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In this worksheet you are going to learn about the rules of testing. Best practices 

and what common mistakes to avoid.

Making sure you run tests correctly is key, running a bad test is basically a pointless 

exercise. 

A waste of time and money.

You are better o� not running a test than running a test incorrectly.

Common Mistake #1 - Sequential testing

Question: What if  I just make a change and wait to see if the goal conversion rate 

increases or decreases?

Testing the conversion rate of Design A for one week, then swapping it and testing 

the conversion rate of Design B for one week as a comparison is not real testing.

This is actually called sequential testing.

Sequential testing does not have validity as it doesn’t refer to the same source of 

visitors. The data set is di�erent and therefore not comparable.

You conversion rate can change seasonally, by the day of the week or due to exter-

nal factors such as weather or environment.

Therefore the only way to compare or test in a valid way is at the same with with the 

same tra�c.

Never use sequential testing.

Only test using the same data set, the same tra�c at the same time.
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Common Mistake #2 - Testing without measuring statistical 
significance

As you learned in the last video for a test to be valid the results must be statistically 

significant.

Let’s go through an example test together and learn more about what this means.

Say you have a football coaching website with a landing page, kids soccer.

You’re conducting an experiment on your landing page, an ab test, the goal is to 

improve the conversion rate of visitor to sign up. You want more parents to sign 

their kids up to play.

When a new visitor arrives on landing page:

50% of them see the control - the original version of the landing page

50% of them see Variation A - a cool new design with updated copy

You run the experiment and get the following results data:
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From the data above, just by looking you could conclude that the control is the 

winner and the new design improved the conversion rate.

For you to know for sure if the test results are significant you need to look at a 

number of factors and perform a calculation.

Here are some of the factors we consider when deciding if a tests results are

statistically significant.

Null Hypothesis

Your null hypothesis is your default position of the test.

For example:

If you were undertaking an ab test, again we can use the soccer landing page

analogy.

50% of them see the control - the original version of the landing page

50% of them see Variation A - a cool new design with updated copy

The null hypothesis could state that:

50% of the conversions would occur in the control landing page

So to prove that there is statistical significance we need to be able to reject the null 

hypothesis. 
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Or say that it is false and therefore one variation is a winner.

Sample Size

Sample size is very important in statistics. The sample size of Variation A is the 

number of people who saw that variation. The larger the sample size the more 

certain you are that the sample’s results reflects the real results of the variation.

You require a minimum number of observations for the right statistical power.

The more data points you have, the more likely the result is to be statistically signifi-

cant.

Confidence Level

Confidence level is the percentage certainty that your test results are not by 

chance. Most tests use a confidence level of 95%.

This means that there is only a 5% chance of the results being random.

Chi-Squared Test

This is the mathematical equation you use to calculate if the results are significant.

As this is too complex for most people’s you simply use calculators.

http://mystatscalc.com/
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Common Mistake #3 - Random Testing

Dont test randomly, base your tests from data collection, analysis and hypothesis 

creation.

Your test ideas should come from customer insight and digital analytics not  the 

highest paid person's opinion.

Common Mistake #4 - Prioritization of tests

Prioritize your tests and remember the conversion hierarchy, test the fastest and 

cheapest changes with the biggest business impacts first.

Common mistake #5 - Small website changes give small con-
version changes

Don’t test small changes like button copy, big changes and big tests get bigger 

result changes.

Common mistake #6 - Calling tests early

Don’t stop your test before they finish. Wait for statistical significance. Even if your 

testing tool says there is a 0% chance of a variation winning. Wait until you have 

reached your pre planned sample size.

Common mistake #7 - Don’t surprise your regulars

Don’t surprise regular visitors. If you are testing a core part of your website, include 

only new visitors in the test. You want to avoid shocking regular visitors, especially 

because the variations may not ultimately be implemented.
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Common mistake #8 - Pre plan your tests sample size 

Know how much tra�c and conversions will be roughly needed to achieve a statisti-

cally significant test before you start testing. We’ll go into this in detail in the next 

video.

Common mistake #9 - Website wide consistency for tests

Make your A/B test consistent across the whole website. If you are testing a sign-up 

button that appears in multiple locations, then a visitor should see the same varia-

tion everywhere. Showing one variation on page 1 and another variation on page 2 

will skew the results.

Common mistake #10 - Segmenting requires a bigger sample 
size

Segment testing requires more tra�c (a bigger sample size) and more conversions.

You need at least 250 conversions per variation for most tests to have a big enough 

sample size and reach statistical significance.

This will increase with segmentation.

Common mistake #11 - Don’t stop test mid week

Run tests for full weeks, as your day to day conversion rate can fluctuate. Always 

run complete weeks for your tests.

Common mistake #12 - Not all winning tests are legitimate

Some of your tests results will win with a 95% confidence level. But the change will 

slowly diminish over time.
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This called ‘regression to the mean’ in statistics.

If you want to be sure of your test results perform a second validation test to check 

if your results are not a false positive.

Common mistake #13 - Don’t forget about the Novelty E�ect

Another reason some winning tests diminish in conversion rate over time is some-

thing called the ‘novelty factor’.

The concept is that the winner was not an improvement but had a higher conver-

sion rate as it was new.

So you get a short term winner, but the results diminish as the sample size and time 

increases.

Common mistake #14 - Don’t just measure the conversion rate

Don’t just measure the micro conversions in testing, the conversion rates of your 

tests. Measure business objectives, goals and target changes as well as conversion 

rates. If your bank account does not reflect the conversion lifts then there can be 

sometime reporting errors.

This is called the instrumentation e�ect, you can also double check this by integrat-

ing your testing tool with Google Analytics to cross reference the data. More on this 

in the next video.

Make sure you track the real conversion rate, the dollar increases month over 

month alongside your tests.
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