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Who am I?



Who am I?
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What to expect from 
today...

1. Quantitative/Qualitative Research
2. CRO Testing Process
3. Tests & Results



Tell me about you.. 

1. Your name
2. Your current job/project/startup
3. What you want to get from today



What’s the benefit for your business?

●

●

●

●





#1: Quant & Qual Research



Accurate Data



Google Analytics - Funnel Visualisation



Google Analytics - Browser CR



Google Analytics - Browser CR



Google Analytics - Mobile



Google Analytics - Mobile



Google Analytics - Mobile



Google Analytics - Channels



Google Analytics - Page Load



Google Analytics - Site Speed



Google Analytics - Landing Page



Hotjar - Heatmap Analysis



Hotjar - Heatmap Analysis



Hotjar - Funnel Analysis



Hotjar - Form Analysis



Quick Q&A



#2: A/B Testing



Platforms



Hypothesis



Goals



Design



Development



Test Duration



Launch

Launch @ 10% Traffic (Mon-Thu)
24hrs @ 50% Traffic
48hrs @ 100 Traffic



Statistical Significance



Statistical Power - Will share in resources! 
The statistical power of an A/B test refers to the test's sensitivity to certain magnitudes of effect sizes. More precisely, it is the 
probability of observing a statistically significant result at level alpha (α) if a true effect of a certain magnitude (MEI) is in fact 
present.

When communicated as a single number statistical power is evaluated at a specific alternative hypothesis (magnitude of the 
difference between the null). However, it recommended to communicate it by presenting the entire power function over all 
possible values of the parameter of interest (e.g. all possible absolute or relative differences between the variant(s) and the 
control).

Statistical power is equal to 1-β where beta is the type II error, or the false negative rate of the test procedure. Thus, power is 
inversely related to statistical significance while being positively related to the sample size and the minimum effect of interest. 
Increasing the sample size increases the power against all possible alternatives, increasing the MEI results in a higher power 
given fixed sample size and significance threshold while increasing the α results in lower power.

Statistical power is also inversely related to the variance and the standard deviation of the metric of interest: higher variance 
results in lower power, assuming fixed sample size, significance threshold and MEI.

All of these relation become apparent once we consider the full notation of statistical power: POW(T(α); μ1) = P(d(X) > c(α); μ1) 
for any μ1 greater than μ0, where c(α) is the significance threshold, d(X) is a test statistic (distance function), and μ1 is the 
magnitude of the effect under a particular alternative hypothesis H1).

https://www.analytics-toolkit.com/glossary/a-b-test/
https://www.analytics-toolkit.com/glossary/statistically-significant/
https://www.analytics-toolkit.com/glossary/alpha/
https://www.analytics-toolkit.com/glossary/mei/
https://www.analytics-toolkit.com/glossary/alternative-hypothesis/
https://www.analytics-toolkit.com/glossary/beta/
https://www.analytics-toolkit.com/glossary/type-ii-error/
https://www.analytics-toolkit.com/glossary/significance-threshold/
https://www.analytics-toolkit.com/glossary/variance/
https://www.analytics-toolkit.com/glossary/standard-deviation/
https://www.analytics-toolkit.com/glossary/significance-threshold/
https://www.analytics-toolkit.com/glossary/statistic/
https://www.analytics-toolkit.com/glossary/alternative-hypothesis/


Calculators :)



Quick Q&A



#3: Tests & Results



Winning Tests



Home Page



Variation A



Variation B



Variation B Won



Variation A



Variation B



Variation A Won



Category Page



Variation A



Variation B



Variation B Won



Variation A



Variation B



Variation A Won



Product Page



Variation A



Variation B



Variation A Won



Variation A



Variation B



Variation B Won



Basket Page



Variation A



Variation B



Variation B Won



Variation A



Variation B



Variation A Won



Checkout



Variation A



Variation B



Variation A Won



Variation A



Variation B



Variation A Won



Congratulations!



What you have learned

1. Quantitative/Qualitative Research
2. CRO Testing Process
3. Tests & Results



Q&A



Stay in touch :)
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