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#
1-click options, Amazon.com, 9–10

A
A/B tests

choosing test type, 20, 20
classic A/B vs. Google A/B, 20
deciding which elements to test, 115
designing, 86–87
determining time/quantity intervals, 114
dynamic sites and, 266
overview of, 85–88
static sites and, 264
two-armed bandit problem, 251–252
valid test methodology, 70
Website Optimizer overview, 25

A/B/C tests, 131, 131
ABCD tests, 253
About Us pages

customer-focused language and, 238
trust/credibility and, 196

“above the fold”, placing persuasive copy, 154
Acceller case study, 75–77

overview of, 75
recommended strategies, 76–77

accessibility
of content, 234
in optimization pyramid, 117

acronyms, 234
actions. see also AIDAS (Attention, Interest, Desire, 

Action, Satisfaction)
calls to. see calls to actions
content and, 223
getting visitors to take, 190, 200–201
point-of-action messages. see POA (point-of-

action) assurances
what you want visitors to do, 200

active voice
persuasive copywriting and, 216
readability and, 227

active window
buying/selling process and, 168
calls to actions in, 210
product presentation and, 183
visitor focus on (eye tracking), 166–167

add-ons, up-selling/cross selling, 208
add-to-cart buttons

calls to actions and, 210–211
variations on, 131–134, 131–134

administration area, WordPress blog, 277–279
advanced topics, 267–272

Flash video events, 271
key user events, 270
modifying weight of combinations in test 

sample, 269–270
planning test experiments, 272
sandbox for exploring sharing between Website 

Optimizer and Google Analytics, 271
stacking events, 271
subsets of traffic, 267–268
test length, 268–269
timer for firing conversions, 270–271

advertising
banner ads, Geico example, 53–54, 53–54
measuring and justifying, 6
presence vs. absence of scent and, 96–97, 96–97
sent in Victoria’s Secret ad, 106–107, 106–108

AIDAS (Attention, Interest, Desire, Action, 
Satisfaction)
layout and, 169
overview of, 189–191
process resulting in taking action, 15–16

alternative hypotheses
overview of, 82
test design and, 83–84

Always Be Testing
Acceller case study, 75–77
overview of, 13–14

Amazon.com
1-click options and wish lists, 9–10
culture of testing, 75

Index
Note to Reader: Bold page numbers indicate definitions and main discussions of a topic. Italic page 
numbers indicate illustrations.
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290 ■  analytics – calls to actions

current version, 11
early days, 9
home page example, 8–9
ongoing testing and refining, 8
readability and, 229, 229
ready-to-buy area, 10
streamlining, 9–10

analytics. see also Google Analytics
measuring/analyzing results, 130–131
resources, 283
traffic drop-off, 108–109

Apple
Apple.com, 201
up-selling, 207, 207

attention, 189. see also AIDAS (Attention, Interest, 
Desire, Action, Satisfaction)

Attention, Interest, Desire, Action, Satisfaction. 
see AIDAS (Attention, Interest, Desire, Action, 
Satisfaction)

authenticity, customer-focused language and, 237
average, 246–247

B
Back buttons, 203
backgrounds, colored, 231
banner ads, Geico example, 53–54, 53–54
Barnes and Noble, 52
Battleship grid technique, 165–166, 165–168

applying to layout, 167–168
layout politics and, 165

behavior, color effecting, 231
benefit model, for setting test priorities, 116
benefits, copywriters selling benefits not features, 

217–218
best practices

guidelines not rules, 70
Internet marketing, 5–6

Better Business Bureau
security/privacy reassurances, 192
trust/credibility and, 195

Bezos, Jeff, 8
Bharat, Krishna, 96
blogs

resources, 283–284
sales-related content on, 222
WordPress, 273

BMI, 178
bold text, 230
book resources, 284
book stocking strategy, Borders, 52

Borders, 52
brand confidence, 95
broadband connections, download speeds and, 186
browser compatibility, 180–182, 181
BrowserCam, 181
Buchanan, Holly

on hitting optimization wall, 66
on personas, 54–55
on persuasion vs. conversion, 68

bullet points, readability and, 230
business cycles, customer life cycles and, 64–65
business image, look and feel and, 161
buttons

add-to-cart, 131–134, 131–134, 210–211
Back buttons, 203
legibility issues in design of, 133

Buy Now, calls to actions, 210
buyers universe, 103, 103
buy-flow, developing/refining (Digital Landing 

case study), 76
buying decisions, 148–153, 149

applying to site, 153
exercise, 152
factors in complexity of sale and, 148–150
getting visitors to take action, 190
point-of-action messages, 150–152, 151
questions to ask regarding, 152
scent trails, 150
steps in, 148
what to test, 153

buying modality, of customers, 101–102, 102. see 
also personas

buying process
buyers vs. sellers, 16
content and, 222
conversion optimizing, 67–68
identifying target customers and, 112

