A/B Testing
WORKSHOP

Audio Mode: O Use Telephone =
@ Use Mic & Speakers

=i

Audio Setup

s
Use the Chat Pane in GoToTraining
to Ask Questions!

Have attended the Landing Page, CTA and Email Class

Have one of the items mentioned above to test.  HUbSpot
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Sarah Bedrick

@sbedrick
#HubSpotting



A/B TESTING ARCHIVE PAGE

HubSpot A/B Testing Workshop

Go Back to HubSpot

Watch the Class Length: 81:59 | Airdate: 4/03/13

AGENDA

o Assumptions & Goals [3m]

What is EINISERERREIOERBEE 7 (2m)

o

9 ResearciMUERN _ABE8IES Timeline [10m]

Design: Building the Assets [45m]

- Execute: Action Steps & Analysis [30m]
b =

Want to attend this workshop again? See upcoming times

Want to review your work?

Class Presentation Deck

» Download the presentation

Class Resources

» Download the eBook
» Download the Workbook
« Download your A/B Testing PDF

Additional Links

How to A/B test Calls-to-action in
HubSpot

How to A/B test landing pages

How to A/B test emails

A/B Test Calculator

A/B Testing in Action: 3 Real-Life
Marketing Experiments

Answers to 19 Most Frequently Asked
Questions about A/B Testing

Need software help?
\% Find answers to your
technical questions

Post to the forums.
) Ask questions to the
HubSpot community

Have a question?

Ask Professor Bedrick

@Sbedrick | Linkedin




ARCHIVE PAGES ACCESSIBLE IN HUBSPOT PORTAL

HUbSpI t Dashboard Academy ~

Visits & Leads his month compared to 1ast montn

Wow! Keep doing what you're doing, because it's working. Capitalize on the traffic with new CTAs.

Register for HubSpot Training

Goal Planning & Strategy: not complete

Got ready for your firs! set of HubSpot training cass 5y aflending this Ge S $5. Youll leaen how fo $¢1

1. Goal Planning & Strategy

Fve completed this

« | Conversion Rate



TODAY’S GOAL:

To learn how to conduct
proper A/B tests, and set
up a first test.




AGENDA

Assumptions & Goals

Why run an A/B test [10 min]

How to run a proper A/B test in marketing [5 min]
Workshop — Work through the first A/B test [50 min]

Class tasks and resources [10 min]



ASSUMPTIONS &
GOALS



ASUMMPTIONS & GOALS

You've attended our HubSpot Training Classes
You understand your marketing assets, resources & goals

You can spend time each week reviewing your A/B tests



WHY RUN AN A/B
TEST



WHAT IS AN
A/B TEST?




A/B testing is a method of testing through which
marketing variables are compared to each other to
identify the one that brings a better response rate.



A/B testing is a method of testing through which
marketing variables are compared to each other to
identify the one that brings a better response rate.
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A/B testing is a method of testing through which
marketing variables are compared to each other to
identify the one that brings a better response rate.
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EASY WAY TO
IMPROVE MET




LEARN WHAT
SPEAKS TO
YOUR BUYER
PERSONAS.




RELY ON
DATA &
REMOVE
EMOTIONS.







HOW TO RUN A PROPER
A/B TEST IN MARKETING



6 STEPS TO RUNNING AN A/B TEST:

Select a marketing asset to test.

Select a metric to improve.

Decide what to change in a new variation.
Choose an end date.

Check back for statistical significance.

Declare a winner.

0OOO0BOOC



SELECT A MARKETING
ASSET TO TEST



Choose the marketing asset you want to a/b test:

Call-to- Landing

action Page




Decide where to start:

Calls-to-Action e Tutwia

€ AllCTAs v M All activity v

Status Preview Views Views — clicks Clicks

Trial Nurturing | See HubSpot Pricing  #

Eee HubS pot Pricing & Pachages Now D U% D
Generate More Leads
Generate More Leads 0 0% 0

Blog - 15 Business Blogging Mistakes Ebook »  ELCUET
1 blog post

- _ 77 1.3% 1
' m 3,006 0.5% 14
] _ 76.2K 2.1% 1,585

Generate More Visitors #

Clicks — subs.

