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What's the goal?




1. Test (or make) more effective changes



2. Reduce the duration (and cost) of hypothesizing



3. Improve the speed of experimentation




What's holding us back?



Lack of know-how, experience
- =




How long have vou worked in a CRO role?

Almost 20% of
all respondents
have been
working in their
CRO role for less
than a year.

Less than 1 year

Years
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How often do you
meet with others v
on your s
optimization team
to discuss CRO?

Bi-weekly

Quarterly

Only when necessary




Using a list of tactics (found somewhere)

Conversion Rate Optimization Techniques: The Complete List

backlinko.com/conversion-rate-optimization v
Sep 26, 2015 - Before “Conversion Rate Optimization (CRO) Techniques: The

Complete .... Social proof is tried and true sales tactics that works every time...

101 Conversion Optimization Tips, Tactics, and Techniques
https://www.ventureharbour.com/101-conversion-rate-optimization-tips/ v
% % %% % Rating: 5 - 1 vote

Struggling with conversion optimizion? We've got you covered. Here's 101 conversion
rate optimization tips that can explode your conversions today!



Problem #1:
No way to prioritize
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Problem #2:
Self-feeding loop of bullshit

/_-m
Number of Overall level
cattle running of panic

N/
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Randomly [NSIght
User Research

Business Prioritization

Data Analysis

Surveys/Questionnaires  Hypothesis Testing# Best Practices

Group DISCUSS'On Funnel Data
Heuristic Analysis GUt FEEllng

KPI Information



Structured process to optimization



Does your team have a conversion
optimization process you follow?

® no

@ yes, butit'snota
structured process

@ yes, it's a structured/
documented
process




Where are the
e Problems?




What are the
e Problems?

2




Why is this or
that a
e Problem?

3




Turning
known issues
Into test

® hypotheses

4




Prioritizing

tests and
® instant fixes




The discovery of
what matters




Test X EEE——) -0.8%
10.79%

TestY ———————> A +85.8%
49.07%




Think of testing
as a way to
solve problems



ResearchXL’

Web Analytics
Analysis

Mouse Tracking
Analysis

Heuristic
Analysis

Qualitative
Surveys




Need skills to be good:

« Analytics

« Qualitative research

« Usability
 Technical skills
 Heuristic frameworks
 Copywriting



How do | make time to get the needed skills?



Issue

Google Analytics bounce
info is wrong

Conversions are low for
IEQ.

People don’t know how to
use category pages

Missing value proposition
on the home page

Content is very hard to
read

Bucket
Instrument

Investigate

Hypothesize

Test

JFDI

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
Remove the double entry

Conduct cross-browser
testing.

Re-think the category page
layout

Add prominent value
proposition

Increase font size

Rating

1. 8.8.8.8 ¢

% %k

1. 0. 0.8 ¢

1. 0. 8. 8.8 ¢

* k k



PyramidXL

Creative ideas,

persuasion tactics

nown Issues with obviou!
solutions




What are some evidence-
based treatments | can test?



LEMON LAW GROUP

Let our renowned
field experts handle
your lemon law case

Our Srm was started by attarmeys who used to defend oo of
troft s Big 5 from Lenu aw ¢laims
WOWE Iepe il W | L

Why Choose Us?

wied aver 1900 Lemon Law cnses, ¥

renrl Lemson Laws W will hedp vou find thw

' Torneys who used (o defend one of Detrodt's Big 5

from Lemson Lavw claben. We have an rosder view on bow s e lacturen

(888) 668-8515

Contact us for a Free Case Review




Top Academic Journals for UX, Ul, & HCI

ACM Transactions

Behavior Research Methods,
Instruments and Computers
Behavior and Information Technology
Computers in Human Behavior
European Journal of Marketing
Human-Computer Interaction

IBM Systems Journal

IEEE Internet Computing

IEEE Journal on Systems, Man and
Cybernetics

Information, Technology and People
Interacting with Computers
International Conference on Human-
Computer Interaction

International Journal of Human-
Computer Studies

Journal of Economic Psychology
Journal of Experimental Psychology:
Applied

Journal of Experimental Psychology:
Human Perception and Performance
Organizational Behavoir and Human
Decision Processes

Perception

Proceedings of ACM-CHI

Journal of Usability Studies

Usability News

Human Factors: The Journal of the

Human Factors and Ergonomic Society

Computer Science - Psychology - Marketing - Cognitive Science -
Human Factors - Decision Theory - Economics



AIN'T
nobody
TIM E-c:that.



There’s not much data on all the stuff we need



... So we launched our own lab
B

Webcam for Facial Expressions




LEMON LAW GROUP

Let our renowned
field experts handle
your lemon law case

Our Srm was started by attarmeys who used to defend oo of
troft s Big 5 from Lenu aw ¢laims
WOWE Iepe il W | L

Why Choose Us?

wied aver 1900 Lemon Law cnses, ¥

renrl Lemson Laws W will hedp vou find thw

' Torneys who used (o defend one of Detrodt's Big 5

from Lemson Lavw claben. We have an rosder view on bow s e lacturen

(888) 668-8515

Contact us for a Free Case Review




Let our renownead
field experts handle

your lemon law case

-
S

Human
looking
at
form

Human
looking
away from
form
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Coniact wn Tar & Free Case Raview