Buytelco.com, 75
Byrne, Patrick, 4

C
Cableorganizser.com, 204
calculator, for test durations, 89
calls to actions, 210–212, 211

A/B/C tests, 131, 131
applying to site, 212
exercise, 211–212
Jigsaw Health case study, 121
layout of, 169
optimization and, 70
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Cascading Style Sheets (CSS) – conversion goals ■  291   

overview of, 210
product presentation and, 183–184
questions to ask regarding, 210
testing options, 31
what to test, 212

Cascading Style Sheets (CSS), 186
categorization, 154–157, 155–156

applying to site, 157
category pages and, 199–201
exercises, 156
product selection and, 200–201
questions to ask regarding, 155–156
retail and, 198–199
searchability and, 163
user preference for categories vs. keywords, 154
what to test, 156–157

category pages, online shopping and, 199–201
certification, trust/credibility and, 195
Chance to Beat All column, combination reports, 

47–48
Chance to Beat Original column, combination 

reports, 47
change, optimization and, 70
chaos theory, 93
checkout

click test for evaluating, 41
purchasing options and, 173

checks, as purchasing option, 173
classification. see categorization
clickability, calls to actions and, 211
clicks

click test, 41–42
testing key user events, 270

ClickZ Network, 15
closing sales, Persuasion Architecture and, 2
CMS (content management system), 263
Cnet, 234–235, 235
colors, 231–233

add-to-cart button, 132
applying to site, 232–233
enhancing site with, 231
hyperlinks, 203
layout techniques for leading attention, 168
look and feel of site and, 162
questions to ask regarding, 231–232
what to test, 232

column widths, layout techniques, 168
combination reports, 45, 45–48

Chance to Beat All column, 47–48
Chance to Beat Original column, 47

Conversions/Impressions column, 48
Estimated Conversion Rate Range column, 46, 

46–47
Observed Improvement column, 48
overview of, 45

combinations
defined, 33
impact on test runtime, 35
modifying weight of combinations in test 

sample, 269–270
competitive environment, 95
competitive persona

accomplishment orientation, 101
attributes of, 136
gauging reaction to Geico ad, 55
identifying customers, 113
trigger words for, 139

complexity of sale, 148–150
conditional code, dynamic sites and, 265
conditional factor, online success and, 95
confidence factor, online success and, 94
confidence rates, 46–47
consensus, complexity of sale and, 150
consumers. see customers
contact information, 168
contact us pages, 32
content. see also copy

accessibility of, 234
dynamic sites and, 263
explaining complex information, 236
headline, 225
overview of, 222–224, 223
script controlling what a visitor sees, 256–257
static sites and, 262
strategies (Digital Landing case study), 76

content management system (CMS), 263
control scripts

controlling what a visitor sees, 256–257
Website Optimizer test overview, 23–24, 24, 26

controls
arguments for controlled testing, 57
defining control variables/variations, 129, 129
testing variables and, 80

conversion
vs. persuasion, 67, 67–69
sales process and, 67
timer for firing, 270–271
weak link and, 70

conversion calculus, 254
conversion goals, 110–111
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292 ■  conversion page – demographics

conversion page
multiple tests, but one conversion page, 259–260
tracking and recording, 258
Website Optimizer test overview, 21–22, 21–22

conversion rates
Doctor FootCare example, 56–57
environmental and conditional factors, 95
Estimated Conversion Rate Range column, in 

combination reports, 46–47
hypothetical conversion rate curve, 88
improving, 73–74
Jigsaw Health case study, 122
Overstock.com example, 4–5
testing as mean of improving, 120

conversion scripts
cookies and, 259
modifying, 270
multiple tests, but one conversion page, 259–260
multiple tests on single site, 260–261
tracking and recording conversion page, 258
Website Optimizer test overview, 23–24, 24, 26

Conversions/Impressions column, combination 
reports, 48

cookies, Website Optimizer scripts, 259
copy

stimulating desire, 190
strengthening interest with, 189
testing options, 32
trust/credibility and, 192
visitor satisfaction and, 190

copywriting, 216–221
active voice in, 216
applying to site, 221
auditing for customer-focus, 237
avoiding jargon and being specific, 217
exercises, 219
headlines and, 218
overview of, 216
questions to ask regarding, 218–219
selling benefits not features, 217–218
speaking to persona types, 217
what to test, 221

corporate addresses, purchasing options and, 172
coupon strategies, 57
Crane, Allen, 112
creative work, 113–114
credibility. see also trust/credibility

