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Avoid KPI tunnel vision for optimal business growth
Experimentation Culture | Marit Groot Zevert
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+ 14%

new customers

subscription
cancellations

> 90% chance variant wins

> 90% chance variant loses ‘ ;]
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Without guardrails, your success can be washed away
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Primary Objective Why are you testing? Drive growth
Test Hypothesis A provable statement By ... we expect ... because
SeeeRnmRRRmRRRERRRRRRRRRRRR R RN, ‘: -~ N ~
: : . Which metrics can drive growth Increase: Upgrades | AOV
Success Metric : .
5 and determines success Decrease: Downgrades
.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.": N N o
" Other key business metrics which ) [~ R
Guardrail Metric | We glont expect to improve, but C-:CI|-|S INElelgela |
; it may not be negatively Subscription cancellations
................................ N impacted J\ Y
............................... ~ Va <

Metrics that help you
understand why the success
metric was affected and better
understand customer behavior
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N [

--------------------------------
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:

Up- and downgrades per
category (internet | tv |
telephony)

JANE

Devices

: Prospects | Customers
AN AN J

Segments Break down your result

--------------------------------




Data

Decision complexity

Cultural

Conflicting KPls

Decrease subscription
cancellations (churn)

Increase upgrades

Add-on sales

Decrease downgrades




downgrades
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subscription
cancellations

> 90% chance variant wins

> 90% chance variant loses ‘ ;]




Data

Decision complexity

Cultural

Conflicting KPls

Decrease subscription

Increase upgrades :
cancellations (churn)

Decrease downgrades

Increase downgrades
Add-on sales
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Downgrades Revenue

Upgrades Calls

> 90% chance variant wins

> 90% chance variant loses ‘ g
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Value each :
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Test Hypothesis A provable statement By ... we expect ... because
CeeemRnmRRRRRRRRRRARRRRRR AR AR, ‘. = N ~N
. : . Which metrics can drive growth
Success Metric :
5 and determines success
'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.": N N\ <
Other key business metrics which (" )
Guardrail Metric & We don t expect to improve, but
: it may not be negatively
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= Metrics that help you
. understand why the success
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