Optimization and
experimentation in Beerwulf

Future proof user centricity.

Tim Thijsse
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2. Waarom testen en voorbeelden

3. Het4D process
a. Discover
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Experimentation and validation

Conversie Ratio Optimalisatie
User Experience design
Grote bedrijven en bureaus
17 jaar in ecommerce

500+ experimenten

e Vader
e brandweerman



Over Tim

Experimentation and validation

Uncertainty
& Risk

Search & Testing Business
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Experimentation and validation
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OVER BEERWULF.COM
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BEERWULF PRODUCTEN

Bierpaketten

Thuis taps
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Waarom testen?

HI !

% =

Risico’s vermijden

Kosten, resources en tijd verminderen

Inzichten en juiste richting in een korte periode

Bewijs dat het idee kans heeft om te slagen



Oud ontwikkel process

, Positieve ervaring = NPS A
Idee —» Ontwerpen —¥» maken — Live B Klant

Negatieve ervaring = NPS



Oud ontwikkel process

/ Positieve ervaring = NPS A
Idee —» Ontwerpen —¥» maken —P Live P Klant

Negatieve ervaring = NPS




Negative Experience

e
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Preventing fires with testing and validation




Ontwikkel process met cro

Idee — Ontwerpen —§ CRO —p>Maken —P Live =9 Klant Positieve ervaring = NPS A



Klantgericht denken

Product / service

l

User need

Existing product

Finding customers that fit
with the product

User centric

User need

A\

Product / service

Customer need
and problems

Product designed to fit customer
needs based on mission and vision






Experiment

Een CTA per pagina is duidelijker voor
de klant

AB test
Door meer te sturenop 1
actie op de pagina pagina g Variant 1

stijgt het aantal dakchecks. ‘

Waanzinnig die wisselvalligheid! Waanzinnig die wisselvalligheid!

. zat

Advies op maat orofitaer o . Zelfs Advies op maat
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Zonnepanelen van Geas Energiewacht

Dakcheck
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1K el i 3an vooractemals. Hiorn taan
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eeschit e porkwartaa en berat
ntecessante informatie e et verGourzamen
an e woning.

> Ja, ik wil meer informatie




Experiment

Een CTA per pagina is duidelijker voor

de klant

AB test

Geas

Energiewacht

Door meer te sturenop 1
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@BEEHWULF
Winnaars en voorkomen verlies

p
Xy €14M

28 WINNERS

11 FAILS

*Potentieel discovered revenue (PDR) = The potential revenue by implementing the variant.



v

Top 5 winners 'x ‘

EXP0247 | SNC | Reduce vi...

STATUS

100% waiting for implementation

HYPOTHESIS

IF we reduce the visibility of the
‘Discount'-field

THEN returning users that do not
have a discount-code are not ...

KPI
Transaction

END DATE
21/5/2022

CERTAINTY

99.9%

BUSINESS VALUE (HIGH)

€1,221177

UPLIFT CALCULATION

212%

3
L}
EXP0275 | SNC | Add this ...

STATUS

100% waiting for implementation

HYPOTHESIS

Adding an end date to the deals will
motivate more users to buy

KPI
Transaction

END DATE
26/9/2022

CERTAINTY

92.0%

BUSINESS VALUE (HIGH)

€1,021,362
UPLIFT CALCULATION
7.79%
" C 3
- ’ \*". Y .....\..
co TTRP8 0

EXP0183 | NB | v2 Percent...
STATUS
Done - Implemented

HYPOTHESIS

IF we reframe the discount from
'SAVE £5' to 'SAVE 7%' THEN
subscription buyers will percieve
the savings as higher and ...

KPI

Add to cart - Subscription
END DATE

9/1/2022

CERTAINTY

BUSINESS VALUE (HIGH)

€937,817

UPLIFT CALCULATION

22.42%

= -
x @ “

@ BEEANULF ax
The 508 Bewr Top
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EXP0261 | SNC | Add video...
STATUS
100% waiting for implementation

HYPOTHESIS

If we add video's to the gallery op
PDP's THEN user will be more
engaged with the video SO they
can see the use of the product ...