color and, 231
reviews and, 242

credit cards
purchasing options, 172
security/privacy issues, 192

cross selling. see up-selling/cross selling
CSS (Cascading Style Sheets), 186
Curse of Knowledge, 51, 225
Customer Focus Calculator, 237
customer intent, online success and, 94
customer life cycles

business cycles and, 64–65
optimization life cycle and, 63

customer reviews, vs. expert reviews, 240
customer-centricity

customer-focused language, 237–239
optimization life cycle and, 63–64
persuasive copywriting and, 218

customers
buying modalities, 101–102
as court of last resort, 12
decision making and, 64–65
identifying, 112–113
importance of knowing, 99
interaction in Digital Landing study, 77
PEF (personal experience factor), 94–95
profiles (personas), 102–103
propensity to buy (customer motivations), 100
relevance of marketing campaign to, 93
as voluntary participants, 100

D
data

avoiding swimming in, 42–43
finding the center (mean or average), 246–247
spread of, 247–248

decision making
approaches to, 64–65
buying. see buying decisions
customer buying modalities and, 102
universe of buyers and, 103

Decker, Sam, 57, 116
degrees of freedom

multivariate vs. univariate testing and, 253
orthogonality and, 254

Dell
coupon strategies, 57
Dell.com web page shown with Battleship grid, 

166–167
optimization example, 59–61, 60–61

demographics, profiling vs., 103
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demonstrations – Google Analytics ■  293   

demonstrations, persuasion techniques, 183
Dennings, W. Edward, 3
design

A/B test, 86–87
challenges of, 165
layout. see layout
look and feel and, 161
redesign as a solution, 72
test design, 83–84, 129

desire, 190. see also AIDAS (Attention, Interest, 
Desire, Action, Satisfaction)

dial-up connections, download speed, 186
Digital camcorder ad, 96–97, 96–97
Digital Landing, 75
do anything test, 41, 41
Doctor FootCare, 56–57, 56–57
documentation, Google, 285
download speeds

overview of, 186–188
product presentation and, 183
Website Optimizer for page/site analysis, 

187–188
drop-off rates. see traffic drop-off
dynamic sites

applying Website Optimizer to, 265–266
choosing best approach for your site, 266
mixed static and dynamic sites, 264
overview of, 263–264

E
Eisenberg, Bryan, 54–55, 57
elements

deciding which elements to test, 114
defined, 34

email, browser compatibility and, 181
encryption, 192
environmental factor, online success and, 95
error messages, 178, 190
error prevention, 178, 178–179, 180
essential questions

creating testing framework and, 104
touch points and, 113–114

Estimated Conversion Rate Range column, 
combination reports, 46, 46–47

events. see test events
expert reviews, vs. customer reviews, 240
eye-tracking

rule of thirds and, 167
techniques for guiding visitors to key areas, 

168–169

F
fax numbers, purchasing options, 172
feature tours, persuasion techniques, 183
Firefox, browser compatibility, 180
fitness functions, 249–251, 250
Flash video, testing, 271
fonts

look and feel of site and, 162
readability and, 158, 230

formatting
copy, 218
readability and, 230

forms
click test for evaluating, 42
layout, 169
purchasing options, 172
shopping tools, 175
testing options, 32

fractional tests, multivariate tests, 90–92
Free3BureauCreditReport.com, 211
full factional factorial tests, 90
full factorial tests, 88, 90–92
functionality, in optimization pyramid, 116–117
FutureNow, 200
FutureNow, 285

G
Garcia, Anthony, 200
Geico, optimization example, 53–55, 54
getting started, testing and, 114
gift certificates, purchasing options, 173
gift wrapping, purchasing options, 173
global information, layout of, 169
global maximum, vs. local maximum, 250, 250–251
Go Daddy, optimization example, 58–59, 58–59
goals

conversion goals, 110–111
defining, 127–128, 128
determining how to achieve, 128–129
KPIs (key performance indicators), 111–112

Google
A/B test, 37–38, 37–39
account setup, 274
documentation and support, 285
recommendation for testing periods, 36
Website Optimizer. see Website Optimizer

Google Analytics
overview of, 3
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294 ■  graphics features – KPIs (key performance indicators)

sharing between Website Optimizer and Google 
Analytics, 271

traffic drop-off, 108–109
graphics features

explaining complex information with, 236
look and feel of site and, 162
persuasion and, 223
product presentation and, 183
usability and, 160

GrokDotCom, 151, 222, 283

H
Hacker Safe, 195
headlines

overview of, 225–226
in persuasive copywriting, 218
readability and, 227
testing copy strategies, 29–32

