B2B Commercial Website Case Study

PagerDuty Commercial: https://www.pagerduty.com/nlp/smb/#get-started

Palantir SMB: https://www.palantir.com/offerings/palantir-for-builders/

“For our work on Palantir s site, the keystone metric was the number of high-quality leads
received by the sales team.” - Fictive Kin (Palantir Web Design Team)

Goal: Understand brand direction and appeal to SMB. Finding story distinction between
Enterprise vs SMB website.

Cognitive Load & Organization (Organization Effect)

o PagerDuty: Lists features (‘“Al-driven automation,” “700+ integrations”) in blocks of
text. Value is present but not schema-driven.

e Palantir: Organizes into 3—4 short, schema-aligned points (“Establish OS,” “Accelerate
value proposition,” “Deliver faster”). It’s concise, chunked, and ties back to universal
schemas (speed, value, adaptability).

Palantir makes recall and persuasion easier because it’s organized around mental
categories customers already use.

The work of building

. Establish an internal Accelerate your unique Deliver products to your Integrate LLMs of your
tomorrow beg| ns tOday. operating system that value proposition, customers faster choice in a safe and
can dynamically evolve without the extra secure way

with you overhead



https://www.pagerduty.com/nlp/smb/#get-started
https://www.palantir.com/offerings/palantir-for-builders/

Example: Palantir

For Palantir, the only metric that mattered was the number of high-quality leads. To
help achieve these goals:

1. We made sure that the primary CTA was always visible.

2. Rather than take the visitor to another page, we simply slide out the Demo
Request form. It’s just one step to completion.

Interested in solving your
problems with Palantir
software?

FIRST NAME:

LAST NAME

BUSINESS EMAIL ADDRESS:

PHONE NUMBER:

108 TITLE

COMPANY / INSTITUTION:

The result was a 1,000% increase in high-quality leads using the new site. Not too
shabby.

Distinctiveness & Emotional Framing (Distinctiveness/Emotion)

e PagerDuty: Opens with “Incidents? Handle them like a pro.” Functional, but generic.
e Palantir: “World-class software platform now available to early and growth-stage
companies.” Distinctive, emotionally aspirational — it’s about identity and belonging
(“build with us”).
Palantir taps into emotion (“accelerate your unique value proposition”) whereas
PagerDuty feels more like a technical manual.

Mere Exposure & Consistency (Mere Exposure Effect)



e PagerDuty: Value message shifts (“solve in minutes,” “stop drowning in manual tasks,”
“ship fearlessly”).

e Palantir: Consistently repeats builders and accelerates across sections.
Repetition of a simple anchor phrase reinforces preference through exposure.

Levels of Processing (Deep vs. Shallow Processing)

e PagerDuty: Lots of surface-level benefits (automation, Al, integrations).

e Palantir: Forces deeper processing by asking for project details in its form: “Tell us
about your project.” That question gets prospects to elaborate and link Palantir to their
own schemas.

Deep processing — stronger memory and engagement. PagerDuty misses this
“self-generated meaning” step.

Reward & Commitment Effects

e PagerDuty: 14-day free trial — but framed passively, no milestones or progress
psychology.

e Palantir: The act of filling in the form (name, project context) is a commitment device
— people value the product more after investing effort (IKEA effect).
Palantir engages implicit commitment — PagerDuty leaves engagement optional.

Summary

e PagerDuty SMB site = feature-first, functional, lots of text, limited psychological
hooks.

e Palantir for Builders = identity-first, schema-driven, emotionally distinctive,
leverages repetition, deep processing, and commitment.

Question: What is PD brand direction for the SMB website? How does SMB website offer
differently from the main website?



Resources and Inspiration:

Your Website Owes You Money | Fictive Kin

134 websites built with WordPress — Godly

Shirley Wang - Motion Design

P - Insights (Impr: rforman ibility, and SEO for both Deskt n
Mobile)

Current Topic of Discussion:
Cognitive Psychology on Memory
Next Steps to Ideate:

Perception

Additional Ideas:
e Incorporate PagerDuty Customer Story/Impact Studies videos:

o https://www.pagerduty.com/in-perspective/
o PagerDuty Customer Story Repository

WEB SYSTEM

You know a site has been built as a Web System if it:

Is updated frequently and easily.

Drives daily business value in the form of meaningful sales and new leads.

Improves on a continuous basis.

Accurately presents your company’s current priorities and latest offerings.

Entices the best talent to join your company.

Sets you apart from your competitors and establishes you as a category leader.

Has clear metrics that are easily understood. You will know, off the top of your head, how
the site has performed over the last week and how that compares to previous weeks and

years.
e [s asource of pride internally.


https://docs.google.com/spreadsheets/d/1M1qlFKWJB662lWg4v6d-2xgMI6L3zvW6Ib6UIQk6rdw/edit?gid=0#gid=0
https://fictivekin.com/websystems
https://godly.website/websites/wordpress
https://shirley-wang.com/
https://pagespeed.web.dev/analysis/https-www-pagerduty-com-nlp-smb/vyv22pokid?form_factor=desktop
https://pagespeed.web.dev/analysis/https-www-pagerduty-com-nlp-smb/vyv22pokid?form_factor=desktop
https://www.pagerduty.com/in-perspective/

Notes to Review:

KEYSTONE
A keystone metric - measure of the primary action that you want your site to deliver.

A keystone metric tracks the 1-2 primary actions that you want any visitor to your site to do.
They are your site’s reason for being. All of the pages work together in concert to bring about
these actions.

UNDERSTAND THE AUDIENCE

o The metric for any given page should most likely be “what percentage of the time did
people who landed on that page do the target action.”
® As site evolves, can use these page metrics to see:
o How a given page or category of pages is contributing to your keystone objective
o Is the given page still adding value or should perhaps be pruned?
o Aspects of your story that are especially engaging to your visitors?

WORKHOURSE MODULE
e Modules you will use most frequently and will make up the majority of the surface area
of your site (12-20 such core modules depending on the overall storytelling needs)

SHOWSTOPPER MODULES
® very design forward/wow moment/rich experience - show off a little bit and highlight the
best parts of your brand
® ot strictly necessary - decent strategy is to launch without them and use data to identify
what part of your story is most resonant with your customers and then subsequently add a
showstopper to more deeply tell that more validated story.

Web Systems
e Converters (core experience of site) - convert visitors into leads, followers, and customers
e Collectors - Blog posts, White Papers, Customer Support articles, Product Comparisons
e Attractors - alluring sirens that catch visitors' eyes and draw them into your system
(promotion, landing pages, events)
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