A/B testing




A/B testing

A/B Testing Overview

Reason one
You are just starting out with

A/B testing, also known as split or bucket the testing process.

Reason two
You have a limited number of

testing, is a statistical method of comparing

two or more versions of one variable (like a
website visitors.

blog post, web page, or advertisement)

against each other to determine which Reason three

version performs the best, and also to You have a limited number of

understand if a difference between the conversions.

versions is statistically different.

Reason four
You are looking for a radical

There are many different reasons why you - .
departure from existing designs.

may be looking to do A/B testing... Reason five

You are just starting

with a new webpage.
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Product Roadmap via A/B Testing

Market Needs +
Customer
Expectations +
Business Goals

Product Roadmap
Product Managers
or business
Analysts

Deconstruct Roadmap
into Testable Chunks

Business Analyst
or UX Designers

Program Management
(Dedicated CRO program Manager

Product Growth Conversion

Implementation via

A/B Testing CRO Data Scientist or
Analysts

Developers or CRO
Analysts
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A/B testing

A/B Testing Process

0 Define Goal (conversion)

Before you create a test, you need to
know what, exactly, you're hoping to

accomplish. Crown the New Champion

Once you've launched your test, you

need to let it run for a long enough
period of time.

o Brainstorm/Generate Idea

\

\

\

H |

Once you've determined a goal Continuous !
you want to accomplish, you'll . I
need to generate ideas. Improvement ,’

Test Until Statistically Significant

’ You need to continue testing until you
notice a difference in your results and
G determined which change will have
o Implement Changes 4 the most significant effect.
You will be need to implement
changes with the highest potential,
intuition and best practices.




A/B testing

A/B Testing Process

Before optimization With optimization After optimization

|

BUY NOW BUY NOW

BUY NOW BUY NOW

Original -1% Variation1-4.5%

________________________

$1,000 in Sales $4,500 in Sales

A

THANKS

\/



A/B Testing Process

VARIATION A

_> . —  30%

50% visitors .
Conversion rate

see variation A

VARIATION B

—> L —_— 16%

50% visitors

Conversion rate
see variation B

A/B testing



A/B testing

A/B Testing Campaign

l Campaign with a single objective.
- . .
For example, website conversations.

Audience 01 Audience 02 Audience 03 Audience 04
Four separate Ad sets targeting

— > two different audience.

One Ad per Ad set. Notice there are only
— " 2different ads. Each Ad is displayed in its

Ad 01 Ad 01 Ad 02 Ad 03 own Ad set to each audience.



A/B Testing Decision Tree

n=2,5%

\

17 {n=7,18%}

Pageviews < 7720

17 {n=4, 1%}

Experiment >= 0.5

124
n=3, 8%

134 {n=718%}

Experiment >= 0.5

130 {n=513%}

Pageviews < 9765

158 {n=38,100%}

Pageviews < 8460

A 4

167 {n=31, 82%}

149 {n=5, 39%}

Pageviews < 9907

162 {n=8, 21%}

Experiment >= 0.5

171 {n=513%}

DOW = Mon, Wed

164
n=4,1%

Clicks >=775

n=2, 8%

184 {n=16 42%}

Pageviews < 9418

176 {n=16, 34%}

DOW = Sun, Tue, Fri,
Sat

171 {n=1129%}

Clicks >= 730

154 198
n=3, 8% n=2,5%

n=3, 8%




A/B Test Example
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Button Color Test

New Headline Test

Totally New Landing Page

Another All-new Landing Page

A/B Testing
Improvements

+1.5

+0.8

-4.0%

To Statistically
Significant Confidence

4.5

A/B testing

9



SUM OF NEWSLETTER

Landing Page A/B Test

60 ... . AU &

2 .. BN . BN BN N SN

SIGN UPS
o B -] = o =
5 & § 8§ B

Landing Page Landing Page Show Product No Product Remove Add Longer Form Shorter Form
01 02 Video Video Navigation Navigation Page Page

A/B testing

LNNOWNY 10 NNS
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A/B Test Dashboard