0%

0%

67 pages

0%

0%

70.8%

Subs. Updated -

Embed code Details

0 Apr2

Embed code Details

0 Apr2

Embed code Edit Smart Rules

0 Jan 29

0 Sep 27, 2012

1,122 Sep 7, 2012

Embed code Details

O L. 2 TS PO LCO

Create Callto-Action

Create Smart Call-to-Action

II p

468 c1is
19.6M views
369K ciicks

=

Write a Blog Post
Write a new blog post that
includes one of your CTAsS

Create a Landing Page
Create a new landing page that
includes one of your CTAs

Send an Email

Send an email with one of your
CTAs

Manage Content Settings
Go beyond the basics to create a

T



SELECT A METRIC TO
IMPROVE




Which metric to improve?

Calls-to- Landing
action Pages
Clicks Submissions Open Rates

Submissions New Clicks by
Contacts delivered
Clicks by

opens



SELECT ONE THING TO
CHANGE IN NEW VARIATION




Ideas on what to test to improve numbers:

@ Subject line Q Copy @ Form

Subject line .
personalization Color Headline

Sender |mage COpy



Get a Free Beverage

Download Your Free Copy!

First Name *

Free Beverage of your
choicel

* Fast
* Tasty
* Thirst-quenching

Fill out the form to get your
free drink now!

Determine what the change will look like?

Get a Free Beverage

Downlead Your Free Copy!

FirstNama *

Free Beverage of your
choicel

* Fast
* Tasty
* Thirst-quenching

Fill out the form to get your
free drink now!




Get a Free Beverage

Download Your Free Copy!

FirstName =

Free Beverage of your
choicel

* Fast
* Tasty
* Thirst-quenching

Fill out the form to getyair
free drink now!

Determine what the change will look like?

Get a Free Beverage

Downlead Your Free Copy!

FirstNama *

Free Beverage of your
choicel

* Fast
* Tasty
* Thirst-quenching

Fill out the form to get y«
free drink now!




Determine what the change will look like?

IN this case - black vs blue;

Created on 10/07/11 at 14:30:49 Variation test group
247 12.1% 30
231 1.7%




When whichtestwon.com
asked marketers which
landing page variation got
110% more submissions,
49% of marketers

guessed incorrectly.

VERSION A

lomeya

Finally, Affordable
Network Storage .

EE Network Storage Guide

How site visitors voted:

VERSION A (51%)
—— /1
VERSION B (4%9%)
e




@ CHOOSE AN END DATE



Infinity pools are cool, but
running tests for an indefinite
time amount is not.



CHECK BACK FOR
STATISTICAL SIGNIFICANCE



MarketingSherpa wrote:
“In our ROI-driven world of digital marketing,
testing without calculating statistical significance of

the data is not much different than not testing at

all.”



To determine if a test is
statistically significant, use the
A/B test calculator. If it is, you’re
ready to declare a winner. If not,
choose a new end date and

check back then

HubSppt

A/B Testing Calculator

Find out if your A/B test results are statistically significant

Visits Conversions

n\10500 430
B\woaoo 371

This result is statistically significant. (95% probability)
The best choice is Variation A: it converted at 4.1% (13% better than Variation
B).



http://super.hubspot.com/calculator/

Find A/B Test Calculator Link on Archive Page

HubSpot A/B Testing Workshop

Need software help?

i
Watch the Class Leanth: 81:59 | Ardale 4/03/13 Class Presontation Deck ‘\' technical «

o Download the presentation

Class Resources

AGENDA

0 Assumptions & Goals [3m| Have a question?

what = RS (2]
‘ |

9 Reseerclﬁam'_:{_‘;”1 Timeline [10m) '

=
ts [45m)

Design: Building the /

et Exacute Action Stepe & Angheis [30m]

=
-




@ DECLARE A WINNER



AFTER SIGNIFICANT DATA POINTS
HAVE BEEN REACHED:

Get a Free Beverage

Download Your Free Copy! Download Your Free Copy!

FirstName * FirstName *

LastName*

Free Beverage of your =miereaor
choicel

* Fast

* Tasty

* Thirst-quenching

Fill out the form to get
your free drink now! our free drink now!




R e Co rd Summarize your takeaways to use in future A/B
@ [ ] [ J
findings Iin )
W k k Call to Action takeaways
O r O o Y Example: Blue calls to action convert better than green ones on product

pages.

o s

B RS



EXAMPLES:



Garden Media Group call-to-action A/B test.

