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The little red dot in the click-tracking heat map.

Program of Interest



©2017 Conversion Sciences

20% Increase
In Form Fills

@bmassey #CXLLive
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study:
session recordings
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study: 
thank you page surveys
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Site Surveys
Exit-intent popups can be used to find out 

why visitors don’t take action.
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Site Survey results



©2017 Conversion Sciences

“What almost kept 
you from requesting 
information?”
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“What made you 
choose Lite instead of 
Pro?”
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“What made you 
choose Lite instead of 
Pro?”



©2017 Conversion Sciences

the supreme court
ab testing
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• Sample size is calculated and the test is not stopped until that sample is 
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A/B Tests are designed to follow the rules

• Sample size is calculated and the test is not stopped until that sample is 

reached.

• Data is collected over a period of time that takes cycles into account.

• Data is recent.

• It is Quantitative.

• Prospect and customers are being tested.

• Double blind.
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AB Testing can be difficult



©2017 Conversion Sciences

It’s easy to change more than one thing 
in an AB test
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AB tests can be expensive



©2017 Conversion Sciences

Don’t let all of this scare you
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Google Experiments
Right in Google Analytics
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Google Experiments
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Change something 
on a page
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Control
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Control Variation
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Control Variation

 +13% Conversion Rate
 +24% Revenue Per Visit
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AB Test
Landing Page 
Redesign

Control

Increased 
Inquiries by 
+16.16%

Variation A-
Alternative
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Preparing for A/B 
testing
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collect your 
questions

http://conversci.com/questions
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Sources of Ideas and Hypotheses
• Your Organization (everyone has an opinion)

• Analytics

• Customer Surveys

• Site Feedback

• Chat Transcripts (What are the most common questions?)

• Talk to Salespeople or Customer Service Reps (What’s Missing?)

• Design Articles (www.ConversionSciences.com)

• Competitor’s Websites and Campaigns

• Your own intuition and experience
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Add lots of ideas for 
how to improve your 
pages.
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Your Hypothesis List
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Exercise: Fill out the Hypothesis List

• Select a page to review
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How to write a Hypothesis

If I .

I expect .

to happen, as measured by:

.
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Assign weights to 
your hypotheses
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Proof (1-5)

where

1 = no proof

2 = evidence from one source

3 = evidence from more than one source

4 = evidence from statistically significant source

5 = evidence from AB split test
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Expected Impact (1-5)

where

1 = 0% to 1% expected lift

2 = 1% to 5% expected lift

3 = 5% to 10% expected lift

4 = More than 10% expected lift

5 = Massive impact potential
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Level of Effort to Test (1-5)

where

1 = I can change this easily

2 = This requires some design work I can do

3= This requires a designer or copywriter's help

4 = This requires some developer time

5 = This is requires major redesign and development
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Traffic Affected (1-5)

where

1 = Less than 10% of traffic

2 = Less than 25% of traffic

3 = Less than 50% of traffic

4 = Most traffic, or very important traffic

5 = Affects all traffic or critical traffic
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Put hypotheses into 
buckets
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Messaging and Value Proposition
The value proposition of your campaign or website. This is usually communicated in words and images. 

Will include:

• Unique selling proposition

• Guarantee or Warrantee

• Return policy

• Brand proposition

• Benefits

• Features

• Proof points

• Target market
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Layout and UX
You want your layout and user experience (UX) to make the important information available to the user. 

Can the user easily locate the important information on each page of your site?

• Color

• Placement

• Font

• White space

• Juxtaposition

• Negative space

• Highlights
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Credibility and Authority
The design of your site is the first way to communicate credibility. Your brand also 
communicates credibility and authority.

• Time in business

• Number of products sold

• Awards

• Association Logos

• Consumer Group Ratings (BBB)

• Analyst reports

• Other
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Social Proof

Social proof can take many forms, and answers the question, "What have 
others experienced with this product?"

• Testimonials

• Ratings and reviews

• Media Outlets that have covered you

• Customer logos

• Other
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Security and Risk Reversal

Is my information safe if I enter it into this website?

• Links to your privacy policy.

• McCafee Secure, Shopper Safe, Verisign and other security 
certificates.

• Lock symbols.

• SSL indicators (https://)
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A/B Testing
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The AB Test 
Planning Guide

http://conversci.com/ABTestPlanner

http://conversci.com/ABTestPlanner
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Isolate your hypothesis.



©2017 Conversion Sciences

Can you spot the two variables changing here?
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Who should we target this at?
At whom should we NOT target this test?
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How long should a test take?
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Rules of Thumb for 
Test Duration

• The pages you test should 

deliver at least 100 conversions 

per treatment 

(including the control).

• Traffic doesn’t matter. 

Conversions matter.
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Test Duration 
Calculator

https://vwo.com/ab-split-test-duration/

https://vwo.com/ab-split-test-duration/
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How to increase your sample size
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Don’t be fooled by your results.
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Frequentist vs. Bayesian Statistics
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Calculating Confidence

Online Dialog Frequentists Calculator

https://abtestguide.com/calc/

Online Dialog Bayesian Calculator 

https://abtestguide.com/bayesian/

https://abtestguide.com/calc/
https://abtestguide.com/bayesian/
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Behavioral

Attitudinal

Positioning Messaging Visuals Layout Launch Improve

Live Chats
Ratings and Reviews

Prototype
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Final Critiques

Share your revised pages
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POLL

Compare your progress
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Conversion Optimization Masterclass
www.ConversionLive.com

http://www.conversionlive.com/
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