
AADDWWOORRDDSS  SSUURRVVEEYY  TTEECCHHNNIIQQUUEE  
HHOOWW  TTOO  BBOOOOSSTT  YYOOUURR  CCTTRR  BBYY  IINNCCLLUUDDIINNGG  
SSIIMMPPLLEE  SSUURRVVEEYY  IINN  YYOOUURR  OOPPTT  IINN  FFOORRMMSS    

((AA  PPOOWWEERRFFUULL  TTWWIISSTT  OONN  TTHHEE  LLIIVVIINNGGSSTTOONN  RREESSEEAARRCCHH  MMEETTHHOODD))  

OVERVIEW 

Ø  In marketing, we're always looking for POINT OF DIFFERENCE benefits.   

ü Marketing by answering FAQs only gives you PRICE OF ENTRY 

ü You need to know what really makes you stand out 

Ø This is a simple technique for gathering additional data on your opt in form, then scoring 
it with a special protocol we developed for identifying the top point of difference benefits,  
which you then  use to re-write new ads.   

INSTRUCTIONS 

Ø Put a version of the following three questions on your opt in form.   

ü What's your most important question about KEYWORD GROUP IDENTIFIER today?  
(Open ended) 

ü How difficult has it been to find a good answer while searching the internet today? 
(Very/Somewhat/Not At All) 

ü Why were you searching for KEYWORD GROUP IDENTIFIER today?  How, specifically, 
will your life improve if you can find a good solution? (Open ended) 

Ø Dump the answers in a spreadsheet and score each response with the Livingston 80/20 
protocol 

Ø Sort the responses by this one number … you'll find that the 20% of responses on the top 
are much higher quality --> try using these benefits to re-write your ads 

Ø For more detail on WHY this works, see the pages that follows 

PRACTICAL USE CONSIDERATIONS 

Ø Sometimes the addition of these questions reduces opt in converion:  

ü If it does … first try making the fields smaller or less obtrusive.  If that doesn't work, 
just run it for a little while in order to get the intelligence to boost your PPC ads, then 
restore your old page 

ü Most people should make more money by sacrificing opt ins for a little while in order to 
get the click through boosting information 

Ø It's best if you do this keyword group by keyword group, since the "conversation in the 
prospect's head" generally differs greatly by keyword theme 

Ø Of course, you'll get GREAT information to increase conversion on your site, product 
ideas, information your sales team can use to follow up, etc. 



FFFiiinnndddiiinnnggg   “““PPPoooiiinnnttt   OOOfff   DDDiiiffffffeeerrreeennnccceee   BBBeeennneeefffiiitttsss”””      
TTThhheee   888000///222000   WWWaaayyy   IIInnn   LLLiiivvviiinnngggssstttooonnn   SSSuuurrrvvveeeyyysss   

PROBLEM: Frequently Asked Questions Are Also Frequently Answered Questions … 
searchers can find these answers for free in the organic listings, so while covering these 
“price of entry” benefits gets you into the race, it does NOT make people reach into their 
wallets! 
80/20 SOLUTION: 3 critical questions in the Livingston Survey Method help identify 
TRUE POINT OF DIFFERENCE BENEFITS key to motivating purchase.   

• The WHAT question “What’s your single most important question about ___” 

• The WHY question “What happened today in particular to make you sit down and 
search for _____” 

• The HOW DIFFICULT question “How difficult was it for you to find a good answer 
for the above while searching today?”  (Not at all, somewhat, very) 

THE 80/20 SURVEY SCORING SYSTEM TO FIND TRUE POINTS OF DIFFERENCE 
 Criteria Points Why It Works 

WHAT 
QUESTION 

Less than 20 
characters 
More than 80 
characters 
submitted 
More than 255 
charcters 
submitted 

- 1 
 
+2 
 
+5 

People submit longer answers when 
they’re really hungry for a solution, 
aren’t finding it elsewhere, and are 
willing to spend time and energy 
investing in their “relationship” with 
you in hopes of a better answer 

WHY 
QUESTION 

 

More than 80 
characters 
submitted 
More than 255 
charcters 
submitted 

+2 
 
+5 

People willing to give you the full 
context of their search motivation are 
not only providing richness for the 
mood and tone of your advertising 
copy … they’re also evidencing a 
deeper level of trust 
 
Note: if the WHY answer simply 
restates the answer given to WHAT, 
don’t add points here 

HOW 
DIFFICULT 
QUESTION 

Not At All 
Somewhat 
Very 

 -2 
  0 
+3 

Sometimes all you have to do is ask.  
People indicating a solution is very 
hard to find is a very reliable indication 
of a market gap. 

