Our Strategic Approach To Conversion Rate Optimization

Research and Hypothesis Example Workflow:

Define Objectives and KPIs

Design and Planning

Development
1. Objective: Increase the signup
1 (o)
Identify Goals: Clearly define what you want to achieve « Qualitative Data: Gather insights from user feedback, « A/BTesting: Plansimple A/B tests where you compare conversion rate by 1 5 A)
yvith yourexperiments (e.g.,increase conversion rate, sessiop recordings, and heatmaps to understand user one variant against a control. 2 Resea I'Ch: Analyze the cu rrent Signup
improve user engagement, reduce bounce rate). behavior.
Multivariate Testing: For more complex scenarios, design ﬂOW a nd gathel’ user FEEd ba Ck.
Set KPIs: Establish key performance indicators (e.g., click *  Quantitative Data: Analyze analytics data toidentify multivariate tests to evaluate multiple variables . e o2 9 0
through rate, average order value, customer lifetime patterns, drop-off points, and other metrics that need simultaneously. 3 Hyp othesis: Slmpllfyln g the signup form
value) to help you measure success. improvement. . . ' From 5 ﬂelds to 3 Wlll increase the
. egmentation: Define target segments for your
Formulate Hypotheses: Based on your research, develop experiments (e.g., new vs. returning users, mobile vs. Sign up rate by 1 5%.
clear, testable hypotheses (e.g., "Changing the CTA button desktop users). . .
color tored will increase click-through rates by 10%"). 4, DESIQHZ Create two versions of the
« Assign Roles: Designate team members responsible for . . . Ce
Prioritize Hypotheses: Use frameworks like ICE (Impact, different aspects of the experiment (e.g., data analysis, Slgn Up FO rm (current VS. Slmpllﬁed)'
Confidence, Ease) to prioritize your hypotheses. design, development). 5 |mplement- Set UD the A/B test USing
Timeline: Set a timeline for each experiment, including O ptl mizely_
setup, execution, and analysis phases. q
6. Collect Data: Run the experiment for 2
- q weeks and collect data.
. Data Collection an . .. . i
Implementation s Action and Optimization 7. Analyze: Use Goqg le Analytics to
y compare conversion rates between the
two forms.
Tools: Runyour tests using experimentation and CRO «  Gather Data: Collect data throughout the experiment « Implement Changes: Based onthe results, decide whether 8 A t . | |. t th . lF d F F
tools like Google Optimize, Optimizely, orVWO. period to ensure sufficient sample size and statistical to implement the winning variant or conduct further ction: mp emen S Slmp irie ormil
o : S SIS e it shows a statistically significant
Tracking: Ensure proper tracking and analytics arein place )
to capture the necessary data (e.g., Google Analytics, +  Quality Check: Validate the data to ensure it is accurate * Iterate: Use theinsights to formulate new hypotheses and m provement_
Mixpanel). and reliable. run additionalexperiments. q g
9. Iterate: Use insights to develop new
Launch Experiment: Implement and launch the «  Analyze Results: Compare the performance of different « Documentation: Keep detailed records of all experiments, H H
experiment as per the plan. variants using statistical methods to determine ifthere are results, and learnings for future reference. hyDOtheses and contlnue teStlng'
significant differences.
Monitoring: Continuously monitor the experiment to « Feedback Loop: Establish a feedback loop to refine and
ensure it is running smoothly without technicalissues. « Learnings: Document the learnings and insights gained improve your experimentation process continually.

from the experiment.
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