Heath, Chip, 51, 225
Heath, Dan, 51, 225
help services (online and offline), trust/credibility 

and, 195
HerRoom, 175–176, 176
heterogeneity, orthogonality and, 255
hidden links, avoiding, 203
Hierarchy of Needs (Maslow), 116
highest-paid person’s opinion (HiPPO)

converting management to testing, 52–53
management buy-in and, 13–14

HiPPO (highest-paid person’s opinion)
converting management to testing, 52–53
management buy-in and, 13–14

hooks, emotional, 145
Hopkins, Claude, 6, 12
humanistic persona

attributes of, 137–138
identifying customers, 113
reaction to Geico ad, 55
relationship orientation of, 101
trigger words for, 140

hyperlinks. see also navigation
examples of, 204
to key topics in this book, 284
techniques for, 203

hypotheses
alternative hypothesis, 82
null hypothesis, 81–82
overview of, 80–81
stating, 130
test design and, 83–84

I
icons, add-to-cart button, 133
illustrations, for explaining complex information, 236
images. see also colors

browser compatibility and, 180
download speed and, 186
engaging quality of, 223
layout techniques for leading attention, 168
product presentation and, 183
testing options, 32

initial impressions, 145
insider language, 234
intent factor, online success and, 94
interactive tours, shopping tools, 175
interest, 189. see also AIDAS (Attention, Interest, 

Desire, Action, Satisfaction)
Internet Explorer, 180
Intuit, as testing culture, 13
intuition, accuracy of, 52
intuitive organization, optimization pyramid, 

117–118
iPod, 175, 175

J
jargon, avoiding, 217, 227, 234
JavaScript tags, 22, 277
Jigsaw Health case study, 120–124

landing pages, 120–122
lessons learned, 122–124
optimization based on tests, 121–122
planning approach to, 121
selecting test variables, 121

K
Kaushik, Avinash, 13–14, 109, 284
key performance indicators. see KPIs (key 

performance indicators)
key user events, testing for, 270
keywords

keyword-driven links, 203
user preference for categories vs. keywords, 154

Kinetic Fountains, 155
knowledge

complexity of sale and, 149
decision making and, 64–65

KPIs (key performance indicators)
defining, 128, 128
list of, 111
overview of, 111–112
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L
Lands’ End, 213
language. see content; copy; copywriting; 

readability
launch

developing plan for, 77
launching tests, 28

launch page, Website Optimizer, 28
layout, 165–171

active window as focus, 166–167
applying Battleship grid technique to, 167–168
applying to site, 171
exercise, 170
eye-tracking patterns and, 169
overview of, 165
questions to ask regarding, 170
searchability and, 163
techniques for guiding visitors to key areas, 

168–169
what to test, 170–171

lead generation. see also optimization, in lead 
generation and retail
purchasing options, 173
Volvo CE example, 58

left brain vs. right brain approaches, 14–15
legibility issues, in button design, 133
Lieb, Rebecca, 15
linear processes, optimizing, 69–70
linger tests, 41, 41
links. see hyperlinks; navigation
listeners vs. tappers, 51
load time. see download speeds
local maximum, vs. global maximum, 250, 250–251
location variations, add-to-cart button, 133
look and feel, 161–162

M
Made to Stick (Heath and Heath), 225
maintainability, dynamic sites and, 263
maintained hypotheses. see alternative hypotheses
man-from-Mars test, 145
market potential, environmental and conditional 

factors, 95
marketing

best practices, 5–6
conversion rates and, 73–74
left brain vs. right brain approaches, 14–15
metrics for, 72–73
overview of, 71

redesign as a solution, 72
role of testing in, 3
usability and, 71–72

MarketingSherpa website, 283
mathematic concepts, 246–255

degrees of freedom, 253
finding the center (mean or average), 246–247
metrics and fitness functions, 249–251
orthogonality, 254–255
spread of data (standard deviation), 247–248
statistical significance and sample sizes, 248–

249
two-armed bandit problem, 251–252

Max Effect, optimization example, 61, 61–62
McKean, Steve, 75, 77
mean, 246–247
measuring

Digital Landing case study, 77
measuring/analyzing results, 130, 130–131
testing, measuring, and optimizing, 3

Mencken, H.L., 252
menus, usability and, 158
merchandising, dynamic sites and, 263
methodical persona

accuracy orientation of, 101
attributes of, 138
gauging reaction to Geico ad, 55
identifying customers, 113
trigger words for, 140

metrics
improving, 72–73
KPIs (key performance indicators), 112
overview of, 249–250

mobile browsers, compatibility issues, 180–181
Morgan Stanley, 145
motivation

content and, 223
getting visitors to take action, 190
propensity to buy (customer motivations), 100

