Synthesized Report
Psychological Analysis

My 12-metric framework reveals a tightly contested evaluation between these two agencies, with neither variant
achieving clear psychological dominance across all dimensions. Analyzing 14 total evaluations from 7 participants
who tested both variants, | found consistent patterns that tell a specific story about how B2B SaaS founders
evaluate design agency credibility.

Consumer Psychology Metrics (Attraction Phase)

Interest Activation averaged 6.7/10 for Adam Fard and 6.4/10 for Neuron UX. Both scores fall in the moderate
range, indicating that neither site generates immediate excitement. The difference is marginal, but Adam Fard's
slightly higher activation stems from its aggressive display of case studies and specific metrics. Users report feeling
intellectually engaged by the volume of proof, even when they find it overwhelming.

Relevance Recognition scored highest among all metrics, averaging 8.0/10 for Adam Fard and 7.1/10 for Neuron
UX. This 0.9-point gap represents the most significant differentiation in my analysis. Every participant noted that
Adam Fard's explicit B2B SaaS positioning hit their mental model immediately. The headline speaks their language.
Neuron UX's hero image showing a casting app created cognitive dissonance that lowered perceived relevance
despite their stated B2B workplace focus.

Credibility Assessment came in at 7.0/10 for Adam Fard versus 8.0/10 for Neuron UX. Neuron UX wins here
decisively. Their Clutch badges, Fast Company feature, and enterprise client logos (Intuit, LinkedIn, Palo Alto
Networks) trigger what | call the "institutional trust signal." Adam Fard relies more heavily on case study depth,
which builds different credibility but requires more cognitive investment.

Value Perception held steady at 6.9/10 for Adam Fard and 7.0/10 for Neuron UX. Participants struggled to
differentiate the value propositions. Both agencies failed to communicate clear pricing frameworks or engagement
models early enough to anchor value expectations.

Emotional Connection remained the weakest dimension for both variants, averaging 5.9/10 for Adam Fard and
6.1/10 for Neuron UX. B2B SaasS founders in this sample responded to logic and proof rather than emotional
appeals. The video testimonials on Adam Fard generated slightly more human connection, but neither site created
meaningful emotional resonance.

Risk Evaluation favored Neuron UX significantly at 3.0/10 versus Adam Fard's 4.0/10 (lower scores indicate lower
perceived risk). This full point advantage stems from Neuron UX's enterprise client roster and third-party validation.
Founders consistently noted that seeing names like Intuit and LinkedIn reduced their concern about agency
capability.

Decision Psychology Metrics (Conversion Phase)

Social Acceptability showed Neuron UX outperforming at 8.0/10 versus Adam Fard's 7.0/10. Participants felt they
could more confidently justify hiring Neuron UX to their boards or cofounders because of the recognizable client
names and media features.

Desire Creation remained low for both variants, with Adam Fard at 6.0/10 and Neuron UX at 6.1/10. Neither site
created urgency or compelling reasons to act immediately. This represents a significant conversion opportunity for
both.

Confidence Building favored Neuron UX at 7.9/10 compared to Adam Fard's 7.0/10. The cleaner layout and external
validation markers gave participants greater confidence in what they would receive.

Objection Level averaged 4.3/10 for Adam Fard and 3.4/10 for Neuron UX (lower is better). Neuron UX generated
fewer mental objections, primarily due to cleaner presentation and reduced cognitive load.

Action Readiness showed both variants underperforming at 5.7/10 for Adam Fard and 6.1/10 for Neuron UX.
Neither site successfully moved participants toward immediate contact. The free course offer on Neuron UX
provided a lower-commitment path that slightly increased readiness.



Satisfaction Prediction came in nearly identical at 6.7/10 for Adam Fard and 7.0/10 for Neuron UX. Participants
could imagine being satisfied with either agency based on the work shown.

Demographic Insights

My participant pool consisted of 7 B2B SaaS founders with high tech comfort, income ranging from $155,000 to
$220,000, and education levels from Bachelor's to Advanced degrees. While this represents a relatively
homogeneous sample in terms of professional context, meaningful variations emerged.

