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What is Web Optimization?

Conversion Rate A
Optimization or “"CRO”

Leveraging user research, data analysis,
and split testing to identify and implement

statistically proven ways to generate p—— VARIATION
more growth _
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What is Web Optimization?

An actual test I'm running right now

RV Mattress
RV Mattress & Camper Mattress

High Quality Replacements at Affordable Prices

RV Mattress

RV Mattress & Camper Mattress : High Quality Replacements at Affordable Prices

Weicome to Mattressinsider.com, America's leading supplier of replacement rv mattresses for your motorhome, pop-up, truck camper,
travel trailer, fifth wheel, toy hauler, tear drop, Airstream, and more!

All common RV bed sizes are available including the popular 60 x 76 short queen! We can do camper beds in any size or shapel Even
those odd shaped Airstream size mattress replacements and the short pop up camper mattress!

We have all common RV bed sizes are avaiable, including the popular 60 x 75 short queent We can
Scroll Down This Page to See Our RV mattresses for sale! Need a custom mattress size, a cut corner, or a radius comer? Give us a do camper beds in any size or shape! Even those 0dd shaped Airstream size mattress replacements
call for pricing! 1-888-488-1468

and the short pop up camper mattress! Need a custom matiress size, a cut comer, or a radius comer?

Give us a call for pricing) 1-888-488-1468.

sotby: sku Neme ([ERD

THE SEDONA RV

5.5" ELATION GEL FOAM

8" LUXURY GEL FOAM

MATTRESS RV MATTRESS RV MATTRESS
W/ORGANIC COTTON W/ORGANIC COTTON SEDONA ELATION LUXURY
PLUSH FIRM  PLUSH FRM  PLUSH FIRM Affordable 5.5" supportive foam RV Popular 5.5° gel foam RV mattress Premium 8" gel foam RV mattress
S DN S pEEEE 7 EEEEE mattress with organic cotton with organic cotton
49 49 49
sTARTING AT $199.00 STARTING AT $299.00 STARTING AT $469.00 {12 Reelis) (142 Reviews) {231 Reviews)
Our Best Value! Our Most Populart Top of the Line! PLUSH FIRM PLUSH FIRM PLUSH FIRM
Free Fedex Shipping! Free Fedex Shipping! Free Fedex Shipping! | | -.-.i. --i-. | | T AEEEE
NoTax (Outside CO) No Tax (Outside CON No Tax (Outside CON
121 Day No Risk Tral 121 Day No Risk Trai 121 Day No Risk Tral
Save $100 @cneckout smrnncar $199.00 smrnnc ar $299.00 smrmnear $469.00
48 (112 Revieus) 49 (145 Reviews) 439 (231 Reviews)
View Sizes & Prices View Sizes & Prices View Sizes & Prices
B T80 s ouss 7500 R

What are the Most Common RV Mattress and Camper Mattress Sizes?

The most common bed size for RV's is the Short Queen (aka Queen Short) which usually measures either 60"x75" or 60"x74" These
dimensions are also referred to as the RV Queen size. About 60%-70% of the orders we receive tend to be for these dimensions

Can | fit a standard queen you'd find in a mattress store in my RV?

It depends on the RV. Usually no. A standard residential queen measures approximately 60"x80" (5" longer than the 60"x75" size). Most

RV's take the short queen size usually due to one or more of the following a slide out in the bedroom, room size and adjoining bathroom
layout, furniture/fixture location, or because of gross weight limitations

Q O ©

Free Fedex Shipping No Tax 121 Day No Risk Trial Money Back Guarantee

iyou're in t

48 contiguous Uniled States

| Contact us for orders to

With that being said, there are a fair percentage of RV's and Campers which are designed to take a standard residential queen. For s ek
example, most pop-up campers and truck campers utilize the 60°x80" size. You'll want to measure o see if you have any height HI, AK.and Canata 1 be charged taxes. Only good through
limitations. Popup camper mattresses usually can't be much thicker than 5-6” otherwise they won't close. Truck camper mattresses which 2018

are too thick can cause you to bump your head on the ceiling

Because youe buying a mattress sight We want you to be b

oping address is outside of o0y wilh your

ere weTe located), your order unseen, we offer you up 10 121 days e purchasel We offer a money-back quarantee

trial. See indwidual products for details on all non-custom products

GATALOG

INTEGRATED
MARKETING SUMMIT

A Side (Original Baseline) B Side (Redesign Variation)




Why should you invest in CRO?

