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Testing	
  —	
  Simple	
  Case	
  Studies	
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1. Facebook	
  Advertising	
  (ads	
  and	
  click	
  through)	
  
 

The	
  two	
  ads	
  

 

The only difference is the image. 
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The	
  results	
  

 
Scenario 1: 95%.1% confident the first as was a winner. 
Scenario 2: 75.3% confident the first ad was a winner. 

0.042% 0.041%

0.105%
0.063%
0.056%
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What	
  this	
  means	
  

 

502 clicks at €319.89 is 62.8 cents per click (about 53 pence). 
This translates to 70.78 leads at €4.52 per lead (see below). 
Q: Is that good or is that bad? 
A: It always depends. 
Example: if I have a downloadable product selling at €37 and it costs 

me €5 in processing fees then I have to get a conversion to sale rate of 
15% to cover my costs: 

100 leads costs me €452. 
At €32 profit times 15 is €480. 
This is simplistic and doesn’t take into account LTCV) 
Is 15% doable? 
Definitely. My last promotion for my wife converted at 37%. 

What	
  testing	
  showed	
  me	
  

In a previous test (not shown) I sent traffic to a Facebook Fan page. 
The result was a cost per lead of €21. Much too high given the 

numbers I’m aiming at. 
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2. A	
  weber	
  optins	
  
The	
  landing	
  pages	
  

Two versions of the page, split tested with Google Website 
Optimizer: 

 

Here’s what the Optimizer is telling me: 
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The important thing to note is the disparity at the beginning. 
It’s important to leave tests running until you have statistically 

significant results. 

 

Got an evens chance of beating the original. 
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The	
  Numbers	
  (from	
  Aweber)	
  

 

1. Is from article marketing traffic and some SEO. Very highly 
qualified and a very high optin rate (some other pages I have 
convert at 67%). 

2. Is from the ads we’ve just seen with an Irish audience. 
3. Is from the same ads but with a UK audience.  

Lesson: you MUST test for every scenario! What works best in one 
place may not work well in another! 

1

2

3
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3. Email	
  marketing	
  

Subject	
  lines	
  

 

 

The only difference in these two split tests was including the name of 
the list in brackets at the beginning of the Subject line. 

In one case it increased opens (with 99.96% confidence), in the other, 
it didn’t (less than 10% confidence though because of the small sample 
size). 

Again the Lesson: you MUST test for every scenario! What works 
best in one place may not work well in another! 

You can (and should) split test clicks and sales from your emails, too. 
In a recent promotion to a sub-list of 537 we got the following: 
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All in all it converted to 200 sales, a conversion rate of 37% (with a 
223-word sales letter) 

We were able to achieve this because of TESTING – knowing with 
high confidence how our