22.26%

conversion
rate increase

after 6 months of AB testing
and web personalization
for top-brand appliances
ecommerce store



01 Background

Industry status

Based on consumer insights from Google 'n"' mEI
hg-d E —
6 6 O/ of large appliance purchases such as refrigerators, stoves and washers OLD  BROKEN
O aremade to replace broken appliances or for upgrading old ones

ONLINE
SHOPPERS

research and purchase 51% of potential clients are searching for products
in less than 2 weeks undecided on what to by category name
choose from

The Romanian eCommerce store offers a large

- s range of top-brand household appliances from

m .I i washers and fridges to ovens and microwaves.
i




()7 Challenge

The main challenges they had on site were to create:

A proper user experience Great design usability A good showcastofthe  Having good information
for their audience shipping cost architecture



()3 Testing methodology

In 6 %2 months, we followed a structured methodology starting with
qualitative & quantitative analysis.

Website
Tracking

Check the tracking of your website and invest in discovering BEFORE JUMPING into testing

information about visitors and customers. inthe first few weeks

&

Hg N
The survey conducted for visitors who purchased something I
on the website uncovered the reason behind buying more
A appliances in a certain period of the year.

The high interest was due to the need to furnish
their new home.




Types of A/B
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Before Testing

After Testing

Types of A/B
tests conducted on
mobile devices:

= A/Btesting the filter display » A/B testing product
= (very important feature for the website) ‘ “SEE details” button
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In terms of mobile devices, we tested almost the same hypothesis
to keep the content consistent on desktop & mobile platforms, but A/B testing
we took another approach in terms of adjusting the elements. the price

A/B testing the A A/B testing the
discount label O™0" “Fast delivery” icon
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()4 Results

Out of 24 tests, 15 of them were winning tests that were afterwards
implemented in the website.

63% . Wining Experiments

Otests
15 tests . Losing Experiments

2 months
Preliminary results after 6 and a half months of research
(including almost 2 months of research) proved an

6 '| /2 increase in the conversion rate of 22.26%

22.26%

Statistical Relevance Conversion Rate

Conversion rate with Omniconvert vs. without Omniconvert tests
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In the case of all the experiments, including inconclusive experiments
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average order revenue/ visitor conversion rate

value increase increase increase



Discover the ups and downs of your website
through qualitative and quantitative analysis

Do research about your competitors
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Don't hurry to draw conclusions on your tests
if you do not have statistical relevance

Await your retuming visitors to get
accustomed to the changes

Measure, measure, measure
everything
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Implement the tested changes that
won and build the next hypothesis