CRO iIs the best friend of SEO
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Why should you invest in CRO?

User Acquisition

Conversions
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Why should you invest in CRO?

CRO perpetuates a virtuous cycle

OPTIMIZE
USER
EXPERIENCE

INCREASE

ACQUIRE
REVENUE
NEW USERS PER USER

MORE MONEY
TO SPEND ON
ACQUISITION

OUTBID YOUR
COMPETITION
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How do you optimize?

The Testing Cycle
* Problem/Question

« Hypothesis/Prediction
« Testing

« Analysis

DETERMINE

@ CONVERSION

TO IMPROVE
. THE FIVE STAGES @
MEASURE Lo = HYPOTHESIZE

RESULTS EXPERIMENTAL CHANGE
’ FRAMEWORK '

RUN e % IDENTIFY THE
EXPERIMENT < VARIABLES AND

CREATE VARIATIONS
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How do you optimize?

That test I'm running right now, again

RV Mattress
RV Mattress & Camper Mattress

High Quality Replacements at Affordable Prices

RV Mattress

RV Mattress & Camper Mattress : High Quality Replacements at Affordable Prices

Weicome to Mattressinsider.com, America's leading supplier of replacement rv mattresses for your motorhome, pop-up, truck camper,
travel trailer, fifth wheel, toy hauler, tear drop, Airstream, and more!

All common RV bed sizes are available including the popular 60 x 76 short queen! We can do camper beds in any size or shapel Even
those odd shaped Airstream size mattress replacements and the short pop up camper mattress!

We have all common RV bed sizes are avaiable, including the popular 60 x 75 short queent We can
Scroll Down This Page to See Our RV mattresses for sale! Need a custom mattress size, a cut corner, or a radius comer? Give us a do camper beds in any size or shapel Even those odd shaped Airstream size mattress replacements
call for pricing! 1-888-488-1468

and the short pop up camper mattress! Need a custom mattress size, a cut comer, of a radius comer?

Give us a call for pricing) 1-888-488-1468.

Sortby: SKU  Name

THE SEDONA RV
MATTRESS

PLUSH FIRM

5.5" ELATION GEL FOAM
RV MATTRESS
W/ORGANIC COTTON

PLUSH FIRM

8" LUXURY GEL FOAM
RV MATTRESS
W/ORGANIC COTTON
PLUSH FIRM

S AN

STARTING AT $199.00

STARTING AT $299.00

STARTING AT $469.00

Our Best Value!

Free Fedex Shipping!

No Tax (Qutside CO)

121 Day No Risk Triall

4.9 (112 Reviews)

View Sizes & Prices

SKU: RVEsR.387TE-E0C

Our Most Popular!
Free Fedex Shipping!
No Tax (Qutside COM
121 Day No Risk Trialt

4.9 (145 Reviews)

View Sizes & Prices

SKU: AGLIS.28T500

Top of the Line!
Free Fedex Shipping!
No Tax (Outside CO
121 Day No Risk Triall
Save $100 @checkout!

4.9 (231 Reviews)

View Sizes & Prices

WU: RGLB26T5.0C

What are the Most Common RV Mattress and Camper Mattress Sizes?

The most common bed size for RV's is the Short Queen (aka Queen Short) which usually measures either 60"x75" or 60"x74" These
dimensions are also referred to as the RV Queen size. About 60%-70% of the orders we receive tend to be for these dimensions

Can | fit a standard queen you'd find in a mattress store in my RV?

SEDONA

Affordable 5.5" supportive foam RV

mattress
49
(112 Reviews)
PLUSH FIRM
. EEEgm

STARTING AT $1 99.00

-

ELATION

Popular 5.5 gel foam RV mattress
with arganic cotton

49
(145 Reviews)

PLUSH FIRM

| peEE
STARTING AT $299 . 00

LUXURY

Premium 8" gel foam RV mattress
with organic cotton
49
(231 Reviews)

PLUSH FIRM

STARTING AT $469 . 0 0

It depends on the RV. Usually no. A standard residential queen measures approximately 60°x80" (5" longer than the 80"x75" size). Most
RV's take the short queen size usually due to one or more of the following a slide out in the bedroom, room size and adjoining bathroom

