MedData act

ABCs of A/B Testing: 9 Ways to
Optimize Your Email Campaigns




MedData 6oy~ ETS3LCTL

Table of Contents

Introduction 3
Find a Winner >
Having a Clear Goal for Each Test 11

A/B Testing Tips 14




Introduction

As a healthcare marketer, the success of your campaign greatly depends on
understanding the behaviors of your target audience. For example, knowing the best
days and times that physicians and other healthcare professionals open emails, as
well as what subject line styles resonate most can make the difference between a
successful demand generation program and barely hitting the mark.

With the market always changing, what worked in the past may not be what works
today. Continually testing the variables within your email campaigns will help you
maximize your demand generation efforts.
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Introduction

Testing is essential for optimizing your email campaigns; you want to find the
combination of design and content that does the best job of enticing your audience
and spurring them to action. After all, connecting with customers requires both art
and a science, and finding the right way to reach them can be a challenge. Brilliant
concepts and executions are obviously important, but they’re only the beginning
when it comes to developing successful marketing campaigns.

You can’t count on what worked in the past; market conditions change, and so do
your buyers. Automated email testing lets you take some of the risk out of trying

new things. It gives you the data you need for decision-making, so you can develop
and evolve your campaigns with more confidence.
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Find a Winner

When you run an A/B test, you’re trying to find out whether By testing each version
version A, the control version, does better or worse (according with a small sampling of
to your metrics) than version B. By testing each version with a your target audience,

small sampling of your target audience, you can quickly
determine which design and copy combination will likely get
the most conversions before launching your larger campaign.

you can quickly
determine which design

and copy combination
For example, you can discover whether a call-to-action like will likely get the most
“Learn More” or “Get Started” resonates better with your conversions before
target segment. The better the response, the higher your launching your larger
return on investment. campaign.
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Find a Winner

Using A/B testing, you can experiment with any
aspect of an email that might have an impact on
conversion, such as:

1. Subject line: This is probably the most common
A/B test. Remember to look not only at open
rates, but also at click-throughs and conversions.
Sometimes the email that gets the most
conversions isn’t the open that gets the most
opens.

1. From address: You can test whether sending from
a named individual (such as the CEO) consistently
boosts opens and click-throughs vs. a generic
From address like “Newsletter.”
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Find a Winner

3. Pre-header: Test to see whether an email performs better when there’s a
pre-header. How much better? You can determine if a link in the pre-
header drives more responses, as well. Too often pre-headers are used only
for “View this email in a browser. ”"Test using this real estate instead as a
continuation of the subject line. It may optimize response, particularly for
recipients who have images turned off and/or use preview panes.

Example:

FORGET THE PILLS! Electronic aspirin could solve patient headaches. LEARN MORE

mobile site / view in browser / learn about our products

This email header provides an incentive to click as well as a link, while also
offering a mobile and online viewing experience.
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Find a Winner

4. Format: Does a bolded call-to-action get results? What if

it’s underlined as well? Should you make the font a Try out different
different color? Testing can tell you. configurations of
. - . your link text, like
4. Buttons: Color, size, label, positioning, or even something “Download the email

as arcane as whether or not a button has a drop shadow

can all make a big difference in click-through rate. best practices

eBook” vs. “Get

5. Link text: Try out different configurations of your link text, better results on
like “Download the email best practices eBook” vs. “Get every email
better results on every email campaign.” campaign.”

6. Content: Test any other copy elements such as headings,

benefit statements, customer testimonials, or product
descriptions.
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Find a Winner

8. Images: Does a photo of happy people on a
sailboat outperform the photo of a beautiful
beach? There’s only one way to find out.

9. Prices: Discover if your audience responds better
to certain price points, and test discount
strategies like “Get 25% off” vs. “Save $200.”
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Have a Clear Goal for Each Test

One key benefit of A/B testing is that it
delivers unambiguous results — a single
variable (subject line, let’s say) is tested via
two possibilities, A and B. The results are
quick, clear, and effective. You are
comparing how your email recipients
respond to one version against how they
respond to a single variation. The results
show in a concrete, measurable way which
of the two alternatives delivers the better
results.
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Have a Clear Goal for Each Test

People do sometimes create A and B version that have multiple differences; this will tell
you which email performs better, but not necessarily why. Try to limit the variables if you
want to answer a specific question. For example, if you want to know whether phrasing
a subject line as a question works with a particular segment, you might keep it as similar
as possible to the control:

Get Tips for on the New Wave of EHR

VS.
Are You Ready for the New Wave of EHR?