2013 Trends Report /’ Variation test group

7 N
10.5k 4_15{/ 430




Great Island Tech call-to-action A/B test.

Beginner's Guide To Inbound f Variation




Pawntique call-to-action A/B test.

Created on 10/07/11 at 14:30:49 # Variation test group




HubSpot call-to-action A/B test.

Created on 04/03/12 at 23:23:56 "  Variation test grous




HubSpht  Academy

HubSpot Examples - Browse by Category

Browse examples of customers using HubSpot for their inbound marketing and get ideas on how to
improve your Inbound Marketing Machine.

- — QU i = —= Laarn how 10 efectively
= i & s : o epe iy
= ) > s 2 meda sites!
= B= :
(] =

Thank You Page Examples Lead Nurturing Workflow Email Exampies
Examples

Maintenance Morris

http://academy.hubspot.com/examples

Buyer Persona Examples



http://academy.hubspot.com/examples
http://academy.hubspot.com/examples

WORKSHOP - WORK
THROUGH FIRST A/B
TEST



NOTES ON A/B TESTING IN HUBSPOT

0 CTAsS

9 Landing Pages

e Email






Create A/B test directly from CTA dashboard.

April Webinar

T 47 War 26

April #inboundLearning CTA

Cione to new CTA
ﬁ Create o test varation
‘IE:, ‘i:\' ':. :-l}-'J ‘5 ! R
——

cmove



@ LANDING PAGES



Create A/B test directly from landing page.

Content Contacts

+ Landing Pages & Tutorial

’. ﬁ & ﬁ Create AfB Test
Content Oplions Publishing

Name
nternal name used for oroanization

Bright Ideas Test

Page title
Will appear in the browsers fitle bar and in search results, but will nol appear on the page

Bright Ideas
Landing Page URL
Usge °F lo publish to the Home Page

oright-ideas Copy URL

Section Header

Inbound Marketing

Section Subheader

VANl dakra waai b meas ArsnmA







Create A/B test directly from new email.

Hl.lbsp ot Dashboard Content

s @ Tutoria

LY
. 1 .:} T Create A/B Test
Content Dptions Sending q

Basic Information

& k-

Hame




Create A/B test directly from new email.

- |‘|
rd TF AIB 54 q'f'a'at an A n
Content Jptions Ariations Sending

Basic Information

Name




Fine-tune the A/B test details.

HubSppot Dashboard Content

* Email © Tutorial
f‘ ﬁ AlB Variation: n B
Content Options Variations Sending
-~

A/B Test Sample b
Setthe size of your test group. How does an email A/B test work?

A B Winning Version

5% 5% 90%

Choose a winning version by:
Select a metric to determine the variation that will be sent to the remaining contacts.

m

Opens by delivered -

Version to send if sample is too low:

Set which version of the email should be sent ifthe final list size is less than 1,000 contacts.
Send Aversion v

Time to gather test results

Set atime limit on gathering test results. n
After this time is up, the winning version will be sent to the remaining contacts.

1 hour(s)

Version to send if results are inconclusive:
Setwhich version ofthe email should be sent ifthe results are inconclusive after the test period.

Send Aversion v



Total send must be 1,000 contacts for A/B Test.

HubSppot Dashboard Content

. Email © Tutorial
f‘ ﬁ AlB ﬁ Variation: n B
Content Options Variations Sending
-~

A/B Test Sample b
Setthe size of your test group. oes an email A/B test work?

A B Winning Version
5% 5% 90%

Choose a winning version by:
Select a metric to determine the variation that will be sent to the remaining contacts.

m

Opens by delivered -

Version to send if sample is too low:

Set which version of the email should be sent ifthe final list size is less than 1,000 contacts.
Send Aversion v

Time to gather test results

Set atime limit on gathering test results. n
After this time is up, the winning version will be sent to the remaining contacts.

1 hour(s)

Version to send if results are inconclusive:
Setwhich version ofthe email should be sent ifthe results are inconclusive after the test period.

Send Aversion v



Less than 1,000 contacts? Split it 50/50.

+ Email ® Tutorial
f‘. ﬁ AlB & “ariation: - B
Content Options Variations Sending
AIB Test Sample [
Setthe size of your test group. How does an email A/B test work?
A B
50% 50%

There is no minimum send list size, metric or test timeframe for a full-split A/IB test.