KPI

Transaction

END DATE
7/7/2022

CERTAINTY

86.0%

BUSINESS VALUE (HIGH)

€899,219

UPLIFT CALCULATION

10.80%

¢ BEERWULF

~
2 @

EXP0251 | SNC | Remove s...

STATUS

Done - Implemented

HYPOTHESIS ‘
If we remove the snippet of the Y
products THEN conversion rate will
increase BEACUSE there will be ®
less cognitive overload of ... *

KPI *.

Transaction ‘ P
END DATE * .
28/6/2022 -‘ o *\
CERTAINTY .
87.6% o o [
BUSINESS VALUE (HIGH) . \ 4 ‘
L ‘ o
€741,314 * > ¢ -+

UPLIFT CALCULATION “J
VR 49
1.85% ° ‘ *~
.
e % * (

20° o 2% 4 com T



Top 5 fails

The SUB Classic Black
Edition - 2L

EXP0237 | SNC | Remove a...

STATUS

Done

LEARNINGS

Removing the add to cart button
pushed users to the product-
detail-page but this did not add
extra conversion.

KP1

Average order value

CERTAINTY

85.7%

BUSINESS VALUE (HIGH)

-€1,650,730

UPLIFT CALCULATION

w @
EXP0238 | SNC | Add BBD ...

STATUS

100% waiting for implementation

LEARNINGS

ALL pages vs PLP vs PDP: Our aim
was to increase the NPS PD but
within 7 days there was a
significant decrease in Therefore...

KPI1

Transaction

CERTAINTY

98.0%

BUSINESS VALUE (HIGH)

-€1,502,460

UPLIFT CALCULATION

EXP0216 | SNC | SAVE inst...
STATUS

Done

LEARNINGS

Using the text 'Save' instead of '-'
had a significant decreasing effect
on users purchasing the products
on the sale-page.The conversion ...

KP1

Transaction

CERTAINTY

97.0%

BUSINESS VALUE (HIGH)

-€375,650

UPLIFT CALCULATION

FEATURED BREWERY: TWO
CHEFS BREWING| | °4
Beers With serigus ool

BUY BEER ONLINE WITH
BEERWULF

The olee besr shas with 1 tempting rangeofbese
coses, e kags andbeertas.

BT n d
EXP0125 | SNC | Add trust...
STATUS

Done

LEARNINGS

In total with 47605 user it was a
significant decrease of -1.15%.
(7.6% chance to win)

Adding a trustpilot trustmark for ...

KPI1

Transaction

CERTAINTY

92.4%

BUSINESS VALUE (HIGH)

-€292,423

UPLIFT CALCULATION

¢ BEERWULF

EXP0191 | CC | Use microc...

STATUS

Done

LEARNINGS

Adding microcopy about returns
within 30 days had a significant
negative effect on conversion (8%
chance to win).

KPI

Transaction

CERTAINTY

91.4%

BUSINESS VALUE (HIGH)

-€98,552

UPLIFT CALCULATION
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Het 4D proces

Managing the total experience

The Double Diamond Model

/ \
Diverge . Converge

‘/'
/

CHALLENGE DISCOVER DEFINE . DELIVER

A
N

. \ %
Diverge /" Converge

J . .
[Ibopinion ‘.jcomemsoume > Airtable ABTas G Optimizely

OUTCOME




Het 4D proces

Managing the total experience UsersW do X when : E:g;:?;%%*?#r
we do Y e user-data

Offer usersW the
change A

e Change for all users
e Change per segment
e Change based on behaviour
Develop

> g Airtable ine Di Test if usersW do Z
if we change A

UsersW do X when

we do Y THEN they
might do Z if we

change A

AB testing

Poll
Questionaires
Fake door test
Etc.