Age-Based Response Patterns

The 26-year-old non-binary Product Lead from Seattle showed the most skepticism toward both options, giving
Adam Fard a 7/10 with notably lower Emotional Connection (5/10) and Satisfaction Prediction (6/10). Their
feedback emphasized wanting to see case studies matching their specific product type rather than being impressed
by volume. In contrast, the 41-year-old male CEO from New York gave identical scores but expressed concerns
about company stage fit, noting "I'd want to dig into whether they've worked with companies my size."

Younger founders in my sample (26-32 years) demonstrated higher sensitivity to positioning mismatches. The
Seattle participant specifically called out the disconnect between Neuron UX's B2B claims and consumer app
portfolio pieces. The 32-year-old male CEO from Denver echoed this concern, stating the hero image "throws me
off immediately."

Geographic Considerations

The San Francisco-based 34-year-old male CEO gave Neuron UX his highest overall score (8/10), explicitly noting
"I like that they're local - easier to grab coffee if things get complex." This geographic proximity bias did not appear
in participants from Austin, Boston, Denver, or Chicago. The 36-year-old Chicago CEO specifically noted "San
Francisco means they're probably expensive" as a concern, demonstrating that location signals different things to
different markets.

Income and Company Stage Signals

Higher-income participants ($185,000 to $220,000) showed greater concern about whether agencies would give
adequate attention to their company size. The $220,000 earner from New York wondered "if I'm too small for them
or if they'd actually give us attention" when viewing Adam Fard's enterprise examples. The $185,000 earner from
Chicago questioned "if FinanceFlow is big enough for them" when seeing Neuron UX's client roster.

Lower-income participants ($155,000 to $165,000) focused more on practical engagement models. The 26-year-old
Seattle participant explicitly looked for “services and pricing structure" while scrolling. The 29-year-old Austin CTO
gravitated toward detailed case studies that "describe a product similar to what we deal with."

Gender Patterns

The two female participants (Austin CTO and Boston CEOQ) both noted the testimonial carousel limitation on Neuron
UX, with the Boston CEO stating "the testimonial carousel only shows one quote at a time which on a Monday
evening I'm not clicking through." They expressed preference for seeing multiple proof points simultaneously rather
than clicking through hidden content. Male participants did not mention this as a friction point.

Education Level Influence

Participants with Graduate or Advanced degrees (4 of 7) demonstrated higher tolerance for dense information
architecture on Adam Fard. The Boston CEO with an Advanced degree acknowledged "the case studies are solid
but they're all over the place" while still engaging with the content. Participants with Bachelor's degrees (3 of 7)
more frequently expressed scrolling fatigue.

Critical Friction Points



My assessment identified five primary friction points that triggered psychological resistance across participants.
1. Hero Image Mismatch on Neuron UX

This emerged as the single most mentioned issue, cited by 6 of 7 participants. The casting app for models shown in
Neuron UX's hero section created immediate cognitive dissonance with their B2B workplace positioning.

The Denver CEO stated it "throws me off immediately - I'm a B2B Saa$S founder, not in entertainment.” The New
York CEO questioned "if they really understand B2B enterprise tools or if that's just a portfolio piece." The Seattle
Product Lead "immediately made me double-check | was on the right page.”

This mismatch directly suppressed Relevance Recognition scores for Neuron UX, contributing to the 0.9-point gap
in that metric. First impressions matter enormously in agency evaluation, and this visual creates doubt before any
content is consumed.

2. Empty Section on Adam Fard

Every participant noted the blank space in section 5 of Adam Fard's page. The San Francisco CEO asked "did
something fail to load?" The Seattle Product Lead wondered "if something failed to load." The Chicago CEO
described it as "weird - like something didn't load."

For an agency selling design and user research services, having what appears to be a broken layout damages
credibility. This contradiction between what they sell and what they show creates what | call "credibility dissonance"
that participants cannot ignore.

