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The Ideal Experiment Program
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Experimentation Chaos at TomTom

Process
incomplete documentation, opinion-based designs, own agendas

Strategy
lacking direction, scattered ideas

Motivation
less collaboration, less input, chasing experiment statuses
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Supercharge Experimentation Program
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Growth Fuel Meter

2. Navigating Strategy

Documentation P Dashboard
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2. Navigating Strategy

Documentation P Dashboard
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3. Driving Culture

Leaderboard P Quiz
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Growth Demo Highlights | Sprint 13 - Q2

10 new insights this sprint!
™ Paid: Event Optimisation Test - iOS

7 WIN: Given the updates to the Adjust SDK, we hypothesize that the
optimal event to use for maximizing conversion may have changed. Test
result show that The SUB-C event cell had the lowest cost per event for all
the events measured. CPA's when optimizing for the activation and
activation_SDK event are 184-234% more expensive. All FB-iOS campaigns
are optimized to SUB-C

® Product: Convince me CTA + Guided Tour

FAIL: We learned that the Convince me CTA + additional guided tour
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All of This Resulted In...

Strategy:
+35% more experiments backed by data (66% to 89%)

-

‘ Process:
+150% more experiments fully documented (from 33% to 84%)

‘ Motivation:
2x more people in bi-weekly growth meetings (from 12 to 24)
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Mapping Experiment Process

Week

Monday Tuesday

Sprint Planning

Wednesday

Experiment Outline

Thursday

ranked experiments + backlog hypothesis, primary goal, MDE, pre-validate design, locale

Growth Topics
topics for this sprint

Growth Check

OMTM + KPI dashboard

Running Experiments

Building test and keep track on mteric

Growth Demo

showcase results

Brainstorm
think of new test ideas

Friday

Refinement

refine experiment designs

Ranking

rank experiment ideas
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End-to-End Experiment Process

"% Airtable Draft » Nomination » Refinement » Ranking » Backlog
Insights Idea based on data/research? . . . . .
Valid hypothesis? .
Primary goal? .
Outline Primary Metric?

Success criteria defined?
Pre-test conversion calculated?

Design Test design included?

Locale, device, OS defined?

Dev Sample size calculated?

MDE and duration calculated?

Quality Score 100%



When Is an Experiment a WIN?

e Experimentis live for at least 14 days

e Reach at least 90% significance for 2 consecutive days

e A minimum of 1000 visits per variation group

e At least +100 conversions on either the control or variation
e Reach around 80% statistical power

e Data rejects null Hypothesis

e Use the A/B test Calculator

TomTOoOM®


https://abtestguide.com/calc/

Customer Digital Transformation
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