MountainEquipment Co-op, 204, 223
Mozilla, compatibility issues, 180
multifactorial tests. see multivariate tests
multipath multivariate test, 40, 40
multivariate tests, 88–92

dynamic sites and, 266
fractional vs. full factorial, 90–92
overview of, 29, 88–89
sections, variations, and combinations, 33–35, 34
static sites and, 264
vs. univariate tests, 84–85, 253
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296 ■  naming tests – personas

N
naming tests

testing process, 127, 127
Website Optimizer, simple test overview, 21

navigation, 203–206, 204
applying to site, 206
exercise, 205
layout of, 169
overview of, 203
questions to ask regarding, 203
searchability and, 163
what to test, 205

need, complexity of sale and, 148–149
Nelson, Thomas, 2, 113
Nielsen, Jakob, 166
nongraphical buttons, add-to-cart, 132
normal distribution, of data, 248, 248
null hypotheses, 81–82

O
Observed Improvement column, combination 

reports, 48
Occam’s Razor (Kaushik blog), 13–14, 284
offline shopping, online shopping compared 

with, 199
on click events, 270
on submit events, 270
online accounts, purchasing options, 172
online marketing principles, 95–99
online shopping

expectations, 199–200
vs. offline shopping, 199
reviews and, 240

on-site searches, 163
Opera, compatibility issues, 180
operating systems (OSs), browser compatibility 

and, 180
optimization

Digital Landing case study, 77
hierarchy, 116, 116–118
Jigsaw Health case study, 121–122
KPIs and, 111–112
testing, measuring, and optimizing, 3

optimization, in lead generation and retail
Dell example, 59–61, 60–61
Doctor FootCare example, 56–57, 56–57
Ethan example, 52–53
Geico example, 53–55, 54
Go Daddy example, 58–59, 58–59

Max Effect example, 61, 61–62
overview of, 51–52
Volvo Construction Equipment (CE) 

example, 58
why testing is for everyone, 62

optimization life cycle, 63–74
conversion rates and, 73–74
conversion vs. persuasion, 67, 67–69
customer centricity and, 63–64
hitting optimization wall, 66
interaction of customer life cycle with business 

cycle, 64–65
marketing challenges and, 71
metrics and, 72–73
persuasion problems and, 71
phases of, 69, 69
potential problems, 70
redesign as a solution, 72
usability and, 71–72

order forms, purchasing options, 172–173
orthogonality, 254–255
OSs (operating systems), browser compatibility 

and, 180
Overstock.com

case study, 4–5
movie page, 4
persona responses and, 104

P
page priority graph, Website Optimizer, 108
page section reports

overview of, 48, 48
Relevance Rating, 48–50, 49
Website Optimizer, reports, 48–50

paragraph structure, readability and, 227
PayPal, purchasing options, 172
PEF (personal experience factor), 94–95
personality types. see personas
personalization, dynamic sites and, 263
personas

addressing needs of, 135–136
addressing needs of different types on same 

page, 138–140, 139
competitive, 136
considering who will visit a web page, 200
content appeal and, 223
copywriters speaking to, 217
customer profiling and, 102–103
Digital Landing case study, 76
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humanistic, 137–138
identifying customers and, 113
methodical, 138
in Overstock.com analysis, 104
planning and testing and, 68
spontaneous, 136–137
suitability of site for, 140
as testing yardstick, 108–109
trigger words for, 139–140
types of, 54
universe of buyers and, 103, 103
what to test, 141

persuasion
buying process and, 67–68
content and, 223
conversion vs., 67–69
essential questions and, 114
as goal of website, 6
headlines and, 29
marketing challenges and, 71
optimization pyramid, 118
placement of persuasive copy, 154
product images and, 183

Persuasion Architecture
closing and, 2
evaluating Overstock.com, 5

persuasion/conversion funnel, 118–119, 119
persuasive copywriting. see copywriting
persuasive momentum, 150
Petco, 241
Peterson, Eric, 111
planning

Jigsaw Health case study, 121
scenarios for, 68
tests, 24, 272

platforms, browser compatibility and, 180
plug-ins

tools requiring, 176
WordPress. see Website Optimizer, plug-in for 

WordPress
POA (point-of-action) assurances

buying decision and, 150–152, 151
overview of, 213–214, 213–215
testing options, 31
trust/credibility and, 195

pogo-sticking, 200
point-of-action. see POA (point-of-action) 

assurances
populations, testing hypotheses and, 81
pricing, product presentation and, 184

prioritization, of testing strategies
allocating optimization resources, 118–119
based on impact and resource requirements, 

