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Hello and welcome to the first ever Optimizely Yearbook.

It’s packed with industry insights, current trends, and learnings from just a 

few of our successful partnerships with digital leaders such as Farfetch, Sky, 

and Salesforce.com. You’ll also find a few workouts for your brain and meet the 

leading inventors of all time. Oh yes – and Frankenstein too.

You won’t need telling that this is the digital age, but times are changing. 

Customers are moving fast. And they expect you to keep up. That’s why merely 

creating a website, a CRM campaign, or a presence on social media is no longer 

enough to win. 

Optimizely is growing fast because more and more companies are beginning to 

understand the need to create ever more relevant, engaging and competition-

busting customer experiences that drive value across entire organizations.  

And they see the value of experimentation in powering that process.

In fact, it’s proven that the more experiments you run the more effectively you 

reduce risk. The greater the number of experiments that will succeed. And the 

more effective their outcomes. That’s exactly what Optimizely is here to help you 

achieve.

Sure, lots of teams out there are A/B testing to gauge the impact of a button or 

a color or a headline. But even that’s only tickling the surface. For today’s digital 

disruptors, we’re seeing deeper, more complex experimentation becoming the 

starting point for every decision. Because data-driven, actionable insights win 

over the hunch, the loudest voice in the room and the ‘this is how we always do’ it 

every time.

In short, experimentation helps you to apply the scientific method to decision-

making and deliver real, measurable growth. Without it, you really are just taking 

your chances.

As one of our customers so memorably put it: “Taking business decisions 

without experimentation is like bungee jumping without testing the rope first.” 

We couldn’t agree more. And in this Yearbook, as we open up the world of 

experimentation, you’ll find out why. 

Sebastiaan de Jong 
Vice President EMEA

Experiments 
that went 
wrong
Michelson – Morley

Failure rating: 10/10

Commonly known as the most 

famous failed experiment of all 

time, the 1887 Michelson–Morley 

experiment aimed to prove the 

existence of ether, a substance 

they believed to be all around 

us filling the vacuum of space. 

Without getting overly technical, 

their theory posited that light 

should move through the ether at 

different speeds. The experiment 

was a complete and utter failure, 

showing this wasn’t the case at 

all. Yet by total accident, it ended 

up being a far greater advance for 

modern science than any success 

would have been – culminating 

in Einstein’s theory of special 

relativity. In fact, the failure was so 

successful that Michelson went 

on to become the only person in 

history to win a Nobel Prize for not 

actually discovering anything.

#1
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Experimentation 
on every channel
When the Sky experimentation team first started using Optimizely, 
the focus was on delivering a better customer experience by making 
products better, more usable, and more relevant. Experimentation 
began an ongoing process of learning about the ways in which 
customer expectations change over time and quickly adapting to them.

Performance has been so good the organization has had to readjust its targets several 

times, recording highly significant ROI. And now that the process has proven its worth,  

the Sky experimentation team enjoys more time to think about applying this mindset 

across the entire business – including offline. Nowhere has this been more successful  

than in the help center.

As part of an experimentation roadshow, the Sky team regularly 

visits the company’s contact centers around the UK to chat  

with the people taking calls from customers day in, day out.  

By gauging the opinions of agents on the ground, the team 

gains an in-depth understanding of exactly how they can 

improve the customer experience. That in turn means they  

are able to run experiments on real-time issues that represent 

true customer needs. 

Take the issue of resetting personalized PIN numbers as  
just one great example.

In this case, the idea was to encourage customers to find support online. Eliminating 

the need for calling alone wasn’t enough. It was also about making sure customers 

experienced a positive and personalized journey. To date, the project has produced  

millions and millions of pounds in savings.

Talking about ideas, well, great ideas power effective 
experimentation. 

Ideas of what elements to test. Big ideas. Small ideas. And lots of them. Those valuable 

ideas can come from anywhere – and anyone. So it’s essential to get buy-in from the wider 

organization from executive team to contact center agents. 

The roadshow helps by going out and talking through results, explaining why that idea 

worked, that one didn’t, and what they learned from it. By showing the end product of 

experimentation – by showing agents how they’ve impacted the business as a whole –  

the team is creating an empowering, innovative culture of experimentation.

Experimentation has become a key part of the way Sky evolves – and the key driver for 

award-winning digital customer services. 

Ready to follow suit and start your own experimentation 
journey? 

Get started at:

“Optimizely stood out for us for a couple of key reasons.  
One was the full-stack capability and the fact that we can 

deliver experiments end-to-end. The second was the network 
that Optimizely gave us. We’ve been working very closely with 

Optimizely and Optimizely’s other partners.” 

ABDUL MULLICK, HEAD OF DIGITAL TRANSFORMATION, SKY

“We got so much customer feedback saying “why can’t I reset 
my PIN online?” What was really frustrating about that was we 
had a pin-reset journey on the site. We figured out where this 

journey was and really promoted it. We put it front-and-center. 
We boosted engagement with that entire journey... by about 

40% uplift. And we went from literally talking about it on a 
Monday to it being live on Friday.” 

SIMON ELLSWORTH, OPTIMIZATION MANAGER, SKY



Personalization
Dylan Bartlett, User Experience Lead, Cancer Research UK
I think personalization is the obvious one, understanding what kind 

of data we have and what we can do with that data. I think what 

comes along with that is the ethics around that. There’s historically 

been a spirit of we can do this so we’ll do it, without asking why or 

how. I feel like there’s a lot more concern around the data held on 

people and how it’s used. Particularly in the organization I work for, 

sensitivity is really important. So I feel like it is both personalization, 

but also a slight refocus on the ethics, making us masters of the 

tools we create rather than just doing it and ending up in a space 

where we’re not quite sure how we got there. 

