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Speaking Session:

How to Make Sure You're
Testing the Right Stuff




How to Make Sure

You're Testing the Right Stuff

Peep Laja, CXL (@peeplaja)



There's about
70-80% chance
you'll die from one
of four diseases






Alcohol Consumption at Midlife and Successful Ageing in Women: A Prospective Cohort Analysis in the Nurses' ...
Qi Sun, Mary K. Townsend, Olivia |. Okereke, Eric B. Rimm, Frank B. Hu, Meir J. Stampfer, Francine Grodstein

References Methods and Findings

Alcohol consumption at midlife was assessed using a validated food frequency questionnaire.
Subsequently, successful ageing was defined in 13,894 Nurses' Health Study participants who
Media Coverage (0) survived to age 70 or older, and whose health status was continuously updated. “Successful
Figures ageing” was considered as being free of 11 major chronic diseases and having no major
cognitive impairment, physical impairment, or mental health limitations. Analyses were
restricted to the 98.1% of participants who were not heavier drinkers (>45 g/d) at midlife. Of all
eligible study participants, 1,491 (10.7%) achieved successful ageing. After multivariable
adjustment of potential confounders, light-to-moderate alcohol consumption at midlife was
associated with modestly increased odds of successful ageing. The odds ratios (95%
confidence interval) were 1.0 (referent) for nondrinkers, 1.11 (0.96-1.29) for <5.0 g/d, 1.19
(1.01-1.40) for 5.1-15.0 g/d, 1.28 (1.03-1.58) for 15.1-30.0 g/d, and 1.24 (0.87-1.76) for 30.1—
45.0 g/d. Meanwnhile, independent of total alcohol intake, participants who drank alcohol at
regular patterns throughout the week, rather than on a single occasion, had somewhat better
odds of successful ageing; for example, the odds ratios (95% confidence interval) were 1.29
(1.01-1.64) and 1.47 (1.14—1.90) for those drinking 3—4 days and 5-7 days per week in
comparison with nondrinkers, respectively, whereas the odds ratio was 1.10 (0.94—-1.30) for
those drinking only 1-2 days per week.

Reader Comments (2)

Conclusions

These data suggest that regular, moderate consumption of alcohol at midlife may be related to
a modest increase in overall health status among women who survive to older ages.



Science Confirms: The More
Coftee You Drink, The Longer You
Will Live

Coffee is one of the healthiest beverages on the planet.

It is more than just dark-colored liquid with caffeine... coffee actually contains hundreds of
different compounds, some of which have important health benefits.

Several massive studies have now shown that the people who drink the most coffee live longer
and have a reduced risk of diseases like Alzheimer's and diabetes.
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you go
about it?




Conversion Rate Optimization <
(CRO) Techniques: “

The Complete List

“you can easily sort through
the 100+ techniques”
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If you can’t
describe what
you're doing as §
~ a process, you
don’t know
what you're
doing

William Deming
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The discovery of
what matters
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A
1. Testing

2. Research .=




Yet another guy
with a bunch of




Ask the right questions



whose problem are we solving?
what do they need?

what do they think they want?

why?

how are they choosing / making a decision?
why?

what are they thinking when they see our offer?
how Is what we offer clearly different?

where Is the site leaking money?

what Is the problem?

what are they doing or not on the website?
what leads more people to do X?
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, ".‘.,careful

&




What are the

problems?

@
QUANTITATIVE QUALITATIVE
What's happening? What should happen?
Where? Why something

How much? happened?




Heat maps & click maps
Scroll maps
User session video replays

ResearchXL"

Analytics health check

Web Anafyﬁcs Set up measurement for KPIs

Analvsi Identify leaks
Mouse Tracking )

Analysis

Identify "areas of interest”
Check key pages for relevancy, motivation, friction

Heuristic
Analysis

Categorize and prioritize each issue, translate into a test hypothesis ——

User
Testing

Qualitative

Surveys Identify usability & clarity issues,

Cross-browser testing Technical sources of friction

Cross-device testing Analysis
Speed analysis

Customer surveys
Web traffic surveys
Chat logs
Interviews




Step #1: Technical analysis

e |sstuff broken?

e \Where?
Which browsers?

e \Which devices?
Which pages are slow?

Technical

Cross-browser testing i
Cross-device testing Aﬂﬂffﬁls
Speed analysis

_:—'-_'_'-

l-'_'_‘-'_'_‘_'__
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Carl Panard | also have to share with you guys, | just started working on my
Conversion Research Report on our site and after 10 min on step 1 | found a
bug in safari browser in mobile that probably halves ConversionRate for
32.000 sessions each week. JS localstorage in private mode. Creeper!

Eventhough that is embarassing that we'ved missed it, this proves that this
process is working!