{idopinion

> 7 ..
@ CONTENTSQUARE EEER (& Optimizely

brainstorm
deepdive
psychology
principles of
design



Experimenteer 40 proces

/ Discover \

Deliver Define

\ Develop /




Experimenteer 40 proces

user-behaviour
° user research
user-data

UsersW do X when
we show Y

Discover \

Deliver Define

Develop /



Experimenteer 40 proces

user-behaviour
° user research
. user-data

Discover
\ UsersW do X when

UsersW do X when
we show Y

e brainstorm
Deli we show Y THEN . SfyefﬁéYfgy
eliver H c .
Define ' theymightdoz if [ 520" Jd)

we change A ole
Develop /



Experimenteer 40 proces

user-behaviour
° user research
° user-data

Discover
\ UsersW do X when

UsersW do X when
we show Y

e brainstorm
Deli we show Y THEN . SfyefﬁjéYfgy
eliver . : :
Define  they mightdoz if ¢ Hesign-prnci
/ we change A ple
Develop
e AB test
TestifusersWdoZ e Poll
if we change A e Questionaire
e Fake door test



Experimenteer 40 proces

e user-behaviour
UsersW doXwhen  , oo research O Online Dialogue
we show Y e user-data
J Optimizel lesforc i
sales; e o« e
G Optimizely DT {ibopinion @] CONTENTSQUARE

UsersW do X when e Sroinsdtorm
eepdive
Offer only usersW the : . we show Y THEN °
Deliver ; : e psychology
change A Define  they mightdoz if  { Hobianpanc
we change A ple

e Change for all users
e Change per segment

e Change based on behaviour AB Tast
Develop "
e AB test
> @ Airtable Testif usersWdoZ e Poll
’ if we change A e Questionaire
e Fake door test



Experimenteer 40 proces

Deliver Define

Develop




Klantgegevens

CES NPS

Net Promotor Score

A score is requested at the end of
the process. Measure customer
loyalty.

Customer Effort Score

A score is requested just after
or during an action. Measure
ease of use

Making it easier to be a customer 600000 QRORS
0 1 2 3 4 5 6 74 8

Somewhat ; Somewhat DETRACTORS | PASSIVES ~PFOMOT'RS
. S - Dm .. n :

@ % ol e % = NET PROMOTER SCORE

De CSAT of NPS kan je meten met Delighted https://delighted.com/nps

De NPS kan je meten met Usabilla https://support.usabilla.com/hc/en-us/articles/115000745545-Measuring-NPS-with-Usabilla-
De CES kan je met Hotjar per url doen. Of iets complexer met een javascript die triggerd na een event.

-effort-score

https://www.hotiar.com/blog/cust

Discover

CSAT

Customer Satisfaction

The customer's satisfaction with a
result or outcome. Measures
overall experience or service.

OO

Tracking support quality

¢ BEERWULF

DXS Score

Digital Experience Score

DXS is an all-encompassing metric for
objectively measuring customer
experience based on engagement,

state-of-mind, click-behaviour.
DXS®

Experience
Pillars

omms © @
AT O @ O
pmeqo
Smart A~ (
experence metics ©|0 (2
-

== = @ Experience data
o = Q collection

=z


https://delighted.com/nps
https://support.usabilla.com/hc/en-us/articles/115000745545-Measuring-NPS-with-Usabilla-
https://www.hotjar.com/blog/customer-effort-score/

@BEEHWULF
Klantgegevens

Klanten reviews Concurrentievergelijking

Klanten feedback Klantreis

B 17th March s

e 1ot e

. Vs

) —— L X ]

“kan nergens meteen prijzen S e A
zien " — = = .

Digital Touchpoints

Tracking support quality

f 3
Physical Touchpoints.
Nu €*,- directe korting op e E =
aanschaf van een nieuwe cv-ketel! .
ey

L]

u
Waarom juist in de lente uw CV- -
ketel vervangen?

17th September 2020

“Waarom een roze

pelikaan????Laat je CV ketels
zien met de bijhorende
prijzen!it! ~

www.energiewacht.com/cv-ketel-korti...




@BEEHWULF
Klantreis

Digital Touchpoints

Search

g “~ Landing Page
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@BEEHWULF
Klantgegevens

Discover

When to measure what metric?