Privacy
Luis Trindade, Principal Product Manager – Experimentation, Farfetch

I think that something that has been appearing on all the news 

and something that is changing the way we interact on digital. 

It’s privacy. We need to understand that privacy concerns are 

there. And we need to really understand how can we embrace 

those concerns. They are morally important to address for every 

company. I’m a true believer in having a company driven by values 

and not by business results and privacy should be one of them. So 

how can we focus our efforts, continue to improve and deliver best 

in class customer experiences, but not by any means necessary? 

How can we create personalized experiences, but not by being 

evasive about all the information we get from users?

Small Data
Christiaan van der Waal, Vice President Digital, FedEx
I don’t believe in big game-changers coming up or new things 

disrupting us in a year or so, although of course that could happen 

in the longer-term. But for next year, I would say one area of focus 

will be on working with small data. By small data I mean that even 

though we’re a big company, when we look at specific pages or 

country/region-specific parts of our website, it can be hard to 

get enough traffic to experiment on a large scale. So, working 

with smaller sets of data, still having multiple versions live, and 

constantly increasing your learning velocity represents a challenge 

that I think a lot of companies will face.

The multi-experience
Gartner

The multi-experience has nothing to do with Professor Stephen 

Hawkings. It refers to the ways in which users interact with brands 

on their digital journeys: think touch, voice and gesture across a 

dizzying range of devices and apps. So a multi-experience strategy 

is all about creating apps purpose-built for specific touchpoints 

while, at the same time, maintaining a single, consistent and 

unified user experience.

(Source: Gartner)

Analytics 
Daniel Newman, Forbes.com
Companies that still aren’t investing heavily in analytics by 2020 

probably won’t be in business in 2021. There is simply far too much 

valuable customer data to be collected, processed and turned into 

insights for any company to remain competitive without making 

full use of modern analytics tools. Flying blind and following your 

gut are no longer viable options when every other business is 

leveraging sophisticated analytics tools to identify problems, 

opportunities, and solutions.

(Source: Top 10 Digital Transformation Trends For 2020 by Daniel Newman 
Forbes.com)

The 5 trends you can expect to see in 2020

Digital
1

3

4

5

2

Want a more detailed glimpse of the 

future? Put away your crystal ball  

and scan these QR codes instead.

Gartner Identifies 
Top Digital 
Experience Trends 
for 2020

Forbes.com Top 10 
Digital Transformation 
Trends For 2020



Experiments in color
When you’ve finished your work of art, email a 

photo to marketing-ams@optimizely.com. 

The most beautifully evocative entry each 

month will win a sought-after bag of 

Optimizely swag. Who needs 

the Turner Prize?

Experiments that went wrong
Frankenstein

          

Failure rating: 9/10

Victor Frankenstein was a Swiss student of natural 

science. It must have seemed like a pretty good 

idea to lock himself in his lab, perform a series of 

experiments, and create an artificial man from rather 

unsavoury ingredients. As we all know, this misguided 

attempt to reanimate bits of dead body didn’t quite 

go according to plan. Rejected by his creator, 

spurned by society, Frankenstein’s monster becomes 

rather sensitive to say the least. He wreaks havoc, 

murders a couple of people, then drifts away into the 

North Pole ice never to be seen again. Frankenstein 

himself dies in pursuit of his creature. Oops.

Experimenters love to solve puzzles. You probably know the rules of Sudoku,  
but here’s a quick reminder just in case. You need to fill out the empty squares 

so that every row, column and 3x3 box contains the numbers one to nine.

Experiments in color
When you’ve finished your work of art, email a 

photo to marketing-ams@optimizely.com. 

The most beautifully evocative entry each 

month will win a sought-after bag of 

Optimizely swag. Who needs 

the Turner Prize?
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This is the age of experimentation
When customer loyalty and the competition is 

just a click away, brands need digital experiences 

that cut through the noise. Our first panelists 

from Accenture, Cancer Research UK, Farfetch and KLM 

all agreed that experimentation is essential to getting 

it right – and the next big thing for business decision-

making. Professor Stefan Thomke echoed this in his 

keynote: “Innovation is the lifeblood of organic growth. And 

experimentation platforms are the engine of innovation.”

ROI is the ultimate KPI
ROI remains the language of business.  

We all need to show that our investments in 

experimentation, marketing and product 

development are paying off. Optimizely co-founder  

Pete Koomen revealed that Optimizely generated a 

staggering $870 million in direct incremental revenue 

for our customers in the last 12 months alone. He 

also announced our new ROI Model, designed to help 

customers quantify the value of their experimentation 

programs in terms both leaders and investors understand.

Sharing leads to caring
Our also panelists agreed that creating a 

culture of experimentation not only means 

getting buy-in from execs at the top, but also 

involving colleagues throughout the organization. We 

heard some great examples of how to approach this, 

from the BBC’s monthly experimentation newsletter and 

centralized results hub to regular experimentation clinics 

at Farfetch.

The future of digital is personalized
True personalization is the next frontier – but in 

trying to achieve real one-to-one experiences, you 

can risk getting buried beneath huge amounts of 

data. We heard how experimentation frees you to be bold in 

your personalization strategy and drive relevant experiences 

for every user. TUI, Cancer Research UK, and Accenture 

Interactive explained how they are uniting the power of 

personalization and experimentation to increase both 

revenues and customer loyalty.

Don’t fear failure. Embrace it.
Fear of failure is the big challenge to 

experimentation in Europe – 55% of the 

companies we spoke to in our recent survey 

agree. But at Opticon19 Europe it became clear that to 

grow you have to fail. Digital leaders view experimentation 

as a safety net, helping them to avoid rolling out changes 

that just don’t work to millions of users. For them, failure 

leads to learning leads to improvements leads to success. 