Unlike - Reply - €3 2 - November 5 at 8:03am - Edited



Step #2: Heuristic analysis

Relevancy
Clarity
Motivation
Friction

Identify "areas of interest”
Check key pages for relevancy, motivation, friction

e Heuristic
Analysis
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# DONATE NOW -

Where Most Needfll,

When you give to help a child in poverty, youelf
transform worry and fear into hope, joy and confidéfices
Your tax-deductible donation will deliver esse‘ ial support
wherever the need is critical. |

programs serving the world's children. through Friday, 7am to 5:30; _
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Fogg Behavior Model

B-mat

behavior motivation ability trigger
at same moment

High
Motivation

triggers

succeed here

motivation

triggers

Low fail here
Motivation

www.BehaviorModel.org © 2007 BJ Fogg

For permissions,

conactBifo0s  Hard to Do ability Easy to Do



Value Hotel location is easy to miss as its e e b b e
way down in the visual hierarchy peop ,

focus is on the pain.

== MEtU  Mamiotioom o Marriott Hotels & Resorts © San Antonio Find L Reserve «  Res Account: Signin « Jon Now »

San Antonio Marriott Riverwalk View Rates From

@ £89 East Market Street San Antonio Texas TE205 USA 239 [USD) per night

MARRIOTT 20 09 O B Reviews L+1210- 7008555 W B Fhatos

Missing prominent value
proposition: Why Stay a.t -.-..—-.-.-.~: Rooms Deals Dining Fitness Groups, Events & Meetings LocalAres  Maps & Transportation
Marriott? This is not
answered anywhere. |
recommend testing a
prominent value-driven
statement.

Find Your Room

& Room

Room + Flight

Rewards program
members convert much
better than others. For
new users it's hard to

#= understand what will they
ﬂ B join. Test specific copy
B like “Join Marriott
Rewards” or “Become
Rewards Member”. Test
adding a hover message

The main headline for a
number of hotels is non-
descriptive. Most people only

read headlines, and nothing ke about free wifi and other
else. It has to communicate P — perks.
I“!al Ue Our 5an Antonio Riverwalk hotel charmingly captures th &
and style of this ramantic city ming yo .
4 4.2 204 4.3

RAEQL ~F onsste rarammand thiz hotal



What's
wrong with
this picture?




Step #3: Digital analytics

e \Where are the leaks?
 \Which segments?

« What are users doing?
 \Which actions correlate with

higher conversions?

Analytics health check

- Set up measurement for KPIs
Web ﬂﬂﬂfj{ff:ﬁ |dentify leaks
Analysis




Measure everything
You'll need |t Iater




Google Tag Manager

FEATURES CUSTOMERS PRICING DOCS

Instant and retroactive analytics for web and IOS.

No code required.
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Ecommerce Overview

Email Export «

All Sessions
100.00%

Overview

Ecommerce Conversion Rate - | V5.

® Ecommerce Conversion Rate (All Sessions)

40.00%

Add to Dashboard

Shortcut

Select a metric

Uses "find relief from'
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@ Ecommerce Conversion Rate (Uses 'find relief from”)

Ecommerce Conversion Rate
All Sessions
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e T
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Transactions
All Sessions
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Revenuse
All Sessions
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B e
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Average Order Value
All Sessions
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Uses 'find relief from'
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All Sessions
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#4:. Mouse tracking & form analytics

« Where do they click?

« How far down they scroll?
 Differences between devices?
e Session replays

Heat maps & click maps
Scroll maps
User session video replays

Mouse Tracking

Analysis




Visits Starters Total Form Dropoff Lost Visitors

5749 i 3193 @) 2345 4901 85%

Field ¢ DropOffs & DropOff%e & % of Total Drop Offs % Health
Name: C_FirstName /D: C_FirstName 1619 51% 69% ® 2%
Name: C_Area_of _Interestl ID: C_Area_of Interestl 498 16% 21% ® 8%
Name: Comments ID: Comments 63 2% 3% 0 62%
Name: C_BusPhone ID: C_BusPhone 35 1% 1% @ 100%
Name: ID: submitBtn 30 1% 1% @ 100%
Name: C_Title ID: C_Title 26 1% 1% @ 100%
Name: C_EmailAddress /ID: C_EmailAddress 22 1% 1% @ 100%
Name: C_LastName ID: C_LastName 18 1% 1% @ 100%

Name: C_Company ID: C_Company 10 0% 0% 0 100%



#5: Qualitative surveys

Surveys

User groups

Which problem are they solving?
« How are they deciding?
 What's holding them back?

« What else do they want to know?




What was your biggest challenge, frustration or problem in finding the
right product?

What doubts and hesitations did you have before completing the
purchase?

What's the one thing that nearly stopped you from buying from us?
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What's the one thing that nearly stopped you from buying from us?

What'’s the one cost shipping & customs delivery times  desired size / not sure if | like exchanger
thing that fees color not avail it

nearly stopped

you from

buying from

Email us?

| cannot find

brand new from

my favorite
peterkctay@gmail.com Brand. 0

Nothing
Harlem_man@hotmail.com stopped me 0

the discount
coupon issue

scott. paterson@hotmail.com pointed out. 1
TOTAL Nothing 0
Time until

product arrives

and how safe

my credit card

details are. 1

TOTALS 35 15 26 14 6




ﬁ $113.29

What are you looking for? Search

Food Restaurant Janitorial

Smallwares  Dinnerware Tabletop Preparation  Equipment Supplies

Storage Furniture Chef Wear

Disposable

Tableware  ~Nop Business Type

TigerChef

Shopping Cart

Product

Adcraft FW-1200WR Countertop Round Food

8 ITEM # (FW-1200WR) ' o ;
™" shipsin3-5days Lo

Product Total; $113.29
Shipping: =
Order Total $113.29

Coupon Code/Gift Certificate

Redeem Reward Points

Calculate Shipping & Taxes

E SECURE CHECKOUT —

CHECK OUT "™ PayPal ‘

CONTINUE SHOPPING






#6:. User testing

What's difficult to understand?
e \What's difficult to do?
What goes wrong?