Choose a winning version by:
Select a metric to determine the variation that will be sent to the remaining contacts.

m

Version to send if sample is too low: <
Setwhich version of the email should be sentifthe final list size is less than 1,000 contacts.

Send Aversion

Time to gather test results
Set a time limit on gathering test results.
After this time is up, the winning version will be sent to the remaining contacts.

1 hour(s)

Version to send if results are inconclusive:
Setwhich version of the email should be sentifthe results are inconclusive after the test period.

Crand & unrcinn

¥ a1



OPEN
WORKBOOKS:

http://cdn2.hubspot.net/hub/137828/file-24285895-
pdf/ebooks/ab_testing_workbook for customers.pdf



http://cdn2.hubspot.net/hub/137828/file-24285895-pdf/ebooks/ab_testing_workbook_for_customers.pdf
http://cdn2.hubspot.net/hub/137828/file-24285895-pdf/ebooks/ab_testing_workbook_for_customers.pdf
http://cdn2.hubspot.net/hub/137828/file-24285895-pdf/ebooks/ab_testing_workbook_for_customers.pdf
http://cdn2.hubspot.net/hub/137828/file-24285895-pdf/ebooks/ab_testing_workbook_for_customers.pdf
http://cdn2.hubspot.net/hub/137828/file-24285895-pdf/ebooks/ab_testing_workbook_for_customers.pdf

CLASS TASKS &
RESOURCES



SIGN UP FOR WORKSHOP OPEN OFFICE HOURS

r.:., - 5 F—
v IV WERI |
|

4

k—;——:-—*—L——-z"J
Let us review your work!
1st and 3" Tuesday of every month from 3-4pm ET

Join here: academy.hubspot.com/workshop-office-hours

V V VY



academy.hubspot.com/workshop-office-hours
http://academy.hubspot.com/workshop-office-hours
http://academy.hubspot.com/workshop-office-hours
http://academy.hubspot.com/workshop-office-hours
http://academy.hubspot.com/workshop-office-hours
http://academy.hubspot.com/workshop-office-hours

NEXT STEPS:

Let A/B test run.
Declare a winner.

Log findings for future benefits & knowledge.



CLASS RESOURCES:

How to A/B test Calls-to-action in HubSpot

How to A/B test landing pages

How to A/B test emails

A/B Testing in Action: 3 Real-Life Marketing Experiments

Answers to 19 Most Frequently Asked Questions about

A/B Testing



http://help.hubspot.com/articles/Tutorial/a-b-test-calls-to-action
http://help.hubspot.com/articles/Tutorial/a-b-test-calls-to-action
http://help.hubspot.com/articles/Tutorial/a-b-test-calls-to-action
http://help.hubspot.com/articles/Tutorial/a-b-test-calls-to-action
http://help.hubspot.com/articles/Tutorial/a-b-test-calls-to-action
http://help.hubspot.com/articles/Tutorial/a-b-test-calls-to-action
http://help.hubspot.com/articles/Tutorial/hubspot-enterprise-create-and-test-advanced-landing-pages
http://help.hubspot.com/articles/Tutorial/hubspot-enterprise-ab-test-email
http://blog.hubspot.com/blog/tabid/6307/bid/31634/A-B-Testing-in-Action-3-Real-Life-Marketing-Experiments.aspx
http://blog.hubspot.com/blog/tabid/6307/bid/31634/A-B-Testing-in-Action-3-Real-Life-Marketing-Experiments.aspx
http://blog.hubspot.com/blog/tabid/6307/bid/31634/A-B-Testing-in-Action-3-Real-Life-Marketing-Experiments.aspx
http://blog.hubspot.com/blog/tabid/6307/bid/33466/Answers-to-the-19-Most-Frequently-Asked-Questions-About-A-B-Testing.aspx
http://blog.hubspot.com/blog/tabid/6307/bid/33466/Answers-to-the-19-Most-Frequently-Asked-Questions-About-A-B-Testing.aspx
http://blog.hubspot.com/blog/tabid/6307/bid/33466/Answers-to-the-19-Most-Frequently-Asked-Questions-About-A-B-Testing.aspx

A/B TESTING ARCHIVE PAGE

HubSpot A/B Testing Workshop

Go Back to HubSpot

Watch the Class Length: 81:59 | Airdate: 4/03/13

AGENDA

o Assumptions & Goals [3m]

What is EINISERERREIOERBEE 7 (2m)

o

9 ResearciMUERN _ABE8IES Timeline [10m]

Design: Building the Assets [45m]

- Execute: Action Steps & Analysis [30m]
b =

Want to attend this workshop again? See upcoming times

Want to review your work?