And so the overall message was an emphatic EMBRACE 

FAILURE. Take Bing. We heard that they run 15,000 

experiments a year, yet only 10-20% generate positive 

results. One that did continues to add over $100 million to 

their revenues year after year.

It’s a wrap
These are just five of the key takeaways we learned at 

our biggest and best Opticon Europe yet. Yet the day was 

crammed with great breakouts, motivating talks, and a 

flurry of new product releases – not to mention cakes.  

And it was all wrapped up by a rousing keynote from 

Professor Stefan Thomke and his insights 

into, among other things, square 

watermelons. It’s well worth a watch,  

so grab a coffee and scan the QR code.

Opticon19 Europe:

1 2 3 4 5

Key 
Takeaways

Professor Thomke shows how unleashing experimentation at scale unlocks 
innovation and drives digital competitiveness.

In autumn 2019, Opticon19 Europe took place in London and was our best one yet. But if you 
didn’t make it to the event, here are the five main takeaways – plus a link to the keynote speech, 
which featured square watermelons among other things.
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What kind of 
experimenter 

are you?
Do you have what 

it takes to be a great 
experimenter? Do you live 
and breathe the scientific 

method or are you more into 
hunches than hard data? 

Take our quiz and  
find out.

1)  Think back to when you were a child.  
What would you be most likely to do?

Eat worms to see if they would keep wriggling in your 
tummy.

Flat out refuse to eat anything green or anything that 
came from the same kitchen in which vegetables were 
prepared.

Build a rocket out of Mentos and an empty  
Coke bottle.

2)  Your manager suggests you make the 
homepage predominantly blue. After all, that is 
a conservative, confidence-inducing color that 
means business. What is your first thought?

If the boss wants a blue homepage, she gets a blue 
homepage and that’s her responsibility.

Happy to test a blue variation along with the other 
designs we’re considering.

As a rule of thumb, red homepages perform better.  
I’m going to stand my ground and go with red.

6) What is a multi-armed bandit?

A new breed of slot machine that will fleece you more 
quickly than ever.

An evil octopus.

A more complex version of A/B testing that uses 
machine learning algorithms to dynamically allocate 
traffic to variations that are performing well.

7)  A website pop-up asks you to answer a few 
questions about your online experience. 
What do you do?

Feeling particularly benevolent, or maybe slightly 
bored, you decide to respond.

Always happy to help out a fellow factfinder,  
you diligently answer the questions.

Furiously click X before firing off an angry email 
reporting online abuse.

8) Who is your favorite scientist?

Dr. Peter Venkman of Ghostbusters fame.

It’s a tie between Stephen Hawking and Leonardo  
da Vinci.

Gyro Gearloose from Donald Duck.

9)  What excuse would you accept for someone 
waking you up in the middle of the night?

An original A/B testing idea with the potential to 
increase conversion rates by several percentage 
points.

None! Are you insane?

A call from the bar saying they actually have found 
your wallet after all.

10)  What would you be more likely to test  
for yourself?

A blue button versus a red button on your newsletter 
subscription form.

A one-step checkout page versus a three-step.

(Take a deep breath) A freemium model with either 
two or three paid variants in an auto-renewable 
subscription model promoted via either push 
messages or in-app interstitials.

3)  EXPERIMENTATION. Quickly – what’s the 
first thing you think about?

Test tubes and white lab coats.

Food. But then again, I always think about food...

I wonder if any of our mobile app experiments have 
reached stat sig?

4) What is your favorite saying?

A day without experimentation is a day wasted.

You can’t discover new horizons without the courage 
to leave the shore.

Curiosity killed the cat.

5) What is your favorite movie / TV series?

Honey, I Shrunk the Kids.

Flatliners.

Mythbusters.

To find out what type of experimenter you really are,  
add up your points:

0 points
 for each of 1B, 2A, 3B, 4C, 5A, 6B, 7C, 8A, 9B, 10A

5 points
 for each of 1C, 2C, 3A, 4B, 5B, 6A, 7A, 8C, 9C, 10B

10 points
 for each of 1A, 2B, 3C, 4A, 5C, 6C, 7B, 8B, 9A, 10C

0 – 40 Points: You’re a fresh experimenter

You haven’t yet grasped how effectively 
experimentation helps you reduce risk and deliver 
measurable business benefits. But don’t take our 
word for it. Look on it more as a hypothesis you can 
put to the test.

45 – 70 Points: You’re a growing 
experimenter

You probably know the difference between A/B 
and multivariate tests, or between correlation and 
causation. And you’re happy to put your beliefs and 
those of others to the test and make data-driven 
decisions. But you could increase the impact by 
experimenting more often, involving more people, 
and testing more hypotheses. 

75 – 100 Points: You’re a seasoned 
experimenter

You’re an experimentation expert. You don’t take 
any decision without first asking ‘did you test that?’ 
And needless to say, you fully grasp the beauty 
of exponential results based on incremental 
improvements. In fact, your life motto could be: 
‘You win some, you learn some.’ You undoubtedly 
work for a successful company and possess highly 
marketable skills that will be in demand for years to 
come. Congratulations.

So less about you. What about your organization?

Find out where your organization sits on the 
experimentation journey. Scan the QR code 
to access the Optimizely Maturity Model.
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Benelux

Nordics

UK and Ireland

DACH

Spain and Italy

The Current State of 
Experimentation in Europe 

We discovered that  of them lack a 

dedicated customer experience budget. 

How can that be in an age where customer 

experience is King? (Or Queen. Or heck, 

neither.)  fear failure – and yet digital 

leaders such as Farfetch, Sky, KLM or the 

BBC embrace it.  And  of the companies 

we interviewed feel a lack of innovation is really 

holding them back. 

