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How to build a winning
experimentation program

A step-by-step guide to better digital experimentation
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Helping to deliver better brand experiences, together.

When Optimizely and Google Cloud embarked on our strategic partnership in
early 2022, we were passionate about collaborating on joint innovations that
enable personalized, frictionless customer experiences. To capture and use data
in ways that result in new levels of precision and confidence across marketing
activities. And to empower our customers to better understand their customers
and deliver better business outcomes.

Today, we're even more excited about how, together, we are enabling companies
to confidently create content, facilitate collaboration and unlock customer
foresight. We've designed this guide to help you supercharge your marketing
with customer insights, powered by Optimizely and Google Cloud. We hope you'll
find the templates in the following pages useful in maximizing your marketing
efforts and building a culture of experimentation for ongoing success.
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Take the guesswork out of
your marketing decisions

Get ready to replace guessing with testing with Optimizely and
Google Cloud by your side. We power millions of experiments that help
organizations understand how they can generate positive business
outcomes from their marketing and content initiatives.

Digital experimentation enables you to make data-driven decisions to
meet overall business goals. You can test ideas, validate assumptions,
predict results and ultimately improve outcomes - with minimal risk. It's a
safe, convenient and fast way to test hypotheses with real users and gain
measurable results. An experimentation program enables you to move
beyond opinions and ‘gut instincts’ by delivering actual behavioral data so
you can iterate and continuously improve.

The experiement lifecycle

The journey of an A/B test - From ideation to results

)

Iterate Ideate

Share learnings and test Build great ideas
again, iterate to perfection and hypotheses

05 02

Analyze Prioritize

Review test data and determine Determine the most logical
your winnings and your learnings order to test your teams ideas

03

Run Design & Develop

Launch and run your experiments Build and QA your experiments
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Build a high functioning
experimentation program

We've developed a series of worksheets across the experiment lifecycle to

jumpstart your digital experimentation program. These handy templates help

guide the process, from generating ideas to prioritizing and launching tests
and informing stakeholders about the outcomes.

8 Experimentation ideation framework

s: Experimentation prioritization index

Q’ Experimentation roadmap worksheet

zﬁ f Results sharing presentation template

b Experimentation in action

Build quality experiments and get accurate, real-world customer

insights — quickly and easily - on a complete, flexible and scalable digital
experimentation platform.

Let’s get started!

rr

Experimentation is simply a
process for cycling through
many ideas quickly, testing
assumptions, getting feedback,
discarding what isn’'t working,
and building on what is. In
other words, it's a strategy for
maximizing your ratio of insights
over time and money spent.”

Polly LaBarre
Co-Founder, Management Lab
Co-Author, Mavericks at Work



03

The Experimentation
Ideation Framework

The Experimentation Ideation Framework covers the first
steps in bringing your digital experiment ideas to life.

Make a copy of the |[deation Framework template and

use it to help guide your experimentation ideas from
start to finish and understand what data you need to
collect and build your experiment hypothesis.

@1 _Experiment Name

How will you and your team refer to the
experiment? Bear in mind if this is internal
only, or shareable with third parties. Adding
clear names and dates help identify
experiments if there are high volumes.

04 _Hypothesis
Build your hypothesis to predict what you
think the outcome of your experiment will be.

“If

The Variable:
Identify the website element which is problem
i.e. specific landing page, checkout funnel.

then.

The Result:
Predict the outcome of your experiment i.e.
increased conversations

The Rationale:

Demonstrate why you have chosen this
vaiable and that your prediction is built on
customer data.

Experimentation
Ideation Framework

Put ‘pen to paper’ and bring your digital experiment ideas to life

02_Research

Qualitative data
What customer feedback have you collected?

Quantitative data
What analytics data have you collected?

05_Top metric

Define the top metric you're using to measure
success I.e. conversions, revenue.

@6_Secondary metrics

Define the secondary metric you're using to
measure success i.e. bounce rates, session
duration.

07 _Audience

Determind the audience which will take
part in the experiment .e. existing or new
customers.

©8_Duration

Decide how long the experiment will need to
run, based on statistical significance.

@3_Analyze

What problem are you trying to solve for the
customer?

09_Next steps

Download and complete the Experimentation
Prioritization Index to prioritize your
experiment ideas. Next, download and
complete the Experimentation Roadmap
Worksheet to refine your idea.

Most importantly, communicate your
experiment plans to the relevant teams.

Both downloads can be found on page three
of The Product Experimentation Playbook



https://drive.google.com/file/d/1popjdmcnYaO0F9894as1bqhnhPu3Suwq/view?pli=1&utm_source=partner&utm_medium=referral&utm_campaign=experimentation-ebook&utm_content=content&utm_partner=google
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Experimentation
Prioritization Index

Determine which experiment ideas will have the most impact on the
business with the Experimentation Prioritization Index.

The Prioritization Index template helps you judge ideas by comparing the
expected impact related to the amount of effort required. Examples of KPls
include higher conversion rates, increased revenue or reduced internal costs;
capture these in tab 1 of the spreadsheet. Business efforts such as which
technologies and teams will be needed are covered in tab 2.