Arrow

Contact us for & Froe Cane Review
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1. Product image(s)




Product Type

Image Size

Text Format

Perceived
Value of Product

~,| Eye-Tracking on

Product Page

Consumer perceptions

of e-commerce product pages
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Men’s Dress shirt Headphones

‘Experience’ product class

or
‘Design’ product class

v

v

Hard Drive

‘Search’ product class

or
‘Spec’ product class




How does the SIZE of the image influence the



Large image variation Small image variation
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Small image variation

Large image variation
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Large image variation

Small image variation
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Large image variation Small image variation
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Large Small
Product product | product

Image Image
Shirt (a) 332 326
Shirt (b) 442 437
Shirt (c) 437 376

Hard drive 317 342




1. The large image of the spec/tech product had a significantly higher perceived value compared to the
small image.

2. The large image of the experience/design product had a lower perceived value compared to the small



Does a larger product image attracts viewers’ attention to the
image more compared with a smaller image?
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Average Time Fixating (sec)

W

[o—

/’

Large  Small

SHIRT

P-value = 0,17
83% chance that
means are different

Large Small

HEADPHONES

P-value = 0.45
55% chance that
means are different

\

Large  Small

HARD DRIVE

P-value =0.29
71% chance that
means are different



How viewers look at a page and read product
descriptions when the text format changes?
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Contact us
My Account (login)

Contact #: 1-877-235-6628
. Fax =: 1-866-640-5851
n o s e c s Search All Selectors
|

Ffice Powwer | POs
Drives 29
ves (9197) = Hard Drives/Solid State
Drives (7075)

SEAGATE Seagate STEBS000100 5 TB 3.5" External Hard Drive - USB 3.0 -
Desktop

Share this page: = - -5 <l

Price: $
Quantity: p Add To Cart

Avallability: Special Order, Ready to Order
S Live Invemtory Update
ITEM ®: 1865095

Pasrt ®: STESSO000100




Contact us
Contact #: 1-877-235-6628
Fax =: 1-866-640-5851

My Account (login)

fice Power i POs

B: paragraph — —

Drives 29
ves (9197) = Hard Drives/Solid State
Drives (7075)

SEAGATE Seagate STEBS000100 5 TB 3.5" External Hard Drive - USB 3.0 -
Desktop

Share this page: = - -

Price: $ + Free oc

Quantity : b 3

Avallability: Special Order, Ready to Order
S Live Invemtory Update
ITEM ®: 1865095

Pasrt ®: STESSO000100

Main Specification

Manufacturer: Seagate Technology, Manufacturer Part
Number: STEES000100, Manufacturer Website Address:
hetps//fwww seagate com, Brand Name Seagate: Product
Model: STEBSO00100, Product Name: Hard Drive,
Product Type: Mard Drive, Technical Inforrmation:
Storage Capacity: S TB, Interfaces,/Ports: Host Interface
USE8 3.0, Physical Characteristic Drive Type External,
Form Factor Desktop: Drive Wicth: 3.5°, Height: 1. .47
WicRh: 4.77, Depth: 6.97, Weight (Approxdmate) 2.09 Ib,
Warranty: Limited Warranty: 1 Year.




Contact us
My Account (login)

Contact #: 1-877-235-6628

. Fax =: 1-866-640-5851
Search

u e S All Selectors

ice  Power Pos : ]

Drives. -

ves (9197) = Hard Drives/Solid State
Drives (7075)

SEAGATE Seagate STEBS000100 S TB 3.5" External Hard Drive - USB 3.0 -
Desktop

Share this page: | £] - << <l

Price: $ +

Quantity: b

Avallability: Special Order, Ready to Order
S Live Invemtory Update
ITEM ®: 1865095

Pasrt ®: STESS000100

Main Specification

- Manufacturer Seagate Technology
= Manufacturer Part Number STEBS000100

= Manufacturer Website Address httpo//fwww seagate.com
- Brand Name Seagate

- Product Model STEBS0O00100

- Product Name Hard Drive

- Product Type #Hard Drive

- Storage Capacity sTe

* Host Interface uUss8s 3.0

= Drive Type External

= Form Factor Desktop

= Drive Width 33"

- Height 14"

- Width 4.7

- Depth s&.9"

- Weight (Approximate) 209 b

Limited Warranty 1 Year
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Time (sec)

Time (sec)

Time (sec)

Shirt

g [F(2,138) = 3.5656, p = 0.0309]
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No extra text Paragraph text Bullet text

Headphones

[F(2, 138) = 20.2076, p = 0]

p=0

SN & O

No extra text Paragraph text Bullet text

Hard drive

o [F(2.138) = 35.6614,p = 0]
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2
0

No extra text Paragraph text Bullet text



Would access to these kinds of studies be useful for test ideation?



Introducing:

ConversionXL

Institute




Original UX research

e Eye tracking and biometrics
research

e User behavior experiments

e Exploration in persuasive design

e (Case studies




Academic Insights

e Short summary of an academic
research article from top
publications

e Written simply, for general public

e Focus on takeaways for our
industry




Laser-focused video courses

e Leading experts teaching you to do
something very specific

e 4 new courses every month

e Every course under 30 minutes

+ access to our full 3-month CRO self-
study course




Providing dNSWeErsS

to some of the top
optimization questions




Why?

Tool for helping
people at scale.



Check your inbox right now