Q 0 ©

Free Fedex Shipping No Tax 121 Day No Risk Trial Money Back Guarantee
layout, furniture/fixture location, or because of gross weight limitations
3 11 you're in the 48 contiguous United States f your shigping address is outside of Because you'e buying a mattress sight We want you 10 be hagoy with your
Wil thet being seid, thers are & felr percentage of RV:s-and Campers which are designed f0 taks & standerd resklential-queen: For your shipping is freel Contact us for orders 1o Colorado (where we're located), your order unseen, we offer you up 10 121 days tee purchase! We ofler a money-back quarantee
example, most pop-up campers and truck campers utilize the 60°x80" size. You'll want to measure o see if you have any height Hi, AK, and Canada 11 be charged taxes. Only good through tral. See indvidual products for detats. on ah non-custom products
limitations. Popup camper mattresses usually can't be much thicker than 5-6” otherwise they won't close. Truck camper mattresses which

2018

are too thick can cause you to bump your head on the ceiling
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Step 1: Identify a problem

Category page conversion funnel

STEP 1 STEP 2 STEP 3 STEP 4 STEP 5
Category Product Cart Checkout summary
SESSIOMS SESSIOME SESSIOME SESSIOMNE SESSIOMNE
23,170 10,590 2,452 935 332
DROPOFF DROPOFF DROPOFF DROPOFF CONVERSION
54.3% 76.8% 61.9% 64.5% 1.4%
(12,580) (8,138) (1,517) (603) 332
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S5TEF 1

Search

SESSIOMS

13,708

.......

Search page conversion funnel

STEP 2

Product

9,570

'E_r.. 0 L4 .":_":'

O

DROPOFF

70.4%

{6,739)

Step 1: Identify a problem

STEP 3

Cart

2,831

@

DROPOFF

57%

[1,613)

STEF 4

Checkout

1,218

&

DROPOFF

63%

(767)

STEP 5

Summary

451

3.

%
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Step 1: Identify a problem

Category Funnel

54.3% initial dropoff (12,580 users)
1.4% order conversion (332 users)

VS.

Search Funnel

30.2% initial dropoff (4,138 users)
3.3% order conversion (451 users)

STEP 1

Category

SESSIONS

23,170

O

DROPOFF

54.3%

(12,580)

SESSIONS

13,708

O

30.2%

STEP 2

Product

10,590

O

DROPOFF

76.8%

(8,138)

9,570
§9.5% OF 13708

O

DROPOFF

70.4%

(6,739)

STEP 3
Cart
2,452
DROPOFF
61.9%
(1,517)
2,831
DROPOFF
57%

(1.613)

STEP 4

Checkout

935

O

DROPOFF

64.5%

(603)

1,218

O

DROPOFF

63%

(767)

1.4%

o

3.3%
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Step 1: Identify a problem

Problem: When compared to the search page, the category
page Is underperforming at moving users onto product pages
and overall conversion.

Question: Can category page flow into products and
conversion be lifted up to match search page performance?

SUMMIT




What is a potential reason/cause for the problem? Let’s investigate...

Step 2: Formulate a hypothesis

Unigue Avg. Time on Bounce Rate

C ate g O ry B e h aVI O r Pageviews + Pageviews Page Entrances % Exit Page Value

. 1:04 average time on page (195 longen 7721 zages|ovoros sz asats 2550w $sa7
10.20% (369,836 293,069 T000157 | assw(183076) | - 69.58% | 49.50% | 25.09% (82178)

e 8,927 entrances (37.4% of unique pgviews) R (3478%) | (48.49%

VS.

S e arC h B e h a.VI O r Pageviews g e Ava. Time on Fniances e Page Value

Pageviews Page

« 0:45 average time on page ~ 20,711 11,949] 00:00:45 824 | 53.76%  18.26% $8.09

% of Total: g
(1,523,946 1.00% 00:011:58 0.11% 67.03%
(723 667 (-19 800

« 824 entrances (6.9% of unique pgviews) - (s (1,19579) (61.86%

47 49%
(-61.56%

GATALOG

INTEGRATED
MARKETING SUMMIT




What is a potential reason/cause for the problem? Dig a little deeper...

