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‘All Killer, No Filler’: The Next Web finds the
right message with Google Optimize 360

About The Next Web
• The Next Web is a technology-media company
that helps users get the most out of technology
by bringing them together through extraordinary
events and sharing remarkable stories and insights.
• Headquarters: Amsterdam, the Netherlands
• www.thenextweb.com
Summary
• Used Optimize 360 to uncover the right
combination of messages to increase traffic
to its conference website
• Conducted a multivariate experiment and
improved its clickthrough rate by 26.5%
• Conducted an A/B experiment and improved
its clickthrough rate by 107%

The Next Web’s conferences bring tech leaders, entrepreneurs, and
marketers together to innovate, share, and look ahead. The first
TNW conference was created in 2006 by Patrick de Laive and Boris
Veldhuijzen van Zanten, when they couldn’t find the kind of event they
needed to showcase their own startup.
That first event drew a respectable 280 attendees, but the founders
knew they needed a better way to promote future TNW conferences.
That’s when they launched thenextweb.com, a tech news and culture
website that today attracts 8 million users a month. The Next Web’s
two annual conferences in New York City and Amsterdam now draw
over 20,000 attendees.
The Next Web’s marketing team uses promotional messages within
articles on thenextweb.com to drive potential attendees to the
conference website and sell tickets. To find out which combination of
messages works best, they used Google Optimize 360, an integrated
part of the Google Analytics 360 Suite.

Testing made easy
”We want more people to read content on thenextweb.com as a first
step,” says Martijn Scheijbeler, who leads the marketing team’s efforts.
“If we can convince them to become a loyal user, we can try to interest
them in different opportunities. In the end, we’d like them to join us at
one of our events to experience what The Next Web is really about.”
That makes it critical to find just the right message for their
thenextweb.com promotional messages.
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Another conference. “Great.”

We’re bringing Momentum to New York: our newest event, showcasing
only the best speakers and startups.
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“Optimize 360 and Analytics 360 make
testing easy for us. We’re reaching
more people who want to come to our
conferences, and those better results
are going right to our bottom line.”
—Martijn Scheijbeler
Director of Marketing, The Next Web

In the past, testing new messages required much effort from several
teams — Scheijbeler and the marketing team would consult with an
analyst to come up with a hypothesis and test case, then hand it off to
a developer to be created, who would then hand it to the QA team for
review. Then it would finally be ready to go live.
But with Optimize 360, marketers can create and launch tests
themselves. The visual editor makes it easy to change messages
instantly, with direct preview for QA. Suddenly, tests that used to take
hours to set up now take minutes.

‘All Killer, No Filler’
With one of its conferences coming up, The Next Web’s marketing
team wanted to compare different headlines and descriptions to see
which combination would drive more readers to their conference page.
Using Optimize 360, The Next Web team ran a multivariate experiment
to discover the combinations that worked best.
Another conference. “Great.”

We’re bringing Momentum to New York: our newest event, showcasing
only the best speakers and startups.

All Killer, No Filler

This one’s different, trust us. Our new event for New York is focused on
quality, not quantity.
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During the experiment, message B performed 26.5% better

than the original
and
Optimize
360’s headline
approach
todescription.
multivariate testing allows for quick
analysis while also ensuring all combinations are displayed and shown
to users. Optimize 360 also displays the probability that a given variant
will perform better than the original, so you can act with confidence.

For The Next Web, the results were clear. The “All Killer, No Filler” headline
with the “This one’s different, trust us” description was the clear winner.
During the experiment it performed 26.5% better than the original headline
and description, with a 100% probability to beat baseline.

The Analytics 360 connection
The integration between Optimize 360 and Google Analytics 360 is a
major help in the testing process. “With other testing platforms you need
to put in a lot of extra time to set up extra tracking,” says Scheijbeler.
“With Optimize 360, the data you’re looking at is always the same as
the data from Analytics 360. All the metrics that you care about are
consistent for the tests that you’re running.”
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“For any test on article pages, we look at the secondary metrics that
are important to us — overall engagement in page views per session
and the specific clickthrough rates on page elements like related
stories and sidebars. All these metrics are in Analytics 360 making
it possible for us to do even further analysis.”

A call to action
After seeing those large improvements with the “All Killer, No Filler”
headline and the “This one’s different, trust us” description, Scheijbeler’s
team decided to also test the text on the call-to-action button. They
tried three options:
•

Find out more (the original)

•

Check it out

•

Learn more

Again, the results were clear. Variant 2, “Check it out,” was the clear
winner, performing more than 107% better than the original with a
99% probability to beat baseline.

The bottom line
Today The Next Web team tests and optimizes its conference
messages day by day. Better messaging means more traffic to The
Next Web conference site, and that means more attendees. It also
gives the marketing team extra wins like higher awareness and more
newsletter signups.
“Optimize 360 and Analytics 360 make testing easy for us,” he
continues. “They give us much better insights into how many clicks
we’re getting for each message. We’re reaching more people who want
to come to our conferences, and those better results are going right to
our bottom line.”

About the Google Analytics 360 Suite
The Google Analytics 360 Suite offers powerful and integrated analytics solutions for today’s biggest enterprises. Measure and improve the impact of your
marketing across every screen, channel and moment in today’s customer journey. It’s easy to use, and makes data accessible for everyone so the “aha”
moments are simple to discover and share. Move from insight to impact faster with the Analytics 360 Suite.
For more information, visit google.com/analytics/360-suite
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