115–116
deciding which elements to test, 114
defining conversion goals, 110–111
determining time/quantity test intervals, 114
doing the creative, 113–114
identifying customers and, 112–113
KPIs (key performance indicators), 111–112
optimization hierarchy and, 116, 116–118

privacy
overview of, 192–194
POA (point-of-action) assurances, 213
TypePad strategy, 193

probabilities, combination reports, 47–48
product selection, 198–202

applying to site, 202
categorization and, 200–201
online expectations, 199–200
online vs. offline shopping, 199
questions to ask regarding, 201–202
types of visitors and, 198
what to test, 202

products
comparison, as persuasion technique, 183
customer-focused language and, 238
environmental and conditional factors, 95
presentation of, 183–185
relevance of product information, 222
testing options, 32

professionalism, trust/credibility and, 195
profiles, personas in customer profiling, 102–103
programs, browser compatibility testers, 180
propensity to buy (customer motivations), 100
Prusak, Ophir, 269–270
Prusak.com, 283
purchasing, 172–174

applying to site, 174
exercise, 173
overview of, 172
product presentation and, 184
questions to ask regarding, 172–173
security/privacy issues, 192
what to test, 174

Q
Quarto-vonTivadar, John, 16, 52
questions

essential in determining touch points, 113–114
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298 ■  readability – scripts

essential questions in creating testing 
framework, 104

hypotheses and, 80

R
readability, 227–230, 229

applying to site, 230
exercise, 230
fonts and, 158
overview of, 227
questions to ask regarding, 230
of reviews, 241
scanning and skimming, 228–229

ready-to-buy area, Amazon.com, 9–10
Redeem Promo Code feature, Jigsaw Health case 

study, 121
referrals, up-selling/cross selling, 208
relationships, decision making and, 64–65
Relevance Rating, page section reports, 48–50, 49
reports, 44–50

combination reports, 45, 45–48
overview of, 44
page section reports, 48, 48–50
Website Optimizer, 12, 188

research hypothesis. see alternative hypotheses
resources

allocating optimization resources, 118–119
test priorities based on resource requirements 

and impact, 115–116
resources, supplementing topics in this book, 

283–285
analytics and testing, 283
blogs, 283–284
books, 284
Google documentation and support, 285
links to key topics, 284
other publications by FutureNow team, 285

Responsys, 144
retail. see also optimization, in lead generation and 

retail
categorization and, 198–199
KPIs (key performance indicators), 111–112

return on investment (ROI), 134
return policies, shop-with confidence 

messaging, 151
reviews, 240–244, 241–242

applying to site, 244
credibility of, 242
exercise, 243

overview of, 240
placement of/user interaction with, 241
product presentation and, 184
questions to ask regarding, 242–243
single dimension vs. multiple dimension, 242
testing options, 32
what to test, 243

risk, complexity of sale and, 149
ROI (return on investment), 134
rule of thirds, 167
running test, 130
runtime

factors impacting, 35
length of tests, 268–269

S
Safari, browser compatibility, 180
sales

AIDAS and, 189
conversion optimizing, 67
negative reviews and, 240
up-selling/cross selling. see up-selling/cross 

selling
sampling, statistical significance and, 248–249
sandbox, for experimentation, 271
satisfaction. see also AIDAS (Attention, Interest, 

Desire, Action, Satisfaction)
reviews and, 240
satisfying visitors, 190

scalability, dynamic sites and, 263
scanning, readability and, 228–229
scent

buying decision making process and, 65
in Geico ad, 53
in Go Daddy example, 58–59
headlines and, 225
how customers shop, 95–96
importance of, 104–105
maintaining scent trails (persuasive 

momentum), 150
presence vs. absence of, 96–97, 96–97
as testing yardstick, 108–109
in Victoria’s Secret ad, 106–107, 106–108

Scientific Advertising (Hopkins), 6
scripts, Website Optimizer, 256–261

controlling what a visitor will see, 256–257
cookies and, 259
functions of, 256
multiple tests, but one conversion page, 259–260
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multiple tests on single site, 260–261
tracking and recording conversion page, 258
tracking and recording test page (visitor view), 

257–258
types of, 23–24, 24

search engines
rankings and, 222–223
searchability and, 164

searches
overview of, 163–164
terms used reflecting user intent, 99

sections
deciding which variable to test, 24
defined, 33
Google A/B test and, 37–38
variables compared with, 34

secure transaction
security/privacy and, 192
trust/credibility and, 195

security
overview of, 192–194
POA (point-of-action) assurances, 213
TypePad strategy, 193

sellers, vs. buyers, 16
sentence structure, readability and, 227
services, customer-focused language and, 238
shape options, add-to-cart button, 132
Sheetmusicplus.com, 214
shipping costs, purchasing options, 173
shopping carts

layout, 169
testing options, 33

shop-with confidence messaging
layout, 169
placing at point-of-action, 150–152, 151
trust/credibility and, 195

site 59, 144
skimming, readability and, 228–229
soft launches, Digital Landing case study, 77
specifications