Class Presentation Deck

» Download the presentation

Class Resources

» Download the eBook
» Download the Workbook
« Download your A/B Testing PDF

Additional Links

How to A/B test Calls-to-action in
HubSpot

How to A/B test landing pages

How to A/B test emails

A/B Test Calculator

A/B Testing in Action: 3 Real-Life
Marketing Experiments

Answers to 19 Most Frequently Asked
Questions about A/B Testing

Need software help?
\% Find answers to your
technical questions

Post to the forums.
) Ask questions to the
HubSpot community

Have a question?

Ask Professor Bedrick

@Sbedrick | Linkedin







THANK YOU

HubSpot -
Academy



HubSpht  Academy

HubSpot Examples - Browse by Category

Browse examples of customers using HubSpot for their inbound marketing and get ideas on how to
improve your Inbound Marketing Machine.

- — QU i = —= Laarn how 10 efectively
= i & s : o epe iy
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Thank You Page Examples Lead Nurturing Workflow Email Exampies
Examples

Maintenance Morris

http://academy.hubspot.com/examples

Buyer Persona Examples



http://academy.hubspot.com/examples
http://academy.hubspot.com/examples

Q HAVE LESS COMPETITION



———1 WEBSITE
IC]| PAGES

Service/Product
Related

Relevant to
business and sales
goals.

Accessible through
navigation.

BLOG

Educational

e Relevant to
business and sales
goals.

* Accessible through
navigation.



PERSPECTIVE:

Consumer/
Prospect




Search engines crawl your
pages looking for keywords!




page is about.




, Doesn’t

matter, too?

NOPE




IT ALL COMES
BACK TO BUYER
PERSONAS



TAKE AWAY SLIDE
VERSION ONE.



TAKE AWAY SLIDE VERSION TWO.

Have less competition
Easier to rank and get traffic

More relevant to your business

Drive better quality leading to higher
conversion rates

-~ S


http://www.hubspot.com/
http://www.hubspot.com/

Select “Keywords” from navigation.

HubSppot Dashboard Content o

Hub ID: 53, hubspot.com

Academny

he number of visits from last month. View traffic sources ®  Academy Home
@ HubSpot Training
% Forums
€ Igeas

Visits Marketing Library
-189.4k § -14.2% Content
compared with last month Feb 4 Feb 11 Feb 18
A Content Home
B visis sofarthismontn || Visits during January

[ ] Page Manager

Landing Pages
Blog

This chart displays the total number of leads to your site so far this month versus the number of leads from last month. View traffic sources

from this month Keywords
Email

62 293 Galls to Action
]

Social Media
Leads ( 5.2% conversion rate) Gontent Sattings
-10.36k } -14.3%
compared with last month 3 = = o Contacts

B Loads sofar thismonth [0 Leads during January A Contacts Home
© Prospects

= Lists
Landlng PageS showing metrics over the past 80 days Workflows

Forms

Name Visits Submissions « = Conversion Rate

Imports
35 Pre-Designed Email Templates To Go 80,530 57,011
Contacts Settings
Need help?




In to HubSpot

Try HubSpot software: Demo

.\6 Marketing Grader Marketplace Academy
o

HubSppt

Create marketing
people love.

All the software you need to do inbound
marketing.

Watch the Video

Founders Brian Halligan and Dharmesh
Shah explain HubSpot and inbound
marketing.

Talk to Sales or View All Features

Visits & Leads

884,139

ATk § e

88414k ;B




Select “Keywords” from navigation.

