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Naomi

I’m an award-winning email marketer
based in Vancouver, BC. 

I am passionate about all things email
(as well as push notifications, in-app

messages, and SMS). 

Hello!



My A/B testing wins

Increased ARR 
Driven brand awareness and
consideration
Driven higher email engagement metrics
such as open (RIP) and CTR
Decreased churn

Developed brand voice & tone
Built 1:1 relationships with customers
Improved documentation

Translated learnings to other teams in
the company 

Impressive Important



Learnings

What is A/B testing

Applications

Why do we do it

The framework

Agenda

Q&A



What is A/B testing

A/B testing, also known as split testing or
bucket testing, is a method used to

compare two versions of a webpage, app
feature, email, or other digital content to

determine which one performs better

An example of an email A/B test could
involve testing two different CTA’s to

determine which one results in a higher
click-through rate.



Blogs Pitfall

“This brand ran an A/B test and found that
they received a 5% higher CTR when they
did this certain strategy.”

Why do we
do it?

Why don’t we just
use the data we

have?

Audience size1.
Sending frequency2.
Relationship with the sender3.
Acquisition paths4.
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Blogs Pitfall

“This brand ran an A/B test and found that they
received a 5% higher CTR when they did this
certain strategy.”

Historical data

“A survey we sent to our customers in 2008 told us
this about our audience.”

Pitfalls

Audience behaviour changes1.
Audiences churn2.
Resources change3.

Audience size1.
Sending frequency2.
Relationship with the sender3.
Acquisition paths4.

Why do we
do it?

Why don’t we just
use the data we

have? Benchmarks are not one
size fits all



learning
behaviour 

Tones

Engagement

Attention span

Intentions

Gaps

More than just
a one-off
50/50 split
campaign

A/B
testing



OKRs

KR Action Item Learning

Drive new purchases

Update welcome email to test
new incentive

Incentive offering

Send a sale campaign Timing

Implement an abandoned cart
campaign

Touchpoint

Decrease churn

Increase upgrades

1

You can’t grow, unless you know where you
should begin to iterate from 

Goals
As a marketer, I need to reach my goals to
help contribute towards company growth. 

A/B testing helps me effectively reach some
of these goals quicker. 

2 3



Hypothesis
Experiment

Outline
Learnings Repeat

What are we
expecting to
occur?

Outline your data
& key initiatives of
your experiment.

Do our results
match up to our
expectations?

Share your
learnings, and
move onto the
next.

Each A/B should be recorded in the
below formatThe Framework



Hypothesis
If….. the fixed variable that is being

tested

Then….. This will occur because of

the change you made

Because…. How you will know

something changed



Experiment Outline

What user segment are you
targeting?

User segment
What variable are you
testing?

Variable

What metrics will signal that your
test is successful? 

Metrics to watch
What other metrics should you use to

measure success? 

Secondary metrics

Who will you inform of your
results?

Team



Always include a visual of your two
emails to ensure that when looking back
you have a clear representation of what
you were testing. 

Visuals

Subject line test by Sundays Furniture



Expected results
& Next steps

How long will the test need to run for? 

What is your expected result? (input to
prevent bias in results)

If the test is successful, what is the next
step?

If the test is inconclusive, what is the next
step?



Experiment

Hypothesis

Experiment outline

Visuals

Expected results

Next steps & results

The
framework



The
framework

Scan to download.



Accountability
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If we send an email each day for the first 30
days after a subscriber signs up to our
product, then MAU will increase because
subscribers will be prompted more to
engage with us more frequently and we will
remain top of mind. 

Hypothesis
Example 1
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If we include graphics in our emails then our
click-through rate will increase because
more people will understand the value of our
product. 

Hypothesis
Example 2



Text-based
vs. designed

Onboarding email test 



Results
30 days of emails. 
By determining that there was no increase in
click-through rate or WAU (our conversion
event), we initially determined this test as
unsuccessful. But, when analyzing our
secondary metrics, we realized that by
continuing this strategy, we’d eliminate a
significant portion of our audience.

0% 0% 10%

Click-through rate Conversion event Unsubscribe rate
There was no statistically significant
increase in open rate between the

two variants.

There was no statistically increase
in click-through rate between the

two variants.

Variant B had a 10% overall higher
unsubscribe rate that was

statistically significant.



Results Text-based vs. designed 
Our initial primary metrics showed conflicting
results — however, our conversion event will
always be our north star. 

3% 5% 10%

Click-through rate Conversion event Reply-to rate
The click-through rate of Variant B

was higher, but not statistically
significant.

The conversion event for Variant A
was higher, and statistically

significant.

We had 10% more individuals reply
with questions, feedback, and

booking in calls with us in Variant A.



impact

By continuing to lean into text-based
emails, we can shorten production &
QA timelines on our emails.

faster production

Clear, straightforward communication
resonates with our user base. We can
structure our copy across both our
emails and our product. 

clear & Transparent

Text-based emails built more
relationships with our audience.

stronger
relationships



Is this actually a
good test?

Subject line A: The sun is shining today, you
should shop.

Subject line B: Shop while the sun shines.



Types of testing

One-off campaigns Automations



Requirements

Sample size Statistically significant



always be
testing
Aim to always have one test on the go — whether it
is actively running, or you are analyzing results. 

accountability
Share internally what you’re working on, be open to
feedback, and set reminders to frequently check in
on the performance of tests.   

goals
Bake testing into your OKR’s or annual goals — the
more you test, the more learnings you have to share
with the business. 

3 steps
to
success



Naomi

Find meThank you!
Twitter (X)

@emailfromnaomi

Instagram
@emailfromnaomi

Website
naomiwest.ca

The framework