User Journey

CSAT CSAT

NPS NPS NPS
CES CES CES CES CES
DXS Score
Customer Satisfaction
NPS  Net Promotor Score
CES  Customer Effort Score
pxs Digital Experience THEA~A~

Score GARAGE



Experimenteer 40 proces

/ Discover \

Deliver

\ Develop




Een meethaar experiment oetine

IF we change THEN users will behave like and THEREFORE KPI will increase
UX design Dsycolo$

Target audience
= _ Measurable goal or
(e.g. .Existing strategy / tactic KP]| .

clients)



Een meethaar experiment

Conversion Rate

Percentage of visitors

.......

renennn

converted into a buyer.

o

Define

Clicktrough Rate

Percentage of visitors that
continues to the next step.

.
Jll

Homepage

Product list page
Product Detail Page
Shopping Cart

Checkout

¢ BEERWULF

Customer Effort Score

The score we ask users after they
have done a functionality on the site

D D
o |
v v
En =B



Testen prioriteren

ICE

impact, confidence., and ease

ICE Scoring is one of the many
prioritization strategies available for
choosing the right/next features for a
product. The ICE Scoring Model
helps prioritize features and ideas by
multiplying three numerical values
assigned to each project: Impact,
Confidence and Ease. Each item
being evaluated gets a ranking from
one to ten for each of the three
values, those three numbers are
multiplied, and the product is that
item’s ICE Score. Impact looks at
how much the project will move the
needle on

Define

—

C )

 /
PIE

potential, importance, and ease

The PIE Framework is made up of
the three criteria you should
consider to prioritize which pages to
test and in which order: Potential,
Importance, and Ease. Potential.
How much improvement can be
made on this page(s)?

PXL

Prioritization ConversionXL

How you prioritize them is important,
both for the quality of your tests and
optimization as well as the
organizational efficiency. The PXL
model was made by the CXL Agency
to eliminate as much subjectivity as
possible while maintaining
customizability.

5V Model

View,Voice,Validated.Verified,Value

For a behavioral study, a data
analyst, psychologist and UXer
analyze the overall user
behavior of the website and
delve into the scientific
knowledge available about the
specific industry. For this we
use the 5V model: View, Voice,
Validated, Verified and Value.


https://www.productplan.com/glossary/ice-scoring-model/
https://www.widerfunnel.com/how-to-prioritize-conversion-rate-optimization-tests-using-pie/
https://cxl.com/blog/better-way-prioritize-ab-tests/
https://onlinedialogue.nl/artikelen/fact-act/

Testen prioriteren

ICE

impact, confidence., and ease

ICE Scoring is one of the many
prioritization strategies available for
choosing the right/next features for a
product. The ICE Scoring Model
helps prioritize features and ideas by
multiplying three numerical values
assigned to each project: Impact,
Confidence and Ease. Each item
being evaluated gets a ranking from
one to ten for each of the three
values, those three numbers are
multiplied, and the product is that
item’s ICE Score. Impact looks at
how much the project will move the
needle on

Define

Reach

The PIE Framework is made up of
the three criteria you should
consider to prioritize which pages to
test and in which order: Potential,
Importance, and Ease. Potential.
How much improvement can be
made on this page(s)?


https://www.productplan.com/glossary/ice-scoring-model/

Testen prioriteren

Reach

impressions X
marketshare(country) X
device

impressions = Users per page * visability

https://www.mediabeacon.com/en/blog/what-is-marketi

ng-reach

Define

RICE

Business impact Score

Impact

({Evidence score}+
{Page value}+
{visibility score}+
{KPI score})

Confidence

5V Model
View.Voice,Validated,Verified.Value

({Evidence score}+{Page value
Rollup}+{Ease score}+{visibility
score}+{KPI score})*({Country
score}*{Device score})

Effort

Impact effort Matrix



https://onlinedialogue.nl/artikelen/fact-act/
https://www.mediabeacon.com/en/blog/what-is-marketing-reach
https://www.mediabeacon.com/en/blog/what-is-marketing-reach

@) Online Dialogue

Evidence based growth

Wat is de kans? -

Verified : Verified :

Strategy Previous tests Webanalytics Science Surveys
KPI's Heatmaps Competitors Feedback tools
Group discussions




Waar ga je testen?

Digital Touchpoints

Sea
Digital Billbo 3"’.". ‘ ndng Page
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Experimenteer 40 proces

-

Deliver Define

Develop
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Hoe ga je testen?