HubSppt Dashboard  Contemt ~

Content Home
Page Manager

Landing Pay

Blog Jthe number of visits from last month. View traffic sources Academy Home

@ HubSpot Training

W Forums
Calls to Action a
Social Media MMMP{H ] Markating Library
-190.4k § -14.2% Content Setti Content
compared with last month =y = =i =T

# Content Home
I Visits so far this month Visits during January

Manager

[ Landing Pages
= Blog
This chart displays the total number of leads to your site so far this month versus the number of leads from last month. View traffic sources
from this month @, Kkeywords
B Emai
62 293 © Callsto Action
] et ® social Media
ds ( 5.2% conversion rate) o=
ds (5.2% conversion rate) 50k ST ¥ Content Settings
=0
i oo
= - ot
1036k § -14.3% ol s
compared with last month Feb 4 Feb 11 Feb 18 Feb 25 ontacts
I Leads so far this manth Leads during January A Contacts Home
© Prospe
= Usts
Landing Pages showing metrics over the pa 3¢ Workiows
B Forms
Name Visits Submissions « | Conversion Rate
& Imports
35 Pre-Designed Email Templates To Go 80,530 57,011 71% .
£ Contacts S

Need help?
a0 | sad Generation Tins & Tricks Fhook 58.A20 38718 66%



Because |
care about

Jcere

Google




Best Practices for Keywords

Uncover and understand your ideal buyer/Buyer Person (this is
to whom you’re targeting keywords)

v Focus on long-tail keywords

I,/I Optimize content around keywords with a difficulty of less than 50

Optimize blog content and website pages around one
keyword

lv Choose keywords for users, not search engines.

= Use only one long-tail keyword phrase per piece of content
(but may naturally introduce variations of this term into page by
writing thoroughly)

v When looking at KW tool, focus only on relevancy and difficulty score




But remember:
Regardless of the type of
content, optimize it for users.






KNOWLEDGE CHECK [

‘ Why should we select keywords based
around our ideal customer?

‘ What should we look at to determine if you
can rank for a keyword phrase?

‘ How can you start ranking for a keyword
phrase?



KEYWORDS TOOL
WALKTHROUGH



|

LIVE
DEMO.

HHHHHHH



CLASS TASKS
& RESOURCES



CLASS TASKS

Calls to action/ thank you page & inbound marketing [2 min]
Why CTAs/thank you pages are so important [5 min]
Creating CTAs & thank you pages w. best practices [25 min]
Building CTAs and thank you pages in HubSpot [20 min]

Class tasks and resources [3 min]



CLASS RESOURCES

Calls to action/ thank you page & inbound marketing [2 min]
Why CTAs/thank you pages are so important [5 min]
Creating CTAs & thank you pages w. best practices [25 min]
Building CTAs and thank you pages in HubSpot [20 min]

Class tasks and resources [3 min]



CALLS TO ACTION TRAINING CLASS ARCHIVE PAGE

HubSpot's Calls to Action & Thank You Pages Class

Go Back to HubSpot

Need software help?
Find answers to your
technical gquestions

Watch the Class Length: 59:51 | Airdate: 11/20/12 Class Presentation Deck

Class Tasks:

1. Create a thank you page and link Post to the f
AGENDA it to the correct landing page ostiofhe oru.ms.
Ask questions to the

. Design a call to action using HubSpot community

o Calls to Action/Thank You Pages & HubSpat or a third party tool

Inbound
. Use the Call to Action tool or
embed code to add your call to Have a question?

i —— action to your website, blog &
9 How to setup Calls to Action arnails

A Why use

Using the Calls to Action tool . Analyze the calls to action
performance & think about
I testing

Class Resources:
Want to attend this class again? See upcoming times. = Thank You page setup tutorial

= How to Create a Call to Action
Ask Professor Bedrick

= § Step Guide to Creating a Call to
Action & Report Card @sbedrick | Linkedin

Call to Action Placement Checklist
BOMNUS: How to Easily Create

Professional-Looking CTAs in
PowerPoint [Tutornial]



http://learning.hubspot.com/call-to-action-product-class/




KEYWORDS
v WORKSHOP

HubSpot

Acc:1demg$r



TODAY’S GOAL:

To create an optimized
landing page.



Best Practices for Landing Pages

Uncover and understand your ideal buyer/Buyer Person (this is
to whom you’re targeting keywords)

v Focus on long-tail keywords

I,/I Optimize content around keywords with a difficulty of less than 50

Optimize blog content and website pages around one
keyword

lv Choose keywords for users, not search engines.

= Use only one long-tail keyword phrase per piece of content
(but may naturally introduce variations of this term into page by
writing thoroughly)

v When looking at KW tool, focus only on relevancy and difficulty score