product presentation and, 183
stimulating desire and, 190

split-path test. see also A/B tests
overview of, 39, 39–40
two-armed bandit problem, 251–252
variance and statistical confidence and, 251

spontaneous persona
action orientation, 101
attributes of, 136–137
Geico ad targeting, 54

identifying customers, 113
trigger words for, 140

Spool, Jared, 99
stacking events, 271
standard deviation, 247–248, 248
static sites

applying Website Optimizer to, 264
choosing best approach for your site, 266
mixed static and dynamic sites, 264
overview of, 262

statistical significance
sampling and, 248–249
what to do when lacking, 269

Stinky, 13, 13
style options, add-to-cart button, 132–133
subheadlines, 225
Subscribe, calls to actions, 210
subsets, of a population, 81
Suits vs. Geeks Syndrome, 14–17
Sullivan, Patrick, 123

T
tagging interface, Website Optimizer, 25
tags, JavaScript, 22, 277
tappers vs. listeners, 51
target customers, identifying, 112–113
task force, assembling, 76
TCR (Testing Culture Rating), 13
technical information, 234
techno-jargon, avoiding, 217
telephone numbers

purchasing options, 172
trust/credibility and, 195

templates, dynamic sites, 265
temporary Internet files, deleting, 186
terminology, 234–236, 235
test and goals page, WordPress plug-in, 275–276
test concepts, 78–90

alternative hypothesis, 82
hypotheses, 80–81
null hypothesis, 81–82
overview of, 78–79
variables and variations, 79–80

test design
failure of, 129
hypotheses, 83–84
variables and variations and, 83

test durations
calculator for, 89
examples showing, 35–36
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test events
Flash video events, 271
key user events, 270
stacking, 271

test page, Website Optimizer, 21–22, 21–22
test runtime

factors impacting, 35
length of, 268–269

test types
A/B test, 37–39
click test, 41–42
comparing univariate and multivariate, 84–85
do anything test, 41
linger test, 41
multipath multivariate test, 40
multivariate, 88–92
overview of, 37
split-path test, 39–40
univariate, 85–88

testimonials
layout and, 168
placing at point-of-action, 152

testing
AIDAS, 190–191
always be testing culture, 13–14
arguments in controlled testing, 57
browser compatibility, 182
buying decisions, 153
calls to actions, 212
categorization, 156–157
cheap approaches to, 6–7
colors, 232
conjecture vs. proof and, 7
content, 223
copywriting, 221
customer-focused language, 239
download speed, 187
error messages, 179
getting started with, 114
goals of, 112
headlines, 226
layout, 170–171
length of tests, 268–269
look and feel, 162
management buy-in and, 13–14
methods, 70
navigation aids, 205
planning, 272
POA (point-of-action) assurances, 215

product presentation, 184
product selection, 202
purchasing, 174
quickness of, 7
reviews, 243
searchability, 164
security/privacy, 193–194
Suits vs. Geeks Syndrome, 14–17
terminology, 236
trust/credibility, 196
up-selling/cross selling, 209
usability, 160
UVP (unique value proposition), 146–147
visitors participation in site design, 11–12
Website Optimizer and, 17–18

testing, measuring, and optimizing, 3, 8–11
“Testing Add-To-Cart Buttons: Stuck in the Middle 

with You” (Quarto-vonTivadar), 16
Testing Culture Rating (TCR), 13
testing framework, 93–109

buyers universe, 103, 103
buying modality of customers, 101–102, 102
confidence and intent factors, 94
customer profiling, 102–103
customers, knowing, 99
environmental and conditional factors, 95
essential questions, 104
online marketing principles, 95–99
overview of, 93
personal experience factor, 94–95
propensity to buy (customer motivations), 100
scent and, 104–108, 106–107
static vs. dynamic sites and, 266
voluntary nature of online participation, 100
yardsticks, 108–109

testing process
add-to-cart variations, 131–134, 131–134
control variables/variations, 129, 129
determining how to achieve goals, 128–129
goal setting, 127–128, 128
hypothesis, 130
measuring/analyzing results, 130, 130–131
naming test, 127, 127
ROI and, 134
running test, 130
steps in, 126–127

testing scripts
modifying, 270
tracking and recording test page (visitor view), 

257–258
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Testing Toolbox
defining goals and KPIs, 128, 128
defining variations, 129
evaluating returns on testing and opportunity 

costs, 130
naming test, 127
website for, 283

text. see also copy
colors, 231
download speed and, 186
grabbing attention with, 189
product presentation and, 183
size, 168

third-party verification
security/privacy and, 192
trust/credibility and, 195

time/quantity test intervals, 114
timers, firing conversions with, 270–271
toll-free telephone numbers, 195
tools, to enhance shopping experience, 175–176, 