3. The "Preachy" Problem Section

Adam Fard's "Have you ever been down this road" section with X marks on common solutions generated negative
reactions from 5 of 7 participants. The Austin CTO felt "they're telling me | don't know how to solve my own
problems.” The Boston CEO advised "show me, don't lecture me." The Seattle Product Lead described it as "setting
up straw men to knock down."

This framing triggers psychological reactance, a well-documented phenomenon where people resist messages they
perceive as attempting to control their decisions. B2B Saa$S founders have high agency in their purchasing
decisions and respond negatively to being told what they have done wrong.

4. Information Density and Scanning Difficulty
Adam Fard's extensive case study display created scrolling fatigue. The Denver CEO noted "the layout alternates

left-right in a way that makes scanning harder than it needs to be." The San Francisco CEO observed "the page
tries to show me everything at once instead of helping me figure out if we're a fit."

This matters because B2B evaluation is rarely a single-session activity. Participants explicitly mentioned
bookmarking for later review rather than immediate action. The Austin CTO said "I'd probably bookmark this and
come back when | have more time to dig through everything."

5. Hidden Testimonial Content on Neuron UX
The single-quote testimonial carousel requiring navigation clicks frustrated participants. The Boston CEO stated

plainly that "on a Monday evening I'm not clicking through.” The Austin CTO noted the section "feels thin compared
to what | want to see.”

Testimonials serve as social proof during the decision phase, and hiding them behind interaction requirements
reduces their persuasive impact significantly. Users expect to scan proof points quickly, not hunt for them.

High-Performing Elements

My analysis identified specific elements that successfully built trust, desire, and confidence across both variants.



Adam Fard: Metric-Driven Case Studies

The specific outcome metrics in Adam Fard's case studies generated consistently positive responses. The "78%
conversion increase" and "customer satisfaction score from 3 to 8" appeared in feedback from 5 of 7 participants as
evidence of credibility.

The Chicago CEO noted these are "real numbers | can benchmark against." The New York CEO appreciated "the
kinds of numbers | need to see." This specificity converts vague capability claims into verifiable evidence that
founders can evaluate against their own goals.

These case studies contributed to Adam Fard's 8.0/10 Relevance Recognition score, the highest metric either
variant achieved.

Adam Fard: Video Testimonials

The video testimonial format with visible faces and titles outperformed Neuron UX's text-based approach. The
Austin CTO noted "video testimonials from CTOs and VPs feel more real than text quotes.” The Denver CEO
observed they "add legitimacy."

Video creates parasocial familiarity that text cannot replicate. When founders see peers with recognizable titles
endorsing an agency, it activates social proof mechanisms more powerfully than written attribution.

Adam Fard: UX Pilot Al Tool

The San Francisco CEO specifically mentioned "The UX Pilot Al thing is interesting since I'm always looking at how
Al can help us move faster." This proprietary tool signals that the agency practices what they preach by building
their own products, differentiating them from pure consultancies.

Neuron UX: Enterprise Client Logos

The client roster (Intuit, LinkedIn, Palo Alto Networks, Hootsuite) drove Neuron UX's strong Credibility Assessment
(8.0/10) and low Risk Evaluation (3.0/10). The Boston CEO called these "serious companies." The Denver CEO
noted "those are serious B2B players."

Enterprise logos function as shorthand credibility that requires no explanation. Founders immediately understand
that significant companies have vetted this agency, reducing their own evaluation burden.

Neuron UX: Third-Party Validation

The Clutch badge, Fast Company feature, and UX Design Awards created a validation stack that participants found
compelling. The Seattle Product Lead observed these are "external validation that's harder to fake." The Denver
CEO appreciated "third-party validation | can actually verify."

Unlike self-reported metrics, external recognition comes from credible sources that participants trust independently.
This builds Confidence Building scores (7.9/10) that support conversion.

