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Discussion Points

e Current state of the testing industry.
e How to determine what to test.




State of the Industry

@ Making Leaders Successful Every Day

October 20, 2009

The Online Testing Vendor
Landscape

by John Lovett
for Customer Intelligence Professionals




6 Key Findings

1. Testing is related to usability / relevance /revenue.
2. #1 benefit: Increasing online conversions.

3. Success requires an ongoing, recurring program.
4. The biggest challenge: proving return on investment.
5. Agencies deliver better results than in-house.

6. Testing lacks a true “home” in many organizations.




Usability

Currently use [ Plan to use

66% [ 1%
65% [ 20%
C_Forms (e, registations, surveys) 56% 2%
Multi processss (e.q, cm:‘ug 526 1 20%
Testing |
Elements | CC  Landing pages 59% 1 B%
(Current & Email marketing % 2%
Planned) pr commerce search results S1%0 B%
Segment targeting 45% 0 W%
Revenue
Internal promotions/offers 56% _
Product aoss-sell/upsall 46% 2%

Off-site display advertising




Demonstrating return on investment (RO[ 48%
Frioritzing testing initiatives

25%

Acting upon testing results 25%
Modifying Web pagesfor testing
Understanding test results

Lack of corporate buy-in

Codin g test within administrative interface
Usability of the testing interface

Ability to sagment/target test participants

Establishing testing scenarios (e.g., concepts,
areas to test)

Securing funding to execute tests

Creating testelements (e.g, copy, aeative)
Attaining enough traffic to achieve statistical
significance

We haven't had any challengssin operati
our A/Bor multi%iate testing appicaw

Base: 65 Web site decision-makers who currently use A/B or multivariate testl

TOP
Challenges
involved in
operating a

Testing
Program

(multiple responses accepted)
Source: Jupiter Research/e-Rewards Website Spending Executive Survey (12/08)

53637 Source: Forrester Research, Inc.




Average LIFT Associated with Testing

12%
Work with an external agency or consultancy
10°%
9% 8% P
Average //
percentage N
Increase o% /8.%
4%
4% —
3% hice o
Manage entirely in-house*
0% Landing Site Average Form | Customer |Ragistraton Convession
saarch-basad| order |completion satisfaction rate

conversions

value rate
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HOW DO I KNOW
WHAT TO TEST?
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ASK YOUR SALES
TEAM
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Very long, detailed, qualifying
registration forms...
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GOAL: thoroughly
PRE-QUALIFY
prospects.




ASK MARKETING

Marketing

Demand
Generation

GOAL: fill-up the lead
funnel.

.l—‘éﬁ"i}ﬂ@'hgev 2

¢ Favorites | @ Registration Form

Register

Name: | This field is required.

Email |bob Please enter a valid email address.

Short, basic registration forms...




ASK YOUR EXECUTIVES

That OFFER f

is a jo

Should I tell

them? We ‘re
I can’t find the not tracking
damn landing phone calls!

page!

Frankly, this just isn’t
statistically relevant
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WAIT... THERE’S
& BETTER WAY!
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DRIVERS

Business

Analytics
Data

PRIORITIZERS

What do we need
to improve?

TESTING PLAN

[CATIA Data

of |# of Code
|Servers nabled

MMMMM

What has biggest
potential impact
on ROI?
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Thank you...
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