Combination 1 Combination 2 Combination 3

>B
o
B

B B
Fake-
door
test
e —— -
eSS
.

THANKS FOR JOUR iNTEREST

TiPPING AUTHORS iS A FEATURE WE'RE
WORKING ON BUT il’S NOT QUiTE
READY. BUT WE WiLL LET 10U KNOW
WHEN iT iS

T AR

Develop

If you did not make a purchase today,
what stopped you?

1,228 201 68 1,128 320 112 ocR EXCRLLENT
] The productis to
\7\ Im just browsing.
N
Sequ
Camp ential
aign test

Combination 1

Banner Banner

> asr% s61% s78%
- = ario +129% “99% “84%
Combination 2




Psychologische strategieén

Ability

1-LINE DESCRIPTION

Increase ease of desired behavior

icon

DESCRIPTION
Increasing ability is NOT about
learning people new skills, but
rather on making the desired
behavior simpler to o (Fogg, ...

Attention
1-LINE DESCRIPTION

Focus awareness on desired
element

icon

DESCRIPTION
Attention is the behavioral and
cognitive process of focusing
awareness on a particular element
in the environment, while ignoring...

Certainty

1-LINE DESCRIPTION
Increase confidence about the
product, the process, or the
organization

icon

DESCRIPTION
Certainty is the level of confidence,
validity or certainty in one's
judgments (Petty et al., 2007)
Certainty as an optimization ..

&6

Motivation
1-LINE DESCRIPTION

Appeal to people's needs and goals

icon

DESCRIPTION
People initiate, and persist in,
behaviors that they believe will
contribute to their fulfilling their
needs or goals, i.e., people will .

https://onlinedialogue.nl/boom-optimalisatie-proces/

Choice Architecture

1-LINE DESCRIPTION

Influence choice by changing how
options are presented

icon

DESCRIPTION
Choice architecture means that the
way a choice is presented
influences what a decision-maker
chooses (Thaler & Sunstein, 200...

Cialdini

ia

@ Online |

Evidence based growth

Dr. Robert B. Cialdini’s

6 Principles of Persuasion

1. Reciprocity
Desire to give back “in kind”
when you receive an
unexpected gift

2. Commitment

Desire to maintain
consistency in what you've
already said or done

3. Social Proof

Desire to follow the lead of
those who are similar to you

9. Authority

6. Scarcity

4. Liking

Desire to aEree with a person
who resembles you or shares
the same values

Desire to trust and agree with
an “expert” based on visual Y‘
cues (lab coat, uniform, power)

Desire to get something that
is limited or difficult to
obtain (time, quantity, space)

https://cxl.com/blog/cialdinis-principles-persuasion/



https://onlinedialogue.nl/boom-optimalisatie-proces/
https://cxl.com/blog/cialdinis-principles-persuasion/

BOOM Example: Certainty

Our customers rate us as excellent

k& ]k ] o f & R
@ TRUSTPILOT v

Based on 9947 Trust Pilot reviews. Read more

~
7

N

@) Online Dialogue

- Evidence based growth

thuiswinkel
waarborg




EXAMPLE- AB TEST

Option 1

IF we add a Trustpilot widget in the checkout steps
THEN transactions will increase FOR visitors that have
seen the widget BECAUSE they will have more trust
and confidence because of the social proof.

Need help with your order?

e0®

Need help with your order?

Calluson

Terms & conditions | Privacy | Cookies | Cookle Sett
English (EN) Io)

¢ BEERWULF
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EXAMPLE: AB TEST SN S
Gain trust to push users to the next step. S

Option 1

IF we add a Trustpilot widget in the checkout steps *
THEN transactions will increase FOR visitors that have
seen the widget BECAUSE they will have more trust

and confidence because of the social proof. F Trustpilot

vvvvvvvvv
75 revi

Need help with your order?

o , Conversion +8%
Tl : N



BOOM Example: Ability

“If we give customers the choice to install themselves THEN the
amount of mechanics that we need to send will decrease”

Gratis monteur

A Via PostNL ontvang je een doe-het-zelf-pakket waarmee je je producten heel eenvoudig installeert.
Kom je er zelf niet uit? Onze monteur komt bij je langs om je Ziggo pakket aan te sluiten. Dat is
een expert die pas weggaat op het moment dat je pakket en wifi perfect werkt. Beloofd. Een gratis
afspraak maak je via het speciale telefoonnummer dat je in het doe-het-zelf-pakket vindt.