Weighted satisfaction score

120.9 27% 153.8
Satisfaction
No Feature Y Improvement Feature Y

Positive satisfaction rating

78% 6.60% 85%

No Feature Y Off vs On Feature Y

W No FeatureY

MW FeatureY

A/B testing

Weighted satisfaction score

147.3 5.5% 154.4

Satisfaction

Feature X On
Improvement

Feature X Off

Positive satisfaction rating

85% 2.3% 87%

Feature X Off Off vs On Feature X On

m Feature X off

m Feature Xon
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A/B Test Dashboard

AB Test Feature Y Funnels

EDIT WIDGET - SAVE WIDGET

61.4% 65.7%

No Feature Y [r— Feature Y

EDIT WIDGET - 6 MONTH LTV

44.0% 42.2%

No Feature Y Feature Y

EDIT WIDGET IN TRIAL - PURCHASE

3.54% 6.32%
No Feature Y - Feature Y

EDIT WIDGET - SAVE WIDGET

62.3% 60.0%

Feature X Off r— Feature X On

EDIT WIDGET - 6 MONTH LTV

43.2% 40.3%

Feature X Off r— Feature X On

EDIT WIDGET IN TRIAL - PURCHASE

7.99% . 5.055

Feature X Off Feature X On

s|auun4 x ainjpa4 1sa] gv

A/B testing
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A/B Test Analytics
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A/B testing
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A/B Test Results

Variation Conversion rate

0.15% (+0.10%)

Average conversion rate

Original

Variation 01

100

80

60

40

20

Improvement

+150.00%

A/B testing

Confidence Conv./visitors Status
- 5/5,134 Stopped
97.01% 13/5,152 Winner

A/B Testing Line Graph

N4
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Mar 02

Mar 04

Mar 06 Mar 08 Mar 10 Mar 12 Mar 14 Mar 16



A/B Test Results
I T T S N KT

120%

100%

80%

60%

40%

A Default 30.000 1.200

B Variation 30.000 1.260

Sum of Newsletter Sign Ups

-10% -8% -5% -4% 2% 0% 1% 3% 5% 7% 9% % 13% 15% 17% 19%

120%

100%

80%

60%

40%

20%

4.00% -

4.20% 5.00%

Chance of B Outperforming A

A B

89.1%

A/B testing



A/B Test Tracking

LANDING PAGE
NAME

How to Create
Visuals for
Marketing

Demo Landing
Page

Call Sales
Landing Page

2018
Predictions
Landing Page

OWNER (LIST
NAME OF DRI
FOR TEST HERE)

John Smith

Amanda
Morgan

John Smith

Amanda
Morgan

STATUS

Completed

Not Started

Not Started

In Progress

TEST

LP Header
swapped
with
subheader

Different
image on B
version

Different
Headline. A
is the title, B

is
descriptive

Copy bullets
vs long form
paragraphs

START

5/17/17

5/27/17

6/23/17

6/17/17

5/20/17

6/20/17

7/6/17

71217

PREDICTION

Version B will
perform better
because the
original sub
header is more
actionable

Version B (image
with
background) will
perform better

Version A will
perform better
because it
matches promo
copy

version B will
perform better

RESULT

Success

Inconclu
sive

Inconclu
sive

Success

STATISTICALLY

SIGNIFICANT ?

NOTES

Variation B performed 8%
better than the original
version and was
statistically significant at
95% confidence. Declared
version B the winner

Variation B performed 4%
better than A - not
statistically significant but
declared B as winner.

Version A performed 3%
better, not statistically
significant. Test ran for 3
weeks.

Test "A" converted
33%better than Test "B." We
are 100% certain that the
changes in Test "A" will
improve your conversion
rate.

A/B testing

NEXT STEPS

Chose Variation B as
winner, setting up a/b
on CTA placement next

Chose Variation B.

setting up a/b test
testing two different
types of images next

Chose Variation A as
winner, running
template-level A/B test
next

Chose Variation A as
winner, setting up a/b
on CTA placement next
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