175–177
touch points, list of potential, 113–114
tours, persuasion techniques, 183
Trachtenberg, Jeffrey, 52
tracking scripts

tracking and recording test page (visitor view), 
257–258

Website Optimizer test overview, 23–24, 24, 26
traffic

percentage of unqualified, 94
testing subsets of, 267–268

traffic drop-off
absence of scent and, 97–98
graph of, 98
UVP (unique value proposition) and, 143

traffic selection page, Website Optimizer, 28
transparency, customer-focused language and, 237
trigger words

capturing interest with, 154
content and, 222

trust/credibility, 195–197
two-armed bandit problem, 251–252

U
unique value proposition. see UVP (unique value 

proposition)
univariate tests, 84–85, 253. see also A/B tests
updates

dynamic sites and, 264
error prevention and, 178

up-selling/cross selling, 207–208, 207–209
usability, 158–160

applying to site, 160
exercise, 160
optimization pyramid, 117
overview of, 158
questions to ask regarding, 158
scanning and skimming and, 228
testing, 71–72, 160

users
preference for categories vs. keywords, 154
reviews and user interaction, 241
testing for key user events, 270

UVP (unique value proposition), 143–147, 144–145
applying to site, 147
exercises, 146
overview of, 143–145
questions to ask regarding, 145
what to test, 146–147

V
validation, tags, 22
validity verification, Website Optimizer test, 28–29
variables. see also sections

defined, 34
defining control, 129, 129
full factorial tests, 88
hypotheses for testing, 80
overview of, 79–80
selecting for Jigsaw Health case study, 121
test design and, 83
univariate vs. multivariate tests and, 84–85

variance, spread of data and, 247–248
Variation Entry Form, Website Optimizer, 27, 27
variations

A/B tests and, 84
add-to-cart button, 131–134, 131–134
classic A/B tests and, 25
creating and entering, 27–28
creating in WordPress experiment, 281
defined, 33
defining control, 129, 129
modifying weight of combinations in test 

sample, 269–270
overview of, 79–80
test design and, 83

verification services, security/privacy and, 192
VeriSign

security/privacy and, 192
trust/credibility and, 195
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video, for explaining complex information, 236
virtual models, shopping tools, 175
visibility, of reviews, 241
visitor types, 198
visitor view, Website Optimizer script, 257–258
visual clarity. see layout
visual themes, 263
volunteers, online participation, 100
Volvo Construction Equipment (CE), 58

W
Waiting for Your Cat to Bark? (Nelson), 2, 54, 113, 124
Wal-Mart, 207, 208
Web Analytics: An Hour a Day (Kaushik), 109
Web Analytics Demystified (Peterson), 111
web browsers. see browser compatibility
Website Optimizer

A/B tests, 37–38
applying to dynamic sites, 265–266
applying to static sites, 264
avoiding swimming in data, 42–43
benefits of, 17–18
blog for, 284
cheapness of use, 6–7
choosing best approach for your site, 266
click test, 41–42
do anything test, 41, 41
dynamic sites, 263–264
elements to test, 31–33
Google A/B tests and, 37–39
Google Analytics and, 271
headline testing, 29–31, 225
linger test, 41, 41
math concepts and, 246
mixing static and dynamic sites, 264
multipath multivariate test, 40, 40
multivariate tests, 29, 33–35, 34
page priority graph, 108
page/site analysis, 187–188
quickness of use, 7
reports. see reports
split-path tests, 39, 39–40
static sites, 262

tagging interface, 25
test durations, 35–36
test types, 37
traffic selection and launch page, 28
Variation Entry Form, 27

Website Optimizer, plug-in for WordPress, 
273–282, 275–282
checklist for using, 274
creating additional experiments, 282
installing, 273–274
overview of, 273
setup instructions, 274–282

Website Optimizer, simple test
A/B test, 25
choosing test type, 20, 20
ease of use, 19–20
elements to test, 25–27
launching, 28
naming test, 21
planning, 24
reviewing settings, 28
scripts, 23–24, 24, 26
test page and conversion page, 21–22, 21–22
validity of, 28–29
variations to test, 27–28

what’s in it for me. see WIIFM (what’s in it for me)
white space, 227
WIIFM (what’s in it for me)

addressing needs of persona types, 135–136
addressing needs of persona types on same page, 

138–140, 139
applying to site, 142
competitive persona, 136
humanistic persona, 137–138
methodical persona, 138
spontaneous persona, 136–137
suitability of site for persona types, 140
trigger words for persona types, 139–140
what to test, 141

wish lists
Amazon.com, 9–10
shopping tools, 175

WordPress plug-in. see Website Optimizer, plug-in 
for WordPress
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