¢ BEERWULF

Wil je een gratis monteur?

B Goed plan, ik kies voor een gratis monteur.

Bedankt, ik installeer alles zelf.




@BEEHWULF
BOOM Example: Ability

“If we give customers the choice to install themselves THEN the
amount of mechanics that we need to send will decrease”

£
Gratis monteur .
A Via PostNL ontvang je een doe-het-zelf-pakket waarmee je je producten heel eenvoudig installeert. °
Kom je er zelf niet uit? Onze monteur komt bij je langs om je Ziggo pakket aan te sluiten. Dat is
een expert die pas weggaat op het moment dat je pakket en wifi perfect werkt. Beloofd. Een gratis 1
afspraak maak je via het speciale telefoonnummer dat je in het doe-het-zelf-pakket vindt. °
o
. T e R . A T 1 e
* ® *
st & . A *‘
| .
Wil je een gratis monteur? o™
-5
B Goed plan, ik kies voor een gratis monteur. ) X ¢ ¥
Bedankt, ik installeer alles zelf. t R ce @
v ~ ¥ ‘e ‘\‘ 1
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BOOM Example: Motivation

1 CALORIE BURNED

= =2

CALORIES BURNED BY TAKING THE STAIRS

©

Online Dialogue

Evidence based growth



(" Online Dialogue
n L] t t - [ 1 Evidence based growth

Design principles Gestalt theory

https://www.adobe.com/express/learn/blog/8-basic-design-principl https://worldofwork.io/2019/07/cialdinis-6-prin
es-to-help-you-create-better-graphics ciples-of-persuasion/



https://www.adobe.com/express/learn/blog/8-basic-design-principles-to-help-you-create-better-graphics
https://www.adobe.com/express/learn/blog/8-basic-design-principles-to-help-you-create-better-graphics
https://www.adobe.com/express/learn/blog/8-basic-design-principles-to-help-you-create-better-graphics
https://worldofwork.io/2019/07/cialdinis-6-principles-of-persuasion/
https://worldofwork.io/2019/07/cialdinis-6-principles-of-persuasion/

Online

Evidence based growth

Design strategieén

Design principles Gestalt theory
A O A
A O A
A O A
Proximity Similarity Figure-ground
Balance Contrast Emphasis Movement
N /N
B W (1L 1] eeeeee
Continuity Closure Connectedness
)
Rhythm Hierarchy White Space Unity
https://www.adobe.com/express/learn/blog/8-basic-design-principl https://worldofwork.io/2019/07/cialdinis-6-prin

es-to-help-you-create-better-graphics ciples-of-persuasion/



https://www.adobe.com/express/learn/blog/8-basic-design-principles-to-help-you-create-better-graphics
https://www.adobe.com/express/learn/blog/8-basic-design-principles-to-help-you-create-better-graphics
https://www.adobe.com/express/learn/blog/8-basic-design-principles-to-help-you-create-better-graphics
https://worldofwork.io/2019/07/cialdinis-6-principles-of-persuasion/
https://worldofwork.io/2019/07/cialdinis-6-principles-of-persuasion/

Design principle Example: Emphasis

Emphasis




ad this

Flrst you read this

Then you read this



Design principle Example: Hierarchy

ad this

Flrst you read this

Then you read this
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Number of records

Experimenten in teams

25

20

oNC NBMP BCC CC

40 18 12 5

Jul 2019 Jan 2020 Jul 2020 Jan 2021 Jul 2021

year-month

¢ BEERWULF

GROWTH LOG

Z 1

(Empty)
Winner C
Failed

Loser
Inconclusive
Winner B

Jan 2022 Jul 2022



@BEEHWULF
Deliver: Inzichten delen

@ The Experimenter APP 2:32 PM
Hi all we have a nice winning experiment! f
It was all about Give subscription-banner more priority on homepage and the experiment increased from the Home with 27.46% with 1%

b‘ Airtqble M | certainty.