Neuron UX: Free Course Offer

The 5-week free B2B UX course emerged as a differentiated conversion path. The San Francisco CEO noted it
provides "a nice low-commitment way to evaluate them." The Chicago CEO called it a "smart" approach showing
"they're not just trying to close deals immediately."

This offer lowers the psychological threshold for engagement by removing the binary choice between full
commitment and no relationship. It contributes to Neuron UX's lower Objection Level (3.4/10).

Neuron UX: Clean Layout

Participants consistently noted that Neuron UX "breathes better" (San Francisco CEO) and shows a "cleaner layout,
easier to scan quickly" (Austin CTO). This visual clarity contributed to lower cognitive load and higher overall polish
perception.



Strategic Recommendations

Based on my analysis, | recommend the following prioritized actions organized by implementation complexity.
Phase 1: High-Impact, Lower Complexity
For Adam Fard:

Fix the empty section 5 immediately. This is a critical credibility issue that every participant noticed. Whatever
content was intended for this space needs to be implemented or the section needs to be removed. The ROI here is
protecting existing credibility rather than building new trust. Estimated impact: could reduce Objection Level by
0.5-1.0 points by eliminating the "broken site" perception.

Revise the "Have you ever been down this road" section language. Remove the X marks and condescending
framing. Instead of telling founders what they have done wrong, position the contrast as "common approaches"
versus "our approach.” This reframe respects founder intelligence while communicating differentiation. Estimated
impact: could improve Emotional Connection by 0.5 points and reduce objection triggers.

Add visible testimonial count and navigation. Show "12 testimonials" with clear thumbnails rather than hiding social
proof behind video players. Let founders scan the breadth of validation before deciding which to watch. Estimated
impact: preserves the video format advantage while improving proof accessibility.

For Neuron UX:

Replace the hero image immediately. The casting app creates positioning confusion that 6 of 7 participants noted.
Substitute a B2B workplace product mockup that aligns with the stated specialization. A dashboard, collaboration
tool, or enterprise software interface would reinforce rather than contradict the value proposition. Estimated impact:
could improve Relevance Recognition by 0.5-1.0 points and increase Interest Activation.

Expand the testimonial section. Replace the single-quote carousel with a visible grid showing 3-4 testimonials
simultaneously. Include company names, titles, and headshots without requiring clicks. Estimated impact: could
improve Value Perception and Social Acceptability by reducing effort required to find proof.

Phase 2: Medium Complexity
For Adam Fard:

Implement progressive disclosure for case studies. Rather than showing all case studies at once, create a filterable
system allowing founders to select by industry, company stage, or challenge type. This respects their time while
maintaining proof depth. The Austin CTQO's behavior of bookmarking for later suggests the current approach delays
rather than drives conversion. Estimated impact: could improve Action Readiness by 0.5-1.0 points by reducing
cognitive overload.

Add a low-commitment entry point. Consider a free resource, audit tool, or limited consultation offer similar to
Neuron UX's course. This addresses the conversion gap where founders express interest but hesitate to commit to
full engagement. Estimated impact: could increase Action Readiness and reduce perceived risk.

Create company stage segmentation. Multiple participants wondered about fit for their company size. Add visible
signals about ideal client profile, whether through case study tags showing company employee counts or explicit
messaging about which stage companies they serve best. Estimated impact: could improve Relevance Recognition
and reduce objection around fit.

For Neuron UX:

Add quantified outcomes to case studies. Adam Fard's specific metrics ("78% conversion increase") outperformed
Neuron UX's less detailed case presentations. Incorporate specific numbers wherever possible. Estimated impact:
could close the Relevance Recognition gap and improve Value Perception.

Remove or contextualize consumer app portfolio pieces. The Flo women's health app and casting app examples
contradict B2B positioning. Either remove them from the homepage or clearly segment them as "also served"
secondary proof rather than featured work. Estimated impact: reinforces positioning consistency and could improve
Interest Activation by 0.5 points.



Enhance the process section. The wireframe graphic that "tells me almost nothing about how they actually work
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