottmuller  #CTAconf

YOUTUBE CAPTIONS 
EDITOR:

1. Go to Video Manager
2. Edit > Subtitles and CC
3. Click caption to edit
4. Save



::  Angie Schottmuller  @aschottmuller  #CTAconf

YOUTUBE END SCREEN 
EDITOR:

1. Go to Video Manager
2. Edit > End screen
3. Click Add element
4. Customize
5. Save 

CTA BUTTON?



::  Angie Schottmuller  @aschottmuller  #CTAconf

YouTube End Screen – Add Element



::  Angie Schottmuller  @aschottmuller  #CTAconf

YouTube End Screen Example

Example: Ballerina | Zappos True Customer Story  - YouTube End Screen  

SUBSCRIBENEXT VIDEOWEB LINK



::  Angie Schottmuller  @aschottmuller  #CTAconf

YouTube End Screen Example

Example: Ballerina | Zappos True Customer Story  - YouTube End Screen



::  Angie Schottmuller  @aschottmuller  #CTAconf

VIDEO
WITH END SCREEN CTA

“ VIDEO TRANSCRIPT “

FAQpage SCHEMA for 

“What is___”

PAGE TITLE HERE



::  Angie Schottmuller  @aschottmuller  #CTAconf



::  Angie Schottmuller  @aschottmuller  #CTAconfImage credit:  https://www.latestlaws.com



Isp = Qsp * Fu

::  Angie Schottmuller  @aschottmuller  #CTAconf

CONVERSION IMPACT SOCIAL PROOF QUALITY UNCERTAINTY FRICTION

Model by Angie Schottmuller, Copyright © 2015. All rights reserved.



PERSUASIVE QUALITYPROOF FORMAT

-4 -3 -2 -1 0 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21

NEGATIVE WEAK NEUTRAL HELPFUL PERSUASIVE

SCORING:  3=Exceptional,  2=Good,  1=OK,  0=Missing,  -5=Bad

::  Angie Schottmuller  @aschottmuller  #CTAconfSocial Proof 6S Formats & C-R-A-V-E-N-S Scorecard by Angie Schottmuller, Copyright © 2014. All rights reserved.

CREDIBLE. Believable, authentic, trustworthy, authoritative, 
“ethos”

RELEVANT.  Pertinent, germane, applicable, meaningful, 
important

ATTRACTIVE.  Emotional trigger, anxiety buffer, “pathos”

VISUAL.  Pictured, drawn, mapped, graphed, viewable 

ENUMERATED.  Quantified, scored, ranked, calculated, “logos”

NEARBY.  Close, proximate, or near uncertainty/anxiety points

SPECIFIC.  Distinct, descriptive, named, detailed, precise

Sum it.  Score it.  Say it.  Sign it.  Show it.  Shine it.

SOCIAL PROOF INVENTORY FEAR/UNKNOWN:  ________________



::  Angie Schottmuller  @aschottmuller  #CTAconf

FEAR -FU



::  Angie Schottmuller  @aschottmuller  #CTAconf

ANGIE SCHOTTMULLER
Founder & Chief Optimzer
angie@interactiveartisan.com �
@aschottmuller

Ask about lead gen conversion optimization workshops!

GET YOUR SOCIAL PROOF 
C-R-A-V-E-N-S  SCORECARD

mailto:angie@aschottmuller.com
http://twitter.com/aschottmuller


APPENDIX –
SOCIAL PROOF TOOLS

::  Angie Schottmuller  @aschottmuller  #CTAconf



Social Proof C-R-A-V-E-N-S Scorecard by Angie Schottmuller, Copyright © 2014. All rights reserved. ::  Angie Schottmuller  @aschottmuller  #CTAconf

CREDIBLE. Believable, authentic, trustworthy, authoritative, “ethos”

RELEVANT.  Pertinent, germane, applicable, meaningful, important

ATTRACTIVE.  Emotional trigger, anxiety-buffer, satisfying, “pathos”

VISUAL.  Pictured, drawn, mapped, graphed, viewable 

ENUMERATED.  Quantified, scored, ranked, calculated, “logos”

NEARBY.  Close, proximate, or near uncertainty/anxiety points

SPECIFIC.  Distinct, descriptive, named, detailed, precise

SOCIAL PROOF PERSUASION SCORECARD

SCORING:  3=Exceptional,  2=Good,  1=OK,  0=Missing,  -5=Bad
=
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::  Angie Schottmuller  @aschottmuller  #CTAconf

GatherUp.com – Gather & Manage Reviews

TOOL:  GatherUp https://gatherup.com/.  Starts at $75/mo for 3,000 review requests

https://gatherup.com



::  Angie Schottmuller  @aschottmuller  #CTAconfTOOL: FOMO https://fomo.com/.  Starts at $19/mo for 25,000 notifications

2-MONTH FREE TRIAL:   https://fomo.com/go/cta-conference