Overcoming the fear of failure
We’ve just touched upon the fact that the fear of 

risking failure is a major blocker to building a culture of 

experimentation. But why? Just look at what we learned at 

Opticon19 for example. Some of the biggest names in the 

business couldn’t emphasize enough that, in order to grow, 

you have to fail. Failure isn’t just an opportunity to learn. It is 

a highly efficient mechanism that helps you avoid releasing 

new features or designs or even just tiny tweaks that simply 

don’t work. After all, Bing run 15,000 experiments a year and 

yet only 10-20% lead to positive results. But then again, they 

can point to one win alone that adds $100 million to their 

revenues. Every. Single. Year. 

We went on a road trip around Europe and spoke to 300 

digital experts about their views on this fast-moving digital 

landscape. And we found that experimentation really 

matters. Because they believe that if you aren’t ready to 

make data-driven decisions, you risk falling behind your 

competition and losing your customers. So without further 

ado, let’s take a quick look at the state of experimentation 

in Europe right now.

 stages of experimentation 
Experimentation is a journey. Every stage comes with its 

own set of challenges and its own distinct competitive 

advantages. As you might expect, the companies we spoke 

to find themselves at various stages of experimentation 

maturity. 21% are ‘Getting started’ and run experiments 

The world is spinning faster than ever. And with all the convenience of digital, 
customers are keeping pace. On their phones, on their devices, on the move… 
these days they can do everything in an instant: browse, evaluate, purchase, 
return, share their opinions. And their expectations around user experiences 
are changing just as quickly. Most companies simply can’t keep up. But that’s 
because they haven’t started to experiment yet.

every one to three months. 17% are moving from ‘Good to 

great’ and run experiments every fortnight. And 15% run 

experiments every single week and are starting to ask 

‘Where next?’

The point is that successful experimentation starts with an 

honest assessment of where you are today. Because that 

will tell you where you need to head tomorrow.

Experimentation is being increasingly seen as essential 

to success in the blur we call the digital world. In fact, a 

full 91% of the organizations we spoke to see real value in 

experimentation. But let’s be honest, it’s not without its 

challenges – and it was interesting to understand what 

those challenges actually mean for businesses all over 

Europe. 

Lack of 
budget

Lack of 
experiment 
pipeline 
management

Lack of executive 
sponsorship

Lack of 
good results

18% 63%

24%

25%

20%

The vicious 
cycle slowing 

customer 
speed. Lack of  statistical 

 analysis tools

Take your business to customer speed
Our entire report details the state of 

experimentation in Europe by country and  

by industry. It’s packed with interesting  

insights from around the continent.  

And it’s yours to read at your  

leisure.  Simply scan the  

QR code to get your copy.
Under 20 experiments/year

21 to 100 experiments/year

Over 100 experiments/year



Experimenters Top 10
Experiments have always driven man’s innate desire to understand the world and 
the universe around us. To make life faster, healthier, better. And even, on occasion, 
to go back to the future. Join us on a quick trip through history and meet ten of the 
most legendary experimenters of all time.

Archimedes
Greek mathematician | Physicist | 

Engineer | Inventor | Astronomer

“Eureka!” (I found it!)

Leonardo da Vinci
Italian Renaissance architect | Musician | Inventor | 

Engineer | Sculptor | Did a few paintings too.

“There is no higher or lower  
knowledge, but one only,  
flowing out of experimentation.”

Antonie van Leeuwenhoek
Dutch scientist | The Father of 

Microbiology | One of the first 

microscopists and microbiologists 

(if you know what they are).

“My determination is not to 
remain stubbornly with my 
ideas, but I’ll leave them and 
go over to others as soon 
as I am shown plausible 
reasons which I can grasp.”

Marie Curie
Polish and naturalized-French physicist | Chemist |  

Conducted pioneering research on radioactivity | 

Winner of two Nobel prizes.

“Be less curious about 
people and more curious 
about ideas.”

Emmett ‘Doc’ Brown
Inventor of the first time machine created  

from a DeLorean sports car.

“If you put your mind to it, you can 
accomplish anything.”

Isaac Newton
English mathematician | 

Physicist | Astronomer | Liked 

apples | Discovered gravity |  

One of the most influential 

scientists of all time.

“The proper method 
for inquiring after the 
properties of things is 
to deduce them from 
experiments.”

Albert Einstein
Physicist | General all-round genius | 

Developed the theory of relativity.

“No amount of experimentation 
can ever prove me right; a single 
experiment can prove me wrong.”

Ivan Pavlov
Russian scientist | Discovered the phenomenon of classical 

conditioning, in which a reflex response (e.g. a dog salivating) 

is brought on by a stimulus (e.g. a bell).

“While you are experimenting, do not remain 
content with the surface of things.”

Galileo Galilei
Italian astronomer | Physicist | Engineer, | Known 

as the “father of observational astronomy”,  

the “father of modern physics”, the “father of  

the scientific method”, and the “father of 

modern science” | And also Galileo, of course.

“Measure what can be  
measured, and make  
measurable what  
cannot be measured.”

288-212 BC

965 – 1040

1452 – 1519

1564 – 1642 1674–1676

1642 – 1727 1849 – 1936 1879 – 1955

1867 – 1934 1920 -

Ibn al-Haytham
Arab mathematician | Astronomer |  

Physicist | Pioneer of the scientific 

method – especially in the field of optics.

“Our aim [is]... to take care in all 
that we judge and criticize that 
we seek the truth and not to be 
swayed by opinion.”



How Farfetch is taking 
experimentation further

Experimentation Framework

“Experimentation has always been a part of our DNA, but different 

parts of the business were using different tools and adopting 

different approaches,” explained Luís. “As we grew, this started to 

present challenges – such as duplication of effort. What we needed 

was a single framework that would enable us to consistently apply 

experimentation across the entire customer journey.”