—
~——
e
——_\___\_\_\_\-
—‘—~—._\__\_\_\_\_
—

Identify usability & clarity issues,
ces of friction



c s cwww. usertesting.com. vie 3rnE &Lk - B ‘m ® =W =
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Rate user Tester W' BB send video 4\ Report Problem
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PARAY Y

Tester’s Answers for DJ mobile

1. What frustrated you most about this site?
Nothing really. The site worked very well, and all the relevant information and products were displayed well.
2. If you had a magic wand, how would you improve this site?
| don't think | would change any thing, except maybe a more masculine color than the aqua/teal.
3. What did you like about the site?
| like how easy it was to use. The products were very well displayed.
4. What was the one thing that was most off putting about the site?
Nothing really.




>,
-
v
>
=
>
O
>
v
>
©

K=
>
O
>
=
O
<

1

Ist of 99 problems

own |

--l T,

) §




e Instrument
e Just Do It
 Hypothesize & Test



Issue Bucket

Google Analytics bounce Instrument
info is wrong

Conversions are low for
|EO.

Investigate

People don't know how to Hypothesize
use category pages

Missing value proposition Test
on the home page

Contentisvery hardto  JFDI
read

Background

Google Analytics script is loaded twice!
Line 207 and 506 of the home page
both contain GA code, as do all the
other pages.

Possible cross-browser issues.

Too many options, unfamiliar
information architecture & layout.

Add a compelling value proposition in
the header of your website that states
what your website is about, what can
they do here and why should they do it

Font size 11px is too small

Action Rating
Remove the double entry

188,884
Conduct cross-browser
testing. %k
Re-think the category page
layout

1. 8. 8.8 ¢

Add prominent value
proposition

188,88 ¢
Increase font size

* %k



PXL test prioritization framework

PXL prioritization framework by CXL

Test Above the Noticable Adding or Designed to Runningon Addressing an Addressingan Addressing  Supported by Ease of
h hesis: fold? within 6 sec? removing an increase user high traffic issue issue insights found mouse implementation
yp°t €sis. element? motivation? page(s)? discovered via discovered via via digital tracking heat
(20r0) user testing? qualitative analytics? maps oreye (less than 4 hrs
(2o0r0) feedback tracking? =3,upto8hrs
(surveys, polls, =2, under 2
interviews)? days =1, more =
0) RESULT

Re-structure

and re-write the

copy on the

Tour page 1 2 2 1 1 1 1 1 0 2 12

Reverse the

order of the

home page

content blocks 1 2 0 0 1 0 0 1 0 3 8
Increase body

copy font size
for mobile 0 2 0 0 1 0 0 0 0 2 5

https://docs.google.com/spreadsheets/d/1DGuw1vkqYZ61plOpTcGHFDvh4MMP4kaRnITtaXSWr]A
/edit?usp=sharing



https://docs.google.com/spreadsheets/d/1DGuw1vkqYZ61plOpTcGHFDvh4MMP4kaRnlTtaXSWrJA/edit?usp=sharing

36% 0.05% 0.23%

Running A/B/n tests

4% -1.7% -41.0%
97% 0.04% 013%
1% -0.2% +99.6%

06% 0.05% 0.45%



1. Conduct Research

The more insight you have, the more
successful your CRO projects will be. Both
gualitative and quantitative research is
crucial. Google Analytics and stakeholder
interviews are the CROs best friends.

4. Test Treatment

Testing treatments live on the target
audience is the only way to see if your
hypotheses were right. A/B Testing must
follow the scientific method - otherwise data

will be useless,

Z

2. Build Hypotheses

Most CRO projects fail because the underlying

optimization hypothesis is fundamentally
flawed or nonexistent. The better your
hypothesis - the better the results. The better
the insight - the better the hypothesis.

5. Analyze Results

Analyzing your test data and learning from
your experiments is what it's all about. If your
tests don't give you insight, there's no point in

testing at all. Every test should provide
deeper insight and lead to new hypotheses.

3. Create Treatment

Onece you've built solid optimization
hypothesis based on insight from
conversion research, you're ready to
create the treatment that you want to test

live on your website or landing page.

6. Follow-Up Experiments

CRO is an ongoing process. The real value of
testing is in refining your hypotheses and
constantly getting deeper insight. That's how
to move the needle and win in the long term.



—=> Ask me about CXL Institute

Online certification training programs on
optimization and beyond.

peep@conversionxl.com

Peep Laja, CXL (@peeplaja)




