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Conversion rate optimization: (Worldwide)

Source: Google Trends
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Source: Google Trends

AB-testing
a button

CRO Experiment-
ation



Photo Forbes AT: 

Our success at Amazon is a function of 
how many experiments we do per year, 

per month, per week, per day
– Jeff Bezos
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Development Tests
Segment: none, device
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Merchandise & campaign
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PERSONALIZATION



The digital landscape of today is changing…



TO HYPER
PERSONALIZED
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THE CHALLENGE

95 % GATHER DATA 35 % CREATE ACTIONS 10 % ACTS ON THE INSIGHTS



COOP IN 2020; 
Why are we showing these product?



STEP 1: 
Data collection: 

We started to tag every product and every product listing



STEP 2: 
The insights



STEP 3: 
Action



Same thing can be done through the 
right tools



THE RESULT

+57,59% +6,43% +60%

CTR from search Add to carts from search Search to purchase



+2,79%

No change in traffic to 
the removed
navigation

AND OF COURSE: AB Tests

Transaktions



CREATING DATA-DRIVEN 
VALUE
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QUICK WINS WITH EXPERIMENT
No losers

POSITIVE EFFECT

NEGATIVE EFFECT

EFFECT ON 
GROWTH

+/- 0

Effect on growth 
YOY = 0%
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QUICK WINS WITH EXPERIMENT
No losers

POSITIVE EFFECT

NEGATIVE EFFECT

EFFECT ON
GROWTH

+/- 0

Effect on growth 
YOY = +10%



But what about 
after the 

experiment?



RULE 1 Personalizations needs to be 
treated as experiments



RULE 2 The only thing you know is your 
uplift during the experiment



RULE 3 Don’t overestimate your 
value
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TRANSLATE YOUR EXPERIMENT TO ACTUAL UPLIFT
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Uplift



Create a KPI and show this to your finance 
department and top management for buy in
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THE RESULT:

 40 experimentations executed

 12 personalizations live

 10 new AB-tests every month

 10 new personalizations every month

 4,6% uplift in revenue in only 5 months



THANK YOU AND

GOODBYE!!

2022-06-0236
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