E Digital Experimentation Playbook - Prioritization Framework @ & @ ~ O m
File Edi View Cata Tools Exb Hel
PR 5
» -
Use this tab ta test ssashon, 2 or ] YOUr own oF with
axperimnces.
= In this fr L i L) an rit, O poirts if thay doe't. Sum the n - Corvantly, e masimum ®
this frarurwerk, iams Gut 1 port if thiny meel & mquiseswnt, 0 points if they deeft your iy, thag

1o add or remove mquirsmants basad on your business neads.
» Try muking yous priritization matod Srantpanint 16 your team and brooder CoMpanTY 52 it everyons undenstands what makes o good et dea, and whty those wil be texted |
* Lo mons Bout Rrofilizing sxperment deas ham

Expariment Idea Soorn Main Metric Lacation Feld Targating Naw Information ‘Benchmarking
™ Sums the Suppors your Tests & change to key Makns 3 changs above  Tre axperiment would  Adcls new informassion. Borows from & Supports &
prioritization requirement are in this  points for each ides.  company's primary  pages in your webaite the websits or app farget 100% cf vishors  or & Pew ebement, o succensful et company i
row. ol iree onceyou  Sart the matries. of 800 exparionce.  ‘loid. This means that o users. This increases  remcviss an slement  you've run befors, o thart might |
hawe modiied and updated the fream lagesat b My the mioen visitors wil be #he reach of the feom the page. Thess that a peer company  difierent o
tamiplate 1o mest your own neads! vt scons {o get homepage, exposed 1o the Sxpaience, meaning i ans bigger changes  ham run. top-level oo
your priarhized st of ora e 3 b reaeh geal
ideas. went wil - siafisiical sgnificance  existing sloments,
oy prages you're ba abin to reach ite than f the expariment  and may ba mone
chamere witn eaciad Barmpia Size o Pas & mone Esited iy 1 Goneran &
aptimizing. shatistcal sgnificance  aucience. resut.
oS quicicly.

Eammpse: Change homepage

4 Mimangng I prorcte sassonil
offers tor holdiry shoppers in North
Amenca

assE588884

L] PIE Prioritization Framework = Points Prioritization Framework = [ +]

Download the
Prioritization Index
template to get started.



https://docs.google.com/spreadsheets/d/1342fciXVZgL5DsWCe4sCePOQgdMO7JV-nUc2HtRxI2s/view#gid=73270535?utm_source=partner&utm_medium=referral&utm_campaign=experimentation-ebook&utm_content=content&utm_partner=google
https://docs.google.com/spreadsheets/d/1342fciXVZgL5DsWCe4sCePOQgdMO7JV-nUc2HtRxI2s/view#gid=73270535?utm_source=partner&utm_medium=referral&utm_campaign=experimentation-ebook&utm_content=content&utm_partner=google
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Experimentation
Roadmap Worksheet

Now that you've prioritized which experiments
you will run first, refine your idea by creating an
experimentation roadmap.

The Experimentation Roadmap Worksheet includes
the top metric you will use to measure success and the
audience you will target for the experiment.

Make a copy of the Roadmap Worksheet
to plan your first experiments.

Experimentation
Roadmap Worksheet

Now you've prioritized which experiments you will run first, you need to refine
your idea by creating an Experimentation Roadmap. An Experimentation
Roadmap will help you plan every detail which will contribute to your
experiment set up, including your top metric, your audience and your start
date. The final section of your Experimentation Roadmap will allow you to

analyze your findings and plan your next steps.

Audience
Describe Plan Sample Size Results
Experiment Name Primary Goal Audience Experiment
Results
example: SEetnet) Did the experiment prove your
Homepage visitor hypothesis? (Y/N)

Homepage Feature

dentity ex
high volumes.

Experiment Description
Wihat problem are youtrying to
Solve for the customer?

ptimizely's

Experiment Hypothesis
What

productto car

Minimum Conversion Rate %

What s the baseline customer
conversion rate?
.

Target Conversion Rate

What s the target customer
conversion rate?

Total Variations

Minimum Sample Size
Whatis the

Bywhat percentage did the
experiment match your hypothesis?

Analysis
Why did

forthe experiment?

0000

Target Sample Size
What

your experiment will be?

the experiment?

Variation Examples

What variations will you use in the
experiment?

Top Metric Start Date
What top
measure success? G5
Percentage of users that clickor
the featured products.

End Date

Secondary metrics

When willthe experiment finish?

Jan30,2020

Minimum Duration

Whatis the minimum number of
days the experiment will un?

Target Duration

Whatis f day
run?

30days

Daily Unique Visitors
How many daly unique visitors will
you aim to test?

Traffic Allocation

What percentage of your traffic will
beallocated tothe experiment?

the experiment?

outcome?

Whatimpact willthis resutt have on
ROl and top line revenue?

Next Steps
If proven, willou implementthe
findings? (Y/N)

Ifdisproven, what will you
experiment next?

Open
i Template


https://drive.google.com/file/d/1bs_K2TNIoggxASINYDUrQQxSNbrUgtNG/view?utm_source=partner&utm_medium=referral&utm_campaign=experimentation-ebook&utm_content=content&utm_partner=google
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Results Sharing
Presentation
Template

Sharing results is vital. It builds a culture of
experimentation and secures executive buy-in.