Add insight Add Experiment Idea iew

Yied Thanks Martyna, Martyna for the idea! Take a look here:
indialils: https://airtable.com/appw0STmt9VvNezJr/pagfwcBHLKIZB9Xau?1ID li=recLcBAUQKtQh2Fwq
Or upload your own idea: https:/airtable.com/shrlg5sykVppVHpU8

. s
opinion : . r

= ADD TO CART: Buying: - Immediately after adding to cart, consumer go to the 2L Keg PLP, but we loose, 32% of visitors to add 2L Kegs to tl

In the product shelves "Starter Packs" is clicked

A 1.84% having 100% Exposure. CTA serves only to Topics Research Study Category User Phase Submitted by
returning visitors.
‘J CONTENTSQUARE . The SUB Aca_Jour._ X The SUB &2 kegs Intent - |
.
.
Paget

In the Hero banner "Starter Packs" is clicked RasyRe 13-10-2022

1.84% having PLPThe SUB x +

100% Exposure. CTA serves only to ... Couniny;

Potential Solution

= UKx
IF we have a module to add to cart directly on the SUB PLP, THEN wil convert more first time buyers
with the SUB BECAUSE it will be easier to complete their purchasing mission

@ Customer Care
'<: Socials

M k t t d 14% of navigate the SUB DP and view other SUB
arKet stu OPs. Usars ao oakingfr other SUB colorson
the Classic edition.

Home Draught Journeys

ADD TO CART: Buying: - Immediately after adding >
to cart, consumer go to the 2L Keg PLP, but we Attachment
loose, 32% of visitors to add 2L Kegs to their ...

Notes

The SUB Lister Page Content Square analysis.
‘The The HD Category page DOES NOT play a
major role in The SUB Buying journey. Its the
lowest journey of ATCs. See Journey 28 in Image.
_ Actions
+ Add record

Related experiments.
+ Add record

Data studies

||I

D

iy Design principles
A\



Take aways

£33

=

Verzamel inzichten door tevredenheids-metingen of koopgedrag

Gebruik inzichten om verbeterpunten te herkennen en te prioriteren

Experimenteer en leer van de winnaars en fouten

Door herhaling krijg je meer inzichten en kan je op
winnaars verderbouwen



Thank you!

Tim Thijsse | Beerwulf.com
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Tools at Beerwulf.com

Discover Define Develop Deliver
(IDopinion o I O
MVP
?J CONTENTSQUARE
@ Airtable—AB Tasty
@ Customer Care an

Mquetstudie
ﬁDatastumes S

DEVELOPMENT
Deslgn principles



Inzichten gebruiken

¢ BEERWULF

Transactional Transformational

At the first level, the focus of your CRO program is on achieving
the business case. We therefore call this the transactional phase.
By following the model in this way, you can easily scale up the
number of tests in order to achieve maximum growth.

Achieving business cases
Conversion optimization
Testing new features

Scaling up the number of tests

In addition to improving your CRO program, a behavioral model
provides the information you need to start transformations. First
within the company, by providing valuable information for marketing
purposes, technological developments and product innovations.
But you are also able to share insights in the market itself that
change how companies offer their services. That is why we call

this level "the transformational level". You transform the business
with the customer insights you have gained.

Getting insights for marketing purposes

Using research insights to adjust strategy

Test technological developments

Design and validate new product innovations
Data-driven decision-making through experiment

design



Psychologische strategieén: BOOM

Ability

1-LINE DESCRIPTION

Increase ease of desired behavior

ICON

DESCRIPTION

Increasing ability is NOT about
learning people new skills, but
rather on making the desired
behavior simpler to do (Fogg, ...

Attention
1-LINE DESCRIPTION

Focus awareness on desired
element

ICON

DESCRIPTION
Attention is the behavioral and
cognitive process of focusing
awareness on a particular element

in the environment, while ignoring...

©6e

Certainty
1-LINE DESCRIPTION

Increase confidence about the
product, the process, or the
organization

ICON

DESCRIPTION

Certainty is the level of confidence,

validity or certainty in one's
judgments (Petty et al., 2007).
Certainty as an optimization ...