Step 2: Formulate a hypothesis

(-] -
Category Page Scrollmap Search Page Scrolimap éfﬂqurE%I?ET(E\li

MARKETING SUMMIT




Step 2: Formulate a hypothesis

Hypothesis: Category pages are a much bigger site entry
point. Users are getting caught up in the page content and not

moving on to product pages.

Prediction: Visually emphasizing the products and reducing
text content density will reduce distraction points and
encourage users to move on to product pages.

SUMMIT




Step 3: Run the test

That test I'm running right now: last time, | promise

RV Mattress

RV Mattress & Camper Mattress : High Quality Replacements at Affordable Prices

Welcors o Metirssinsilercom, Americas leacing supplier of replacement rv meltreses for your motorhome; pop-up, truck camper, RV Mattress & Camper Mattress

travel trailer, fifth wheel, toy hauler, tear drop, Airstream, and more! 8 3 :
High Quality Replacements at Affordable Prices

All common RV bed sizes are available including the popular 60 x 76 short queen! We can do camper beds in any size or shapel Even

those odd shaped Airstream size mattress replacements and the short pop up camper mattress!
We have all common RV bed sizes are avaiable, including the popular 60 x 75 short queent We can
Scroll Down This Page to See Our RV mattresses for sale! Need a custom mattress size, a cut corner, or a radius comer? Give us a do camper beds in any size or shape! Even those 0dd shaped Airstream size mattress replacements
call for pricing! 1-888-488-1468

and the short pop up camper mattress! Need a custom matiress size, a cut comer, or a radius comer?

Give us a call for pricing! 1-888-488-1468.
sotby: sku Name (EEED

L]
THE SEDONA RV 5.5" ELATION GEL FOAM 8" LUXURY GEL FOAM -
MATTRESS RV MATTRESS RV MATTRESS
W/ORGANIC COTTON W/ORGANIC COTTON SEDONA ELATION LUXURY
PLUSH FIRM  PLUSH FIRM  PLUSH FIRM Affordable 5.5" supportive foam RV Popular 5.5 gel foam RV mattress Premium 8" gel foam RV mattress
------- --.---- i------ mattress with organic cotton with organic cotton
49 49 49
sTARTING AT $199.00 STARTING AT $299.00 STARTING AT $469.00 {12Eesesz) (32 Revows) {231 Revioks)
Die S O Moat Popetart op ot the Linet PLUSH FIRM PLUSH FIRM PLUSH FIRM
Free Fedex Shipping! Free Fedex Shipping! Free Fedex Shipping! | | -.-.i. --i-. | | T AEEEE
No Tax (Quiside CO) No Tax (Qutside COM No Tax (Outside CO}
121 Day No Risk Triall 121 Day No Risk Traait 121 Day No Risk Triall
Save $100 @checkoutt smrnncar $199.00 smrnnc ar $299.00 smrmnear $469.00
4.9 (112 Reviews) 4.9 (145 Reviews) 4.9 (231 Reviews)
View Sizes & Prices View Sizes & Prices View Sizes & Prices
SKu: ay3em. 700 K- RGLIS28TIO0

KU: RGL8 287506

What are the Most Common RV Mattress and Camper Mattress Sizes?

The most common bed size for RV's is the Short Queen (aka Queen Short) which usually measures either 60"x75" or 60"x74" These

dimensions are also referred to as the RV Queen size. About 60%-70% of the orders we receive tend to be for these dimensions.
Can | fit a standard queen you'd find in a mattress store in my RV?
It depends on the RV. Usually no. A standard residential queen measures approximately 60"x80" (5" longer than the 60"x75" size). Most

RV's take the short queen size usually due to one or more of the following a slide out in the bedroom, room size and adjoining bathroom

Free Fedex Shipping No Tax 121 Day No Risk Trial Money Back Guarantee
layout, furniture/fixture location, or because of gross weight limitations
3 If you're in the 48 contiguous Uniled States 0ping address s outside of Because you'e buying a mattress sight We want you 10 bo haggy with your
With that being said, there are a fair percentage of RV's and Campers which are designed to take a standard residential queen. For s o S Co i S SRR e Wi & e ek s
example, most pop-up campers and truck campers utilize the 60°x80" size. You'll want to measure o see if you have any height Hi, AK, and Canada 1t be charged taxes. Oniy good though tral. See indvidual products for detats. on ah non-custom products
limitations. Popup camper mattresses usually can't be much thicker than 5-6” otherwise they won't close. Truck camper mattresses which