Communicate why you created an experiment
hypothesis, how you defined your key metrics and

audiences and what impact it had on the business.

Use the Results Sharing Presentation

Template as a guide to how to share
your findings.

GJOptimizaly

Experimentation
Description

[Variation #1 Name]

[Drescribe the finst variation you will use in your axperiment]

Results Sharing
Presentation

Template

[What protlem are you frying 1o sche for e
customerT]

[What qualitatve data (customer sumveys and reviiws)

andior quanttative data (web analytics and
comversations) was your rationala?]

[Variation #2 Name]



https://docs.google.com/presentation/d/1oLksvdG2kJ1n0z-NBxfeUV7VGEAcjiHTQn6XRZAQQY4/edit#slide=id.g1885ccd1dff_2_416
https://docs.google.com/presentation/d/1oLksvdG2kJ1n0z-NBxfeUV7VGEAcjiHTQn6XRZAQQY4/edit#slide=id.g1885ccd1dff_2_416
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Experimentation in action

If you're looking for some experimentation inspiration, you've come

rr

to the right place. Here are a few experimentation ideas to kickstart

(Experimentation) gives us

your brainstorming, with more in the download.

Experimentation

in Action

The Digital Experimentation Playbook shares a process for experimentation.

Replacing ‘trending articles’
with ‘trending videos' on the
homepage

Introducing an article’s

Pre-populating the search
landing page from fields

(-]

Presenting users with

read time at the be
eacharticle

Presenting users with relevant
content in the sidebar vs the
footnote

P the
website homepage

=

Simplifying the step-by-step
design for bookings

Presenting users with products
from recent categories they have
Visited

Adding videos of the models
modelling clothes to product
pictures

*

Increasing visibility of customer
reviews and ratings for each
product

. Now it is over to you! You may have already filled your Experimentation
Ideation Framework to the brim with ideas. You may also be looking for
some inspiration to start. Luckily we're experts in this area. Here are a few
experimentation ideas to kickstart your brainstorming.
Media Travel Retail B2B
d “tl they Inform and help web visitors
fiver an in-store with easy-to-use site
" - inewi it
advertisers, them well-optimized recommendations and clear
readership, g product I i
return visit and well ly
and ad viewabilty. enable your revenue per
totake off. customer.
Think outside the box. Do not fly blind. Make confident decisions. Hone in on Results.
Experiment on: Experiment on: Experiment on: Experiment on:
o L [ (<]

Highlighting popular plans,
packages and features on
pricing page

©

Increasing visibility of products
and solutions on the navigation
bar

Reducing lead forms to
the minimum number of
components

enormous insights into our
customers’ needs, desires
and behaviours and allows
us to adapt and evolve our
approach fast to reap the
commercial rewards.”

Head / Ecommerce / Missguided



https://drive.google.com/file/d/1FPbZypnWv9iIpA0_RbPUINc5NuWRsy_2/view?utm_partner=google
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Data-driven
experiments that
drive results

Ensure strong business outcomes from your
application, marketing and content initiatives with
Optimizely Experimentation on Google Cloud.

Test your hypotheses with quality experiments, share
results with confidence and implement experimentation
across teams. Get deeper, more holistic views into your
customers with the ability to connect to virtually any
data source. Continuous experimentation maximizes
insights from your customer interactions and helps
organizations achieve their business goals.

With Optimizely and Google Cloud, you
have the power to scale experimentation
and leverage advanced technologies to
create exceptional customer experiences.
If you have any questions about digital
experimentation or how the Optimizely
and Google Cloud partnership can
accelerate your success, visit our website
or Google Cloud Marketplace.



https://www.optimizely.com/google?utm_source=partner&utm_medium=referral&utm_campaign=experimentation-ebook&utm_content=content&utm_partner=google
https://console.cloud.google.com/marketplace/product/optimizely-public/optimizely-gcp-marketplace?organizationId=524198675391&pli=1

At Optimizely, we're on a mission to help people unlock their digital potential.
With our leading digital experience platform (DXP), we equip teams with the
tools and insights they need to create and optimize in new and novel ways.
Now, companies can operate with data-driven confidence to create hyper-
personalized experiences. Building sophisticated solutions has never been
simpler. Optimizely’s 900+ partners and 1100+ employees in offices around
the globe are proud to help more than 9,000 brands, including Toyota,
Santander, eBay, KLM and Mazda, enrich their customer lifetime value,
increase revenue and grow their brands. Learn more at Optimizely.com

Google Cloud provides organizations with leading security, infrastructure,
platform capabilities, Al, and industry solutions. We deliver enterprise-grade
cloud solutions that leverage Google’s cutting-edge technology to help
companies operate more efficiently and adapt to changing needs, giving
customers a foundation for the future while being secure and compliant.
Customers in more than 200 countries turn to Google Cloud as their trusted
partner to solve their most critical business problems.

All third-party trademarks cited are the
property of their respective owners, and
are used only for reference purposes.

© 2022 Optimizely, Inc. All Rights Reserved.
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