Motivation
1-LINE DESCRIPTION

Appeal to people's needs and goals

ICON

DESCRIPTION
People initiate, and persist in,
behaviors that they believe will
contribute to their fulfilling their
needs or goals, i.e., people will ...

‘ Online Dialogue

Evidence based growth

Choice Architecture
1-LINE DESCRIPTION

Influence choice by changing how
options are presented

ICON

O

DESCRIPTION

Choice architecture means that the
way a choice is presented
influences what a decision-maker
chooses (Thaler & Sunstein, 200...



Meten

CSAT

De CSAT eb NPS kan je meten met Delighted
https://delighted.com/nps

NPS

De NPS kan je meten met Usabilla
https://support.usabilla.com/hc/en-us/articles/115000745545-Measuring-NPS-with-Usabilla-

CES

De CES kan je met Hotjar per url meten. Of iets complexer met een javascript die triggerd na een
event.

https://www.hotjar.com/blog/customer-effort-score/
THEA~AA~



https://support.usabilla.com/hc/en-us/articles/115000745545-Measuring-NPS-with-Usabilla-
https://www.hotjar.com/blog/customer-effort-score/
https://delighted.com/nps

When

Data-driven [ UX maturity

Design maturity is the extent to which a
business incorporates design practices in
their overall system. Companies with a high 8. User Driven Corporation
design maturity see cost savings, revenue
gains, and brand and market improvements
as a result of their design efforts. (Invision

paper)

2. Transformational
7. Integrated User-Centered Design

6. Systemic User-Centered Design Process
The key to desigh maturity is two-fold: on

the one hand one seeks to improve in the 5. Managed User centered design processes in place
process — the integration of design thinking
in the entire company’s structures. On the _
other hand one seeks to improve the quality 4. Dedicated UX budget

of the design team and its toolkit. 1. Transactional

3. Skunkworks / some UX budget

2. Developer—Centered User Experience

1. Hostility toward user centered design



How

Deliverables

Procesbewaking

De verbeterpunten prioriteren,
plannen en resultaten rapporteren
aan en implementeren.

Find and analyse

Web analist
De verantwoordelijkheid inzichten aan te leveren op

basis van kwantitatieve data.

Deliverables:
1.0verzicht van testen en prioriteiten
2.Adviesrapport met findings per kwartaal (Samen met

UX research)
3.Testplan en meetpunten per experiment

User researcher / consumenten psycholoog
De verantwoordelijkheid inzichten aan te leveren op
basis van onderzoeken bij gebruikers.

Deliverables:
1.Adviesrapport per onderzoek met findings en

aanbevelingen
2.Adviesrapport per kwartaal (Samen met Data &

Analytics)

UX designer / Conversie specialist Product owner

Deliverables: Deliverables:
1. Testplanning 1. Prioritering bepalen (Short term / long term)
2. Testprioriteiten 2. Beslissen over implementatie optimalisatie
3. Periodieke CRO rapportage
Design Ontwikkeling
UX designer (Test)ontwikkelaar
De verantwoordelijkheid designs uit te werken

De verantwoordelijkheid hypothesen uit te werken

tot concepten en schetsen. in testen.
Deliverables: Deliverables:
1.Aangepaste user-flow 1.Inzicht in haalbaarheid
2.Designs testvarianten 2.Meetbare doelen
3.Live experiment

3.0verdracht aan development

Visual designer
De verantwoordelijkheid concepten en schetsen uit

te werken naar designs.

Deliverables:

1.Visual design
2.Beheer updaten design systeem/component library



How

Tools for a successful optimisation program

Ontwikkeling

Procesbewaking Analyse Usability onderzoek
(B Trello @ Adobe Analytics hotjar Hotjar
Q Jira ®  UsabilityHub

Google Analytics

° ; lookback.io
@ DataStudio ‘// Google Tagmanager GO lookhackio

TheyDo

| 4 Airtable

° Adobe Experience Platform

THE A~

- Figma

&7  Sketch

m InVision

. Adobe Photoshop

Adobe Target

Google Optimize
TamperMonkey

BrowserStack


http://lookback.io