2018
are too thick can cause you to bump your head on the ceiling

A Side (Original Baseline) B Side (Redesign Variation) GATALOG
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Step 4: Analyze the result data

Goal: Clicks on Product Blocks

Was doing well but something changed recently

Summary of goal: Clicks: Product Blocks

CONVERSION CONV. /

VARIATION RATE IMPROVEMENT CONFIDENCE VISITORS STATUS

* Original e 44 87% = 1.60% - - 2,121/4,727 m
. . . -3.00%

A RQUQSIQH e (incandusive) 87.62% 1,997/4,572 m

Total visitors

Average conversion rate

* Original

I 40.0%
o 35.0%

A Redesian

GATALOG
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Step 4: Analyze the result data

Goal: Order Conversion

Looks good for the last couple of days

Summary of goal: Order Conversion (5]
CONVERSION CONV. /
VARIATION RATE IMPROVEMENT CONFIDENCE VISITORS STATUS
* Original @ 250%: 050w - - 118/4,727 [ RUNNING |
A Redesign 2.80% - 050% H2.00% 81.90% 128/4,572 | RUNNING |

Total visitors

Average conversion rate

30%
* Original Q —_—

A Redesign

GATALOG
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Step 4: Analyze the result data

Goal: Revenue
Oh no, it's been down the whole time...

Summary of goal: Revenue O
REVENUE P. CONV. /
VARIATION VISITOR IMPROVEMENT CONFIDENCE REVENUE VISITORS STATUS
* Original O s35.un - - $6501333  1sa727 | [EEDIEE
A Redesign $1276-5200 | 7O0% | TWOO% gopasc0s mses: NN
Total visitors =008
Average revenue per visitar 40.0%
* Original o 30.0%
A Redesign o 20.0%

GATALOG

INTEGRATED
MARKETING SUMMIT




Step 4: Analyze the result data

Goal: Revenue
Ah, but there’'s a reason why!

Summary of goal- Revenue O
REVENUE P. CONV. /
VARIATION Delron IMPROVEMENT ~ CONFIDENCE ~ REVENUE o'/ STATUS
* Original @ $1375: 5270 - - $65013.33  118/4,727 | RUNNING |

A Redesior ‘ S276.500  790%  TWOOK  gssaeos msusn  EUIUN

Average revenue per visitor

100.0%

* Original o
@

A Redesign

50.08

GATALOG
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Step 4: Analyze the result data

Inconclusive

Analysis: Continue running test because goals are not at
95% confidence, and trendlines are not stable. Endpoint
goals (conversion & revenue) look good, but primary goal

(product engagement) has gone down recently; warrants
further investigation.

GATALOG
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Step 1: Identify a problem

Problem: One of our manufacturers had to increase their cost
of product production, significantly lowering our profit margin for

that line of products.

Question: Can we maintain the current margin somehow?

GATALOG
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Step 2: Formulate a hypothesis

Hypothesis: Price comparison analysis indicates that our
prices are already significantly lower than most of our
competition, but we are not branded as the “discount” or
“cheaper” option. It may be possible to raise prices.

Prediction: Raising the price by $50 for the affected product
ine will maintain a similar margin and still be under competitor’s
orice, keeping us as the price leader.

SUMMIT




Time for some math & statistics...
How long should you run a split test?

Step 3: Run the test

Factors that determine runtime

Representativeness
Conversion rate of primary KPI
Minimum Detectable Effect
Statistical Significance
Sample size

GATALOG
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Step 3: Run the test

Representativeness

. A sampling of site traffic that will adequately represent totality of site traffic
. 1 or 2 business cycles

. Every day of the week

. Multiple traffic sources (unless targeting a specific source)

. Content marketing schedule

Conversion Rate of Primary KPI
Minimum Detectable Effect (MDE)

« the relative minimum improvement over the baseline that you're willing to detect in an experiment

Minimal Detectable Effect

Number of Visitors [7] ‘ 10000 ‘ 337 1% (r6|atiVE)

Conversion Rate [7] %

GATALOG
INTEGRATED
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https://www.abtasty.com/minimum-detectable-effect-calculator/

Step 3: Run the test

Statistical Significance

. Likelihood that the difference in conversion rates between a given variation and the baseline is not due to
random chance