This framework won’t stop with marketing and product development, 

but also incorporate back office tools too. “We have third parties 

releasing feature after feature, yet we aren’t experimenting on how 

effectively they are working for us. Learning to track the features we 

integrate into our company represents a big challenge right now,” 

Luís told the audience.

Knowledge is power

With over 30+ teams now using experimentation, Luís went on to  

describe how knowledge sharing represents an essential part of moving 

to the next level. “Our test and learn center of excellence includes a regular 

experimentation clinic. This is where we identify new areas for experimentation, 

hold regular sharing and training sessions, and evolve our on-boarding experimentation 

kit for new joiners. The goal is to make sure we encourage people to experiment not just 

because they need to, but because they really want to.”

Staying connected 

Luís has overseen a range of other initiatives designed to sustain momentum across 

the business. In addition to core product and data experimentation teams, specialist 

ambassadors work to connect business and experimentation, share best practices and,  

as the company expands internationally, adapt processes to the needs of local cultures – 

as has recently been the case in China. 

“We are integrating our internal platforms with third parties like Optimizely to provide 

absolute consistency,” he continued. “This supports developments like our self-service 

deep dives that go far beyond basic metrics. We know that most experiments fail, so we 

need to understand why. These deep dives allow everyone to see exactly what’s happening 

when they run an experiment.” 

One interesting point of note was Luís’ insistence that experimentation be driven by 

learnings and not results. “Moving our mindset from winning rates to learnings is a big 

challenge,” admits Luis. “Even if we run a winning experiment it may not necessarily be 

implemented. For example, we recently achieved great results with a test, but the learnings 

behind them told us not to push it live but to iterate and make even more powerful changes.” 

Luís’ also outlined plans to scale up experimentation, integrating new technologies such 

as those announced by Optimizely at Opticon19 as well as offering testing capabilities to 

partners. “When someone uses our platform we want to enable experimentation from  

day one.”

“Experimentation is part of our DNA”

LUÍS TRINDADE | PRINCIPAL PRODUCT MANAGER

“The goal is to make sure we encourage people to experiment 
not just because they need to, but because they really want to.”

LUÍS TRINDADE

With a mission to become the luxury fashion platform connecting 
creators, curators and consumers, Farfetch has been deploying 
the power of experimentation right from the start. But now, having 
grown to employ over 3,200 people, serve 1.7 million customers 
and offer a range of new services, Luís Trindade explains how they 
intend to make sure experimentation keeps up.



Test your 
knowledge
Can you identify these well known experimenters by 
the tests and theories that made them famous?

Engineer 
famous for 

designing the 
alternating-current 

(AC) electric 
system.

3

American 
psychologist 

who conducted 
the Stanford Prison 

experiment 
in 1971.

2Mathematician 
and astronomer who 

first proposed that the 
earth revolves around 

the sun.

1

History’s 
most well known 

biologist who developed 
the scientific theory of 

evolution by natural 
selection.

5
Nobel 

Prize-winning 
Austrian physicist whose 
thought experiment with 

a hypothetical dead-and-
alive cat aimed to prove the 

absurdity of quantum 
mechanics.

6

A Founding 
Father of the US who 
proved that lightning 

was electricity.

4

Tested
 41 shades of blue 

for a toolbar. 7

Can you spot the 

seven differences 
in the pictures below?

Experiments 
that went 
wrong
New Coke

Failure rating: 8/10

April 23, 1985. The Coca-Cola Company 

reacts to increasingly intense competition 

from Pepsi by taking quite possibly the 

biggest risk in the history of consumer 

goods. They changed the winning formula 

of the world’s most popular soft drink 

for the first time in 99 years. The reaction 

from consumers made Frankenstein’s 

monster look like a cuddly puppy. With big 

puppy eyes. 

200,000 taste tests had confirmed that 

consumers preferred New Coke over 

both the original and Pepsi. Trouble is, 

the researchers hadn’t understood that 

taste is just one of many factors behind 

purchase.

The experiment intended to re-energize 

the brand. Instead, it nearly killed it.  

Coca-Cola spent $4 million in 

development and were left with over 

$30 million in unwanted New Coke 

concentrate after pulling it from the 

shelves just 79 days later.
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The rule of

These are exciting times at Optimizely. 
Because we recently released not one, 
not two, but three game-changing new 
capabilities. And they will take your 
experimentation to a whole new level.  
In fact, we’re so excited let’s forget the  
intro and get straight into what they  
are – and what they will do for you.

Data and analytics teams sit at the heart of any 

organization with a focus on brilliant digital experiences. 

Their job is to make sense of numerous data sources 

to plot the user journey and determine core business 

metrics. If that’s you, you’re going to be big friends with 

Optimizely Data Lab.

Optimizely Data Lab is a highly powerful toolkit that allows 

you to drill into experiment data,  reveal deeper insights, 

and build beautiful experiment reports using your own 

data sources, statistical tests, and custom business 

metrics. That in turn should be a huge help in making 

better decisions on a bigger scale.

Optimizely Data Lab includes:

A new queryable experiment dataset with fine-

grained event data such as attributes and event 

tags. 

A set of powerful experiment analysis libraries 

containing statistical tests, data visualization tools, 

and connectors for integrating Optimizely and  

3rd-party experiment data. 

The Experiment Lab: a portable environment 

for performing ad-hoc experiment analysis and 

building experiment reports with Jupyter Notebooks.

Scan the QR codes to read 

more about these three new 

game-changing features.

Meet our latest – and very exciting – features

1 2 3 4 5
Optimizely Performance Edge is a new capability  

that’s going to let you run blazing fast website  

experiments at scale – without any noticeable impact  

on site performance. In fact, the overall impact to  

major page speed metrics is less than 50ms. So it’s  

literally a case of blink and you’ll miss it.

