
Businesses that run 15 experiments 
in a year see 30% higher ad 

performance, compared to ones 
that run no experiments.

Source: “Marketers Underuse Ad Experiments. That’s a Big Mistake,” Harvard Business Review



Experiments based on research 
have 28% higher win-rate, 
compared to ones based 

on ‘gut feel’.

Source: “Do Some Sources Of Experiment Ideas Lead To Higher Win Rates Than Others?,” GoodUI



Data-driven 
experimentation

In-depth Customer 
Interviews

Creative set A

Creative set B

Test 
Hypotheses

Customer Review 
Mining

Website Usability 
Study / Heatmaps

A/B Google 
Ad Testing

A/B Website 
Testing

Hypothesize & 
understand context 

Quantitative

Confirm hypotheses 
& measure significance

Qualitative

A/B Social
Ad Testing



Happy customer

Types of customer research

Acquisition journey

Review mining

Pop-up surveys



What you want to uncover

Desired outcomes Purchase prompts Pain points

Struggling moments What were your 
USPs? 

Objections, fears 
and uncertainties

Pre-purchase 
emotions Market observations Use cases 



Insights to 
guide 
creative.

Control Variation



Insights to 
guide 
copy and 
messaging.



Insights to 
guide 
creative briefs.



Typical Learning Program Maturity

Learning Library Setup

PHASE 1 PHASE 2 PHASE 3
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Scaled Learning Adoption

Current Setup

A/B Website Experiments

Website Usability Study

Surveys & Heatmaps

Customer Review Mining

In-depth Customer Research

Research:                   
Website & Messaging

Further Dynamic 
Experimentation

Transparency:        
Learning Library

Planning:       
Experimentation

Confidential & Proprietary, Launch 2024 | 9

R
o

bu
st

 A
n

al
yt

ic
s 

En
gi

ne
er

in
g

R
o

bu
st

 A
n

al
yt

ic
s 

En
gi

ne
er

in
g

D
at

a 
H

yg
ie

n
e 

C
he

ck



The brands that win are the ones 
that learn faster than their 
competitors.

Travel Client:

4% increase in revenue

B2B Lead-gen Client:

105.41% enquiry conversion rate 
800 more leads YoY

eComm Client:

14% purchase conversion rate
2% increase in AOV

B2C Lead-gen Client:

43.37% purchase conversion rate
11.35% storage enquiries

2024 vs. 2023



“You're not giving me that 
much information of how 
you're going to help me.”

A Client Customer Research Story:

“I'm not sure how much information 
I'm getting from this. What do you 
mean by ‘We do the planning'?”
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Hypothesis:
Ad creative with 
more 
information 
about holiday 
details will 
achieve higher 
conversion rate.

A B



Hypothesis:
Ad creative with 
more 
information 
about holiday 
details will 
achieve higher 
conversion rate.

A B

OUTCOME:

+425% increase 
in enquiries

-58% reduction 
in Cost per 

enquiry



“I would expect to see other 
colour options.”

A Client Customer Research Story:

“I don't know if that's the only 
colour it comes in. Maybe there's 

other colours?”
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Hypothesis:
Adding alternative 
colour options to 
the creative will 
improve the add to 
cart rate.

A B



Hypothesis:
Adding alternative 
colour options to 
the creative will 
improve the add to 
cart rate.

A B

OUTCOME:

+92% 
improvement in 

CTR 

+110% more add 
to carts

+95% more 
purchases



Let’s hop to it

Josh Marinaro, CRO Specialist
josh@launchonline.co.uk



The happy performance agency

www.launchonline.co.uk
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