. Risk tolerance
. 95% is the standard

Sample Size

. Minimum acceptable amount of visitors per variation to provide significant result data

Conversion Rate [7] 2.2 %
Required number of tested visitors
Minimum Detectable Effect [7] 337 | % per variation
Statistical Significance ] 75 |% 6,434 X 2 variations = 12,868 total visitors
Statistical Power [7] %6
GATALOG
INTEGRATED
Sample Size calculator available at: https://www.abtasty.com/sample-size-calculator/ MARKETING SUMMIT



https://www.abtasty.com/sample-size-calculator/

Step 3: Run the test

How long should this test run for?

* Representativeness 1 month of traffic, approx. 10,000 unique visitors
«  Conversion Rate 2.2% order conversion

«  Minimum Detectable Effect 33.71%

«  Statistical Significance 95%

« Sample size 6434 unique visitors per variation

GATALOG
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Step 4: Analyze the result data

Goal: Order Conversion
Oooh, that doesn't look good...

START DATE CONVERSIONS VISITORS GOALS REPORT DATE RANGE q ﬁ
Mar 5th 94 5,425 4 Mar 5t - Mar Bt
Summary of goal: Order Conversion (5]
CONVERSION CONV. /
VARIATION RATE IMPROVEMENT CONFIDENCE VISITORS STATUS
* Original 9 2.20% - 0.60% - - 60/2,731
A +$50 1.26% = 0.50% -43.00% 99.59% 34/2,694
Total visitors
3.0%
Average conversion rate
* Original o 2.08
A +$50 o
1.0%
0.0%
Mar 05 Mar 06 Mar 07 Mar 08 Mar 09 Mar 10 Mar 11 Mar 12 Mar 13 Mar 14 Mar 15 Mar 16 Mar 17 Mar 18 Mar 15

GATALOG
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Step 4: Analyze the result data

START DATE
Mar .5th

CONVERSIONS
94

Summary of goal: Revenue

VARIATION

% Original

A +$50

Total visitors
Average revenue per visitor
10.0%
* Original

A +$50

o
o

0.0%

Mar 05

Goal: Revenue
Yikes, pull the plug!

VISITORS GOALS REPORT DATE RANGE < o
5,425 4 Mar 5t - Mgy 9t
REVENUE P. CONV. /
VISTOR IMPROVEMENT ~ CONFIDENCE ~ REVENUE VISTORS STATUS
@ s938.0 - - §2562918  60/2,731
. 97.20%
$5.92 - 5240 -37.00% cosee 51595250  34/2694
Mar 06 Mar 07 Msr 08 Msr 09 Mar 10 Mar 11 Mar 12 Mar 13 Mar 14 Mar 15 Mar 16 Mar 17 Mar 18 Mar 15

GATALOG
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Step 4: Analyze the result data

Bad

Analysis: We got scared and ended the test too early. The level of risk was
higher than what was acceptable. Scale back degree of change and re-test.

 Representativeness: 1 month of traffic Ran for 14 days (Mar. 5 — Mar. 19)

«  Conversion Rate: 2.2% order conversion 2.2% order conversion on baseline
Minimum Detectable Effect: 33.71% -43.00%

«  Statistical Significance: 95% 99.59%

«  Sample size: 6,434 uniques per variation Baseline: 2,731 unique visitors

Variation: 2,694 unigque visitors

GATALOG
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Step 1: Identify a problem

Problem: The more times a user returns to the site, the lower
their RPV Is.

Question: Can we encourage conversion earlier in the viewing
cycle and get a higher RPV?

GATALOG
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Step 2: Formulate a hypothesis

Hypothesis: Returning shoppers do not have an easy way to
get back to the products they were previously interested in.

Prediction: Relocating the “recently viewed” feature higher up
the page and wrapping it in a mobile-friendly Ul will remind the
user about products the they are interested in, making them
more likely to engage and convert.

SUMMIT




Step 3: Run the test

A different test, finally some new screenshots

MEGA CLEARANCE EVENT SHOP NOW!