It works by moving execution from the browser to the  

edge (CDN). Where other experimentation solutions  

start to impact page performance as you dial up the 

number of experiments, Optimizely Performance Edge  

uses an industry-first Experiment Delivery Network to 

reduce experiment file size by 10X. Which means far  

less information for resource-constrained browsers  

to deal with.

Optimizely Performance Edge isn’t just fast, it’s also 

really straightforward. Get ready to enjoy server-side 

experimentation performance with the ease of a visual 

editor-based system. And when mobile matters the most, 

Optimizely Performance Edge performs up to 20 times 

faster on mobile compared to traditional website testing 

solutions.

Sounds impressive? Here’s what Autotrader’s Principal 

Technical Architect had to say:

 

As machine learning capabilities evolve, we are also 

upgrading Optimizely Personalization on a massive scale. 

Adaptive Audiences uses natural language processing 

to dynamically create audiences from your own defined 

personas just by using simple keywords.

Adaptive Recommendations, meanwhile, will make it easy 

to add recommendations to any part of your site, helping 

customers to discover the products or content that matter 

to them. And machine learning will continuously improve 

those recommendations to deliver hands-off ROI.

New feature       – Optimizely Data Lab

New feature             –    Performance Edge  
for Optimizely Web

1 2 3 4 5

1 2 3 4 5

New feature             –    Optimizely 
Personalization and AI

1 2 3 4 5

“When we reviewed the performance numbers, we almost fell out 
of our chairs. We could barely detect an impact. The numbers 

definitely exceeded our expectations.”



Which cup will fill first?

B

A

C

G

E

D

F

Hints
The company that scored an unexpected success 
with a predominantly black checkout page 
ranked one place higher than the high-tech 
company with regards to how many experiments 
they run each month.

The bank, which runs more than 10 experiments 
per month, performed their latest experiment on 
a headline.

The company that runs an average of 12 
experiments per month found red to be a winner.

The retail company did not use yellow in their 
latest experiment.

The company that tested their homepage is not 
part of the financial services or travel industry.

The travel agency, which found that blue 
outperformed all other color variations in their 
latest test, runs fewer than 10 experiments each 
month.

The company that performs the most 
experiments every month last tested their 
registration form, but they did not use green.

Winning Experiments
Out-experiment, outperform. That’s the motto of these five companies who regularly 
test every aspect of their websites. Can you work out how many experiments each 
one runs per month on average, which element they tested in their latest experiment, 
and which color variant won that test?

No. of experiments Winning color Element tested
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y Online retailer

Travel agency

News website

Bank
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Call to action button

Headline

Registration form

Homepage

Checkout page

W
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or

Blue

Red

Green

Yellow

Black

Type of company
Last experimented 

on this element

Average number 

of experiments

Winning color in

latest experiment

Online retailer

Travel agency

News website

Bank

High tech 

company

Scan the QR code for 
instructions on how 
to solve this type of 
logic grid puzzles.

Experiments that went wrong
OkCupid

          

Failure rating: 6/10

We are all the subjects of hundreds of experiments 

when we go online. But few companies take such a 

cavalier – and downright unethical – approach as 

OkCupid, as they themselves freely described in their 

blog entitled We Experiment On Human Beings!.

 

Take one controversial experiment as an example. 

OkCupid algorithms assign users a match rating to 

show how likely two people are to get along. The rating 

usually proves accurate. But what if it only works not 

because of the algorithm, but because people simply 

believe what they are told?

To find out, OkCupid 

took pairs of bad 

30% matches and told 

them they were excellent 

90% matches. Sure 

enough, it turned out that 

people acted in line with 

perception, not reality. To quote OkCupid: “The mere 

myth of compatibility works just as well as the truth.” 

So yes, the experiment worked well enough in terms  

of theory. But ethically, it has to go down as a  

massive failure.
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We asked 800 business decision-makers what they 

consider to be the most important drivers of growth.

Digital experimentation/testing

Analytics

AI

Automation

35%

AVERAGE

41% 36% 33% 31%

How concerned are global businesses by digital disruption?

Very concerned

Moderately concerned

Slightly concerned

Not concerned at all

Strategies To Avoid Disruption  And Become A Digital Dominator

Digital is not a trend or a nice-to-have or an afterthought. It’s a permanent 
shift in customer behavior. It’s the modern state of being. So forget about 
good things coming to those who wait: businesses that hang back to see 
what happens are losing customers to the digital disruptors taking the lead.

1 2 3 4 5
Don’t get left behind. 

It’s time to join the ranks of the Digital Dominators – and our research shows there are  

three main routes to getting there.

Experience Experimentation
Experimentation is both a mindset and a methodology. And it’s an incredibly 

powerful tool that can help you identify needs, answer questions and guide you 

to the right business decisions. Our 2019 survey of European business leaders 

found that 91% see value in digital experimentation. By testing a hypothesis you validate or 

refute a hunch with hard data. And that’s when you start making constant improvements to 

deliver the digital user experiences that your customers love – and to which they stay loyal.

Deploy Your Data 
An abundance of customer data can overwhelm even the most well-prepared 

management teams. But if you have the capability to cut through the noise and 

identify real customer needs, the opportunities are huge. The same 2019 survey 

found that teams with mature experimentation programs implement 51% of their learnings. 

That puts them in the happy position of improving their digital customer experiences 14% 

faster than competitors who are just getting started.

Make It Personal
Customized experiences and recommendations are the new norm. The 

chances are you’re collecting data on your customers. Well, now it’s time to use 

it. For example, over 60% of millennials share personal data to power product 

recommendations that match their needs. These kind of customized experiences can have 

a significant financial impact on your bottom line, so get ready to get personal.