COMBININE 
THE THREE 

Positive points 
given for 2 of 3 
questions above  
Positive points 
given for ALL 3 

Multiply 
score by 1.5 
Multiply 
score by 2.7 

While the 3 questions above provide 
good indicators of point of difference 
opportunities, when people score 
positively on 2 or more categories, 
you’re looking at a potential “hyper-
responsive” that deserves special 
attention 

TOTAL ------------------
>>>> 

 
_________ 

Total all above and you get ONE score 
for each survey.   Sort your 
spreadsheet by this score and use the 
top 20% in your ad copy, product 
development, USP, everything! 



888000---222000   LLLiiivvviiinnngggssstttooonnn   SSSuuurrrvvveeeyyy   
QQQuuuaaallliiitttyyy   SSScccooorrriiinnnggg   EEExxxaaammmpppllleee  

 
Keyword = “social security disability” 

 
 

WHAT WHY HOW 
DIFFICULT 

SCORE 
CRITERIA 

SCORE 

“Why is it so little? 
How do they 
manage to screw it 
up so often, and 
lose my check even 
though it is direct 
deposited.” 

“They messed up on my check 
again. Also I never received my 
back pay, they said I had been 
getting my workers comp benenfits 
so I wasn't entitled to it. This is 
crap!” 

Very 
Difficult 

WHAT > 80  
WHY > 80 ( 
DIFFICULT 
= VERY 
SUBTOTAL 
MULTIPLIER 
(positive on 
all 3) 

+2 
+2 
+3 
 
7 
x 2.7 

   TOTAL 18.9 
 

WHAT WHY HOW 
DIFFICULT 

SCORE 
CRITERIA 

SCORE 

“Do I qualify “Broken Leg” Not At All 
Difficult 

WHAT < 20 
WHY < 80 
DIFFICULT 
= NOT AT 
ALL 
SUBTOTAL 
MULTIPLIER 
(negative on 
all 3) 

-1 
+0 
-2 
 
-3 
n/a 

   TOTAL -3 
 

WHAT WHY HOW 
DIFFICULT 

SCORE 
CRITERIA 

SCORE 

“How soon can 
presumptive 
diability benefits 
be paid?” 
 

“Because It can be very frustrating 
trying to get to the answers of 
important disability 
questions/resources thats vital. It's 
needed as soon as possible to help 
to dtermine one case;especialy if 
they are having serious bouts with 
the illnesses and ailments the suffer 
from.” 
 

Somewhat WHAT < 2 
WHY > 255 
DIFFICULT 
= 
SOMEWHAT 
MULTIPLIER 
(only 1 
positive  
qualifier) 

-1 
+5 
+0 
 
n/a 

   TOTAL 4 
Continued next page 



WWWrrriiitttiiinnnggg   BBBeeetttttteeerrr   AAAdddsss   FFFrrrooommm   
PPPoooiiinnnttt   ooofff   DDDiiiffffffeeerrreeennnccceee   RRReeesssuuullltttsss   

 
Let's take ONE of the point of difference (high score) responses and illustrate how we 
might improve the Google Ads using benefits and copy it contained 

 
WHAT IS MOST 

IMPORTANT 
QUESTION 

WHY SEARCHING TODAY 

“Why is it so little? 
How do they 
manage to screw it 
up so often, and 
lose my check even 
though it is direct 
deposited.” 

“They messed up on my check 
again. Also I never received my 
back pay, they said I had been 
getting my workers comp benenfits 
so I wasn't entitled to it. This is 
crap!” 

 
Ø BEFORE:  an ad like this might have been running before 

 
All About SSDI 
Everything You Need To Know 
About SSDI All In One Place! 
www.AllAboutDisability.com  
 

Ø AFTER:  Given the POINT OF DIFFERENCE benefit above, we might try some ads like this 
instead (Note: you'd be evaluating dozens of survey responses, all scored by their value) 

SSDI Screwed You Again? 
Why is your check so small? 
Get what's coming to you. (Free) 
www.AllAboutDisability.com 
SSDI Check Too Small?  
End Your Disability Nightmare.  
Get You What You Deserve! 
www.AllAboutDisability.com 

 
Ø DO YOU SEE HOW MUCH EASIER IT IS TO CONNECT WHEN YOU STOP GUESSING AND 

START ASKING? 

http://www.AllAboutDisability.com
http://www.AllAboutDisability.com
http://www.AllAboutDisability.com


VISUAL EXAMPLE – OPT IN FORM 
 

 
 



VISUAL EXAMPLE – SURVEYING YOUR LIST 
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