OiscounTRAMPS
el Ramps & so much more

L ASHSALE Rlerde S8

WELCOME BACK, HERE ARE THE LAST ITEMS YOU VIEWED:

# Golden Technologies 2' L x 30" W Silver
Buzzaround XL Four- - Spring Aluminum

Wheel Mobility Single-Fold Grit
Scooter Coated Wheelchair
Ramp - 700 lb.
Capacity
° >

B Side (Mobile Detail)

A Side (Baseline) B Side (Redesign) GATALOG
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Step 4.

Analyze the result data

Goal: Order Conversion

Consistent behavior over the planned timeframe
coupled with statistical significance

START DATE CONWVERSIONS VISITORS GOALS REPORT DATE RANGE q a
Dec 20th 3,035 28,382 10 Dec 20T _ Mgy 12t
Summary of goal: Order Conversion (%)
CONVERSION CONV. /
VARIATION RATE IMPROVEMENT  CONFIDENCE VISITORS STATUS
* Original @ 1044%: 050% . - 1,471/14,094
o . +5.00% ,
A Add Welcome BaCk Nav 10.95% - 0.0 [incondusive) 91.75% 1'564"']]4‘288
Total visitors
Average conversion rate 1o
* Original 0 7
A Add Welcome Back Nav o &
Dec 20 Dec 27 Jan 04 Jan 12 Jan 20 Jaw 27 Fee 04 Fes 11 FeEe 18 Fee 25 Mar 04 Mar 12

GATALOG

INTEGRATED
MARKETING SUMMIT




Step 4: Analyze the result data

Goal: Revenue
Success!

START DATE CONVERSIONS VISITORS GOALS REPORT DATE RANGE q ¢
Dec 20th 3,035 28,382 10 Dec 20™ _ Mar 12t
Summary of goal: Total Revenue o
REVENUE P. CONV. /
VARIATION VISITOR IMPROVEMENT CONFIDENCE REVENUE VISITORS STATUS
. $3“ 36+ 52 - - ?" 71/ {=]
* Original 7.36 = 5310 526.532.99 1,471/14,094 STOPPED
99.36%
A Add Welcome Back Nav $42.40 - 3340 +13.00% ceene 605,§28_91 1564/14.288  IIDEH
Total visitors
L. 50.08
Average revenue per visitor
* Original 0 40.0%
A Add Welcome Back Nav ° 30.0%
5008 /—\_—/—/‘
Dec 20 Dec 27 Jan 04 Jan 12 Jan 20 Jan 27 Fee 04 Fee 11 FEE 18 FEE 25 Mar 04 Mar 12
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Step 4: Analyze the result data

VISUALS/GOALS

COMV. RATE

CONVERSIONS

CONV. RATE

CONVERSIONS

PAGEVIEWS:
PRODUCT

(33.84%)

4 770

+3.00% (35.02%)

5,003

Other Funnel Goals
Everything positively favors the variation

ITEM ADDED
TO CART

(16.18%)

2,281

+3.00% (16.62%)

2,375

PAGEVIEWS: CART

(18.72%)

2,638

+1.00% (18.92%)

2,703

PAGEVIEWS:
CHECKOUT

(12.97%)

1,819

+3.00% (13.25%)

1,893

MULTI-ITEM
ORDER

(9.81%)

1,383

+7.00% (10.51%)

1,501

OFFER CODE
APPLIED TO ORDER

(10.48%)

1,477

+5.00% (11.00%)

1,571
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Step 4: Analyze the result data

Good

Analysis: Test ran long enough to achieve planned parameters. Primary KPI and secondary
goals were all positive, with significance. Area ripe for optimization has been identified, and
additional tests should be run to achieve maximum optimization.

 Representativeness: 3 months of traffic Ran for 83 days (Dec. 20 — Mar. 12)

«  Conversion Rate: 10% order conversion 10.44% order conversion on baseline
Minimum Detectable Effect: 8.71% +5.00%

«  Statistical Significance: 90% 91.75%

«  Sample size: 14,858 uniques per variation Baseline: 14,094 unique visitors

Variation: 14,288 unique visitors
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Tools for Optimization

&
Research Tools fs hotjar @ ]

FullStory Hotjar Crazy Egg Google
Analytics
. D vwo vy B
Testing Tools \
Optimizely Convert Google
Optimize
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Thank You!
CorvusCRO

Matt Beischel

S CATALOG & ™ matt@corvuscro.com

~ INTEGRATED [} Linkedin.com/in/mattbeischel/
MARKETING SUMMIT
N 513.382.3026