Together these actions can propel your business forward while effectively 

fighting off challengers. Waited long enough? Scan the QR code to open a 

world of background information, research, case studies and inspiration.



Can you solve these 

MATCHSTICK
PUZZLES?
Solve the puzzles without breaking any matches
(or anything else for that matter).

Create three squares by moving three matches.

Then, starting again from the picture below, see if you 

can create two squares by removing two matches.
1

Can you make the equation true by moving just one match? 

Before you smile in victory, there are at least three different ways 

of completing this challenge. Can you find them all?
2

Client-side experimentation through 
a Javascript snippet

Marketing or growth teams who want to enable anyone on your 
team to create experiments with a visual editor, without the 
need for code releases.

Product development teams who want to experiment 
deeply in a product, with minimal performance impact, 
and across multiple channels.

Server-side experimentation through 
developer SDKs

Optimizely Web Optimizely Full Stack

Developers required  Many product teams choose to 
experiment server-side, since developers are needed 
to set up any experiments that include new code to be 
deployed on company servers.

Focused on improving interfaces  Client-side experimentation 
is the fastest way to test how an experience looks and
feels: layouts, messaging, colors, and more. 

Deep experimentation in any application  Server-side 
experimentation can be used to test how a product 
works, including underlying features, business 
transactions, algorithms, etc. 

BEST FOR

ACCESSIBILITY

DEPTH

No code releases required  New experiments can be 
created and deployed without doing a code release 
through Optimizely’s Javascript snippet.

Code releases required  Any new experiment code 
must be deployed through a server code release, 
subject to standard practices like 
code review, QA, monitoring, etc.

CLIENT-SIDE SERVER-SIDE

DEPLOYMENT

Conversion rate optimization  Traditionally used 
to optimize conversion rates in marketing or 
purchase funnels. 

Product success  Enables teams to optimize products 
and logged in experiences for engagement, retention, 
usage, and lifetime value.

GOALS

DEVELOPER

Accessible to everyone  Many experiments can be created 
using a WYSIWYG visual editor, providing access to 
non-technical members of the organization.

Get started with client-side or server-side
experimentation today. Scan the QR code:

Client-Side or Server-Side

Experimentation?
Both offer distinct advantages depending on the needs of your organization. Use our guide  

to determine which method(s) of running experiments is/are right for your team.

Experiments 
that went 
wrong
Sir Alexander Fleming

Failure rating: 1/10

We write the year 1928. Alexander 

Fleming, a Scottish researcher,  

is experimenting with the influenza 

virus at the Inoculation Department 

of St. Mary’s Hospital, London.

Often described as a careless 

lab technician, Fleming returns 

from a two-week vacation only to 

discover that mold has developed 

on an accidentally contaminated 

staphylococcus culture plate. Doh! 

Except… when he examines the mold 

more closely, he notices that the 

culture seems to prevent the growth 

of staphylococci. Penicillin is born.

Fleming later wrote: “One sometimes 

finds what one is not looking for. I 

certainly didn’t plan to revolutionize 

all medicine by discovering the 

world’s first antibiotic, or bacteria 

killer. But I guess that was exactly 

what I did.”

To date, penicillin has become the 

most widely used antibiotic in the 

world. As we say here at Optimizely, 

there’s really no such thing as failure.
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A partnership in 
experimentation –  
in their own words
Optimizely has become the experimentation partner of choice for many 
software companies around the world. Take Salesforce for example.  
Salesforce + Optimizely have opened up unlimited exciting and 
transformational possibilities to deliver clear, insightful and actionable  
views of customers. We spoke to Salesforce to hear their side of the story.

Salesforce on… Salesforce
 

Mark Yolton, VP Digital and Interactive: One of the challenges we face is paralysis in 

decision-making. We can discuss, debate, hypothesize about what our customers might 

want from us or how they might behave, but we never really know until we test it – and 

testing gives us that objective truth.

 

Eric Stahl, SVP Digital Experience: Every day, millions of people visit Salesforce.com.  

We believe behind every click, every webpage and every email you have to remind yourself 

it’s a customer. The more we can build deep empathy for that person, the more successful 

we will be.

 

Areej Bazzari, Director, Digital SMB & Lead Optimization: We’re a company that prides itself 

on innovation. We like to move fast. We like to try things. Even if they don’t work, we learn 

from them we get up we try it again and we get it right.

  

Salesforce on… experimentation
 

Denny Kao, Director, Strategy & Analytics: Experimentation enables us to understand how 

we can personalize our experiences, revolving around the things we can learn from our 

customers through experimentation and feeding that into our personalization strategy.

 

Eric: You need to test and optimize your way forward. Find ways to take a scientific approach 

to these things and not just who has the loudest voice in the room to tell you what they think 

it should be.

 

Brandon Brackett, SR Manager, Digital Experimentation: It is imperative to create the best 

experiences and to make sure we’re focusing our testing efforts on the right locations of 

our site. By adopting a strong experimentation framework, we have been able to test in the 

right areas.

 

Salesforce on… mindset
 

Eric: I am pushing my team every day not just to test small variations in color or a word in 

the message. I’m looking for big radical ideas, because there’s no finish line when it comes 

to continuous testing, experimentation, optimization and giving our customers a better 

experience.

 

Areej: We have just barely tapped into what experimentation can do for us. And I think when 

we have the customer at the center of everything, that gives us more responsibility to do 

more and push ourselves. And I think the sky’s the limit.

 

Salesforce on… the future
 

Mark: The future of digital is massively personalized. Individuals are going to expect that 

websites, mobile experiences, social media, e-commerce are all customized specifically to 

their needs, wants preferences. The way we get there is through experimentation.

 

Salesforce on… Optimizely
 

Areej: I think one of the major things that I’ve seen that has changed since our partnership 

with Optimizely is the number of tests that we do, the sophistication of those tests. We’re no 

longer just testing simple things, it’s no longer just A/B testing. We’re able to answer more 

complex questions. And I think the biggest change is that we have a partner now, not just a 

tool.

 

Mark: The customer success manager and the team helped us to get up and running and 

to adopt best practices. So we don’t just get a platform, we get an entire team of people 

including our account executive who we love, and a bunch of other folks who make sure 

we’re successful when we implement and operate and optimize.

 

Brandon: It’s the support that we have through Optimizely to really keep us in check and 

guide us through our program and to make sure as an infant program that’s growing and 

scaling that we are on the right track for success.

 

Thanks to everyone at Salesforce for taking the time to speak with us. 

If you want to read more about Salesforce & Optimizely,  

including the Optimizely for Salesforce app, scan the QR code:



tips for making the 
most of experimentation
There’s no doubting the value of experimentation – Optimizely generated 
an estimated $870 million in direct incremental revenue for our customers 
in the last 12 months alone. Hopefully you’re getting a piece of the action, 
but can you be doing even better? These three proven tips will help to make 
sure you’re making the most of your program.

1 2 3 4 5
How to use hypotheses to drive customer-centric development 

Ideas power experimentation. They can be big, they can be small, but they must be clear. 

What is the challenge that needs solving or the behavior that needs to be encouraged?  

How will you achieve this? And how will you measure success? 

A simple template can make it really easy for your teams to create a hypothesis that allows 

them to challenge their riskiest assumptions quickly, consistently and methodically. In 

doing so, it can be a key driver for establishing a culture of experimentation across your 

entire organization. Your template could look something like this.

How to get your teams excited about experimentation 

We can never say it enough. An organization-wide culture of experimentation is essential to 

successful outcomes. So here are a few ideas to get you started.

Share results. A central hub, a monthly newsletter, a regular workshop or 

even physical office space all make great ways to communicate the value of 

experimentation.

Introduce the idea of experimentation into the ways you and your colleagues work 

together. That could be a dedicated #experiments Slack channel, an email alias,  

or a Google Doc.

Appoint experimentation champions in charge of sourcing experimentation ideas, 

facilitating the execution, and analyzing the results.

Set experimentation goals and hold people accountable for them.

Make it fun! Celebrate the rollout and results of new tests in creative ways. For 

example, at Optimizely we play a sound byte from Ludacris’ “Rollout” to kick off new 

experiments. 

Hold polls or competitions asking colleagues to vote on the outcome of an 

experiment, like guess the winner. You could even award a prize. 

How to gain more insights from your tests – instantly

Not every experiment will generate a clear winner or insight, but you can certainly stack  

the odds in your favor. 

Optimizely’s Global Head of Strategy, Hazjier Pourkhalkhali, has studied the correlation 

between number of variations and win rate – and what he found is actually quite 

remarkable. 

When Hazjier looked at tens of thousands of real-world experiments run on Optimizely, he 

discovered that over 75% had just two variations. Then he looked at win rates and saw that 

those experiments with the fewest variations performed the worst. Drilling down a little 

deeper, Hazjier worked out that testing four variants against a control could nearly double 

the win rate compared to testing a single variant. 

Okay, so the lesson is clear – more variations equals higher win rates. But what if you don’t 

have the traffic to test so many? Well, just be bolder with the ones you do test. Try making 

larger changes, deeper in your stack and closer to the key actions you’re looking to drive 

among users.

Experimentation is a constant process of testing, learning, defining and refining. These 

tips are just a few of the ways you can make sure that your program is working as hard as 

possible for your organization.  And if you want to have a chat about where to go next, or you 

haven’t yet got your program underway, we’re here to guide you every step of the way.

Tip

1 2 3 4 5

Tip

1 2 3 4 5

Tip

1 2 3 4 5
Theory Based on [prior] we believe [condition] for [users]  

will encourage them to [behavior]

We will know this when we see [effects] happen to [metrics]

This will be good for customers, partners and our business 
because [motivation].

Validation

Objective

2 variations

3 variations

4 variations

5 variations

≤ 6 variations

25%

+32%

+48%

+71%

33%

37%

44%

43%

+75%



Can you find the WINNING VARIATION in this A/B test?

The compound 
effect of the improvements 

you are able to make thanks 
to frequent experimentation 

can have a huge effect on your 
revenue. In this A/B test, 
are you able to find the 

winning variant?

A

B



Matchstick puzzles  |  page 28

Winning experiments  |  page 24 Wich cup fills first?  |  page 25

Type of company
Last experimented 

on this element

Average number 

of experiments

Winning color in

latest experiment

Online retailer Checkout page 10 Black

Travel agency CTA button 3 Blue

News website Registration form 20 Yellow

Bank Headline 12 Red

High tech 

company
Homepage 4 Green

1

2

Maze  |  page 34

The anwser is: A

The winning variant is: B

B

A

C

G

E

D

F

B

A

Solutions
Done experimenting? Check if you got it right on this page and the next!

Word Search  |  page 3 Sudoku  |  page 8

Test your knowledge  |  page 20
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Word directions are formatted with these colors:

2 7 9 4 6 3 1 8 5

8 5 6 2 1 7 3 9 4

3 1 4 9 8 5 7 6 2

7 8 1 5 3 4 6 2 9

4 6 2 8 7 9 5 1 3

9 3 5 6 2 1 4 7 8

6 9 3 1 4 8 2 5 7

5 2 7 3 9 6 8 4 1

1 4 8 7 5 2 9 3 6

1 Nicolaus Copernicus

2 Philip Zimbardo

3 Nikola Tesla

4 Benjamin Franklin

5 Charles Darwin

6 Erwin Schrödinger

7 Google’s Marissa Mayer

Spot the seven differences  |  page 21
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