Notice we’re not testing the control against something very different like, “Are you fed up
with EHR?” That’s because our stated mission was to determine whether or not a question
format gets more people to respond. If we wanted to test whether a positive message
works as compared to a fear-based message, then we could use a scarier subject line. It’s
important to have a clear goal in mind when creating an A/B test. Otherwise, you'll just be
throwing out ideas to see what sticks. (Of course, that’s still better than not testing at all.)
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A/B Testing Tips

Here are some additional tips to help you get the most out of

your A/B testing strategy. Don’t let your
personal preference
be your guide — trust
the test outcomes. .
The winners are

> Synch up your tests. If version A goes out this week and
version B runs next week, it’s not a true A/B test. Version A
might have performed better, but only because version B
was sent during a holiday weekend. It might still give you "~
some insight into trends, and it’s better than nothing, but often surprising.
ideally, the tests should run at the same time for exactly the
same amount of time. Marketing automation makes it easy.

> Listen to the data. Don’t let your personal preference be
your guide — trust the test outcomes. The winners are often
surprising. If the call to action button that you personally
think is ugly gets the most results, then don’t be afraid to
use it. If you’re sure people love pictures of puppies, and yet
the results show kittens win every time, go with the facts.
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A/B Testing Tips

> Take the right amount of time. Let your test run long enough (and to a big
enough audience) to get statistically meaningful results. But don’t run it
for too long — the poor performer could be costing you conversions. If you
want to maintain higher conversion rate during a test, you might want
to something (like Act-On’s Optimize for Conversions feature), that makes
it possible to direct more traffic to the best-performing execution, rather
than an even distribution.

> Keep it simple. It’s a best practice to test one element at a time. If you try
out a new button color and you also change the headline, you won’t know
which one caused the uptick in conversions. If you are pressed for time,
you can certainly test version A against version B and go with the winner.
(Your insights won’t be as granular but at least you’ll improve results.) You
might also want to test how a plain-looking email (an HTML email with
basic text and no graphics) performs against a polished, designed message.
Sometimes simple really is better.
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A/B Testing Tips

> Make it an ongoing thing. You'll want to
keep testing on a regular basis, since the
effectiveness of any element in your email
(or landing page) can change over time.

How can you be sure which test won? Get an in-
depth look at determining the confidence level
for email A/B testing, and find out how to
interpret the results of your tests.

Email optimization is a continual quest of
discovery and refinement. A/B testing is a tried-
and-true method for uncovering what works ...
and what doesn’t. It doesn’t always have to be
complicated, but it should be an integral part of
your development processes.
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https://blog.act-on.com/2014/10/version-won-understanding-confidence-level-email-ab-testing/
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About MedData Group

MedData Group provides demand generation and data services
to providers of healthcare technology, medical devices,

medical education, and others looking to engage with hard-to-
reach physicians and other healthcare professionals by using a
fundamentally unique approach.

MedData Group publishes Medical Product Guide, the
industry’s go-to resource that provides clinicians and
healthcare professionals with meaningful vendor, product and
industry information. By distributing meaningful content to
healthcare professionals, we are able to collect more data,
glean deeper insights, and reach larger audiences than any
other demand generation service. Using behavioral analytics
and big-data techniques, our proprietary content and lead
management system produces unrivaled insights that we apply
to best-in-class marketing practices to achieve unmatched

results towards helping our clients reach their business goals. Me["]ala Gmuu mm
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About Act-On

Act-On Software delivers cloud-based integrated
marketing automation software. Marketers can manage
all of their online marketing efforts from a single
dashboard that can be seamlessly integrated with CRM
so that sales can have access into various marketing
functions. Act-On's fresh approach to marketing
automation gives its users full functionality without the
complexity other systems impose, and makes campaign
creation and program execution easier and faster.
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