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TESTING OPTIMIZATION=
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I CAN’T DO ANYTHING TO 
IMPROVE MY CR…



Can I optimize without testing?



TESTING OPTIMIZATION=



How can I come up with 
treatments that will result in an 
uplift that I can measure?
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START MEASURING EVERYTHING
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PICK LOW HANGING FRUIT
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There is no substitute 
to human-lead 
evaluation



Conversion 
frameworks

Andre Morys, Web Arts AG



Distraction. Is anything unnecessarily drawing 
attention? If it’s not motivation, it’s distraction!
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Distraction. Is anything unnecessarily drawing 
attention? If it’s not motivation, it’s distraction!

Friction. What on this page is causing doubts/ 
hesitations? What makes the process difficult? 

Clarity. Is the content/offer on this page clear? 

Value. Is it communicating value to the user? 

Relevancy. Does the page meet user expectation?



“Users spend most of their time 
on other websites.”
[Jakob's Law of the Web User Experience]



http://ranveld.soup.io/post/608404560/Bild

This is what 
every website 
looks like.



Headers







Distraction. Is anything unnecessarily drawing 
attention? If it’s not motivation, it’s distraction!

Friction. What on this page is causing doubts/ 
hesitations? What makes the process difficult? 

Clarity. Is the content/offer on this page clear? 

Value. Is it communicating value to the user? 

Relevancy. Does the page meet user expectation?Visual hierarchy. Does the most important 
information on the page stand out?





There are no silver bullets.

You don't have an average 
target audience with average 
needs.



QUALITATIVE RESEARCH
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Talk to your recent customers & learn what 
makes them tick

● What matters to them the most when purchasing your 
product/service?

● Why they choose you over alternative suppliers?
● Which doubts and hesitations did they have during the 

purchasing process?

Customer survey



User testing

Give detailed scenarios for people who have 
not seen the site before, but fit your target 
audience.



QUANTITATIVE RESEARCH
*Assuming you did start measuring everything and have enough 
data to analyze. Be aware of seasonality.
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Conversion per browser
Technical analysis

Average CR=2.80%
IE CR=4.00%
Average CR=2.80%
IE CR=4.00%

Average CR=2.80%
IE CR=4.00%



Analytics analysis
Search converts 3x higher.

Make search bar more visible.

6.30% vs. 1.86%



Analytics analysis

Checkout dropoff 
is the highest at 

88%. 
Hence you should 
start optimizing 

there.



Mouse tracking analysis

The search bar gets 
significantly more clicks than 

any other area.



PRIORITIZE HYPOTHESIS
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Implementation cost & Uplift potential



Low traffic:
Implementation cost < Uplift potential



Will everyone visiting notice the test?
ORIGINAL

VARIATION 1



Will everyone visiting notice the test?

ORIGINAL VARIATION 1



START A/B TESTING
*min: ~500 conversions /mo





CR= -230.7%

Check your test 2 weeks in.

Original

Variation 1

60

17

Kill the weakling early



But don't kill a test too early

18 vs. 7 -59.5%3 days only



+48.7% (>99%)

179 vs. 268 clicks.

Has any of the micro goals reached stat. sign. 
in the same direction?



Has the CR difference stayed stable during the 
whole testing period?
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95%

Baseline CR

Minimum detectable effect

Statistical significance

767 350 UNIQUE VISITORS 

What if I lower statistical significance?What if I lower statistical significance?

80%
646 198 UNIQUE VISITORS 
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After 3-6 months

min. ~500 conversions / mo.



THANK YOU!
Super profitable conversion optimization 
know-how. 
Sign up to ConversionXL Institute.

goo.gl/BnJNrz

Marie Vaino
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