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Getting Started

First let’s talk process-y stuff. This may not be the glitz and glam of testing but it is 
crucial to the success of your program. There are three key factors that you need 
to make sure you address upfront:

1. Build the right team – Make sure that you have the people with the right skill 
set at your table that have a strong, empowered execution leader to make 
decisions when needed. Stakeholders will be key as well; you’ll need their 
buy in to keep your program going.  Other key team members include a 
strategist, project manager, developer, QA resource, and analyst. Although 
these team members don’t have to be 100% dedicated resources, the best-
in-class testing programs have a best-in-class team that is 100% allocated to 
the testing program.

2. Strong processes – Having team members understand their individual 
position in the workflow and knowing who to pass the baton to will speed 
up areas that typically create slow-downs, like governance and approvals. 
A strong testing process will lay the foundation for a high-velocity, high-
learning-rate program.

3. Solid foundational test bed – When you start to really dig into your data, you 
will have TONS of test ideas. And that list will continue to grow as you learn 
more. It is critical to have a repository for these ideas and a way to prioritize 
them so that you focus your testing efforts where they will matter most with 
a roadmap to keep your program running.  Keeping a well-documented 
roadmap and results repository will help keep senior leadership engaged 
and supportive in the process, as well as enable them to allocate the 
necessary resources to ensure program success.

Testing allows you 
to use your data 
to find areas ripe 
for optimization, to 
formulate ways to 
improve, to apply 
those hypotheses, 
to learn from your 
results, and to gain 
actionable insights.

A/B Testing is not dead.

There are many marketing tactics that are getting the brighter spotlights these days. 
Nearly everyone is talking about personalization, customer journeys, and artificial 
intelligence (AI) in some capacity, but this does not mean that A/B testing has lost its 
importance. In fact, we would posture that testing and optimization should be one of 
your most important tools. At the most foundational level, testing allows you to use 
your data to find areas ripe for optimization, to formulate ways to improve, to apply 
those hypotheses, to learn from your results, and to gain actionable insights. It’s often 
been said that you are not leveraging the current measurement programs that you 
already have in place if you are not A/B testing. You may have heard the adage “Why 
guess when you could know?” Testing allows you to do just that. And on top of that, it 
gives you actionable data that comes directly from your visitors. Yes, that’s right, A/B 
testing is a vehicle that enables your visitors to tell you exactly what is most important 
to them.

Testing can help optimize your user experience from start to finish – from landing 
pages and home pages to product information to checkout processes to form fills 
and beyond. A/B testing can help optimize all of these areas and more. It can also be 
your first step toward truly personalizing your customer experiences by uncovering 
how audiences respond differently to different experiences. So, how do you get your 
testing program underway? 
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Ideation – What data do you use?

This part of the process might seem a little overwhelming, but it doesn’t have to 
be. When considering what data to review to provide you with your initial set of 
test ideas, narrow it down to those that are most important to your organization. 
And to simplify, focus on two areas – quantitative data and qualitative data.  

Additionally, don’t discredit what other teams are working on as a source 
for testing ideas. Understand what other channel or marketing initiatives are 
happening, so that you can work cohesively for the best user experience. 
Consider facilitating several brainstorming sessions across your business areas, 
as your colleagues who touch different parts of the customer process will often 
have impactful ideas to A/B test on your site.  Finally, look for testing advocates 
around your company that can serve as liaisons between you and your business 
areas. These individuals can be critical to the success of your program, as they 
have the leverage and relationships across your business to drive the testing 
program forward.

Quantitative data will provide you with the 
numbers behind your performance. Your site 
metrics report is a good place to start.  Look for 
areas where your site is under-performing. These 
types of questions can lead you to areas that 
need to be optimized: 

• Are there pages that are converting poorly or 
have high bounce rates? 

• Are there areas where there is a massive 
difference between mobile and desktop rates? 

• Are there particular parts of your funnel where 
visitors get stuck? 

• Are there products or content that are just not 
getting much love from your customers?  

Click tracking and heatmap data can also be 
incredibly useful because it gives you a view into 
how visitors are interacting with your site. You 
may discover that there are places deep down 
on the page that are getting more clicks than 
you expected. Now you can test highlighting 
that content higher in the page to help users find 
what they’re looking for.

Qualitative data like usability studies, aggregated 
Facebook data, customer feedback, etc., give 
you more insight into how people actually 
interact with your site. Visitors can tell you in 
their own words what works well on your site and 
what was a pain point in their experience. 

Source: https://powerbi.microsoft.com/en-us/documentation/powerbi-content-pack-adobe-analytics/ 

Source: https://vwo.com/features/ 

https://powerbi.microsoft.com/en-us/documentation/powerbi-content-pack-adobe-analytics/ 
https://vwo.com/features/ 
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Set appropriate goals

Having realistic and agreed-upon goals will help keep your program focused and 
moving in the right direction. We suggest choosing three areas or “pillars” to form 
goals around. An example might look like this:

1. Improve conversion – set a realistic percentage lift for your program

2. Accelerate testing – scale your program from one test per month to five tests 
per month by X date

3. Provide a better user experience — streamline the process so there are 
fewer clicks

Tying every task back to these types of overarching goals will allow you to review 
how everything measured up at year end.

Start testing

Now that you’ve got all the key components of your program together – your team, 
your testing assets, your prioritized list of tests, and your goals – you’re ready to 
launch your first tests. A formal testing plan for each test launched is must have. 
Discussing and documenting up front (1) the test hypothesis, (2) test design, (3) primary 
and secondary success metrics, and (4) what success looks like for this test will go 
a long way in efficiently using team resources, keeping the team fully engaged in 
the process, and compiling an actionable and thorough results readout for senior 
leadership. Keep in mind that once you launch there is a normalization period, so let 
your tests run the appropriate amount of time before calling them. Most testing tools 
today will calculate statistical significance and allow you to set thresholds for the 
minimum point at which a test can be called. Monitor your test to ensure that it’s not 
completely tanking, but let it run until you have the data you need to make the call.  

Know how to look at results

When you’ve met an acceptable 
confidence level, the test has hit your 
maximum allowed time limit, or daily 
variances of the experience(s) versus the 
control have smoothed out, then you’re 
ready to read your results. If you have 
top-level data (the performance of the 
test to all visitors) that shows a winning 
test or a losing test, that’s terrific, but it’s 
only part of the story. You’ll need to look 
beyond top levels and segment your 
data by various audiences to see if there 
was any measurable impact to a specific 
group of people. Example segments for 
this deep dive analysis may include traffic 
source, new versus repeat visitors, or 
device type. Also, consider highlighting 
external events that may have occurred 
at some point during your test run, such 
as site-wide promotions or large email 
campaigns that may have been run by 
your marketing group.

Monitor your 
test to ensure 
that it’s not 
completely 
tanking, but 
let it run until 
you have 
the data you 
need to make 
the call.  

Source: https://marketing.adobe.com/resources/help/en_US/target/target/c_reports_ap.html 

https://marketing.adobe.com/resources/help/en_US/target/target/c_reports_ap.html 
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Operationalize/Iterate

And finally, you need to start to actualize the 
improvements you see in your test data by moving 
winning experiences into production. This can be 
done via the testing tool itself as a short-term solution 
or update your coding to reflect the change. You 
can also use your learnings to iterate on your test by 
adjusting the variation, audience, goals, etc., and if 
you don’t have the ability or interest to iterate on the 
test at that moment, those iterations feed into your 
roadmap for later use. Finally, consider re-testing 
winners before pushing 100 percent to your site to 
validate your decision.

Case study

Merkle was recently tasked with assisting a 
prominent life insurance company in improving 
the discoverability of its products. We developed 
a new homepage layout that featured the various 
product sets in a more equitable format while 
simultaneously making the page more modular. 
This allows it to display more personalized 
content to visitors on return visits. 

Hypothesis: By making the homepage more 
modular, it can better support discoverability of 
content as well as personalization efforts, and will 
improve quote rates (of product A).   

Outcomes

Today, the client is operationalizing the new 
homepage layout in production. Merkle 
is continuing to personalize the individual 
components of the modular layout based on 
audience attributes.

With 35 days of data and ~100k visits, the client 
realized:

• Product A Quote Rate +3%

• Product B Page Views +32%

• Product C Page Views +6%
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Merkle is a leading data-driven, technology-enabled, global performance marketing 
agency that specializes in the delivery of unique, personalized customer experiences 
across platforms and devices. For more nearly 30 years, Fortune 1000 companies and 
leading nonprofit organizations have partnered with Merkle to maximize the value 
of their customer portfolios. The agency’s heritage in data, technology, and analytics 
forms the foundation for its unmatched skills in understanding consumer insights 
that drive people-based marketing strategies. Its combined strengths in performance 
media, customer experience, customer relationship management, loyalty, and 
enterprise marketing technology drive improved marketing results and competitive 
advantage. With 4,400 employees, Merkle is headquartered in Columbia, Maryland, 
with 16 additional offices in the US and 11 offices in Europe and Asia. In 2016, the 
agency joined the Dentsu Aegis Network. For more information, contact Merkle at 
1-877-9-Merkle or visit  www.merkleinc.com.
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When you’re serious about testing…
Contact us. Our specialized team at Merkle brings the expertise you need to get 
your testing program started on a solid foundation if you’re new to testing or not 
getting any value out of your testing software. We also help you elevate your 
testing to the next level if you have a mature program in place. Our service levels 
range from consulting and guiding to becoming fully entrenched with your team, 
all depending upon your business needs.

http://facebook.com/merkleinc
http://flickr.com/photos/merkleinc
http://linkedin.com/company/merkle
http://twitter.com/merklecrm
http://youtube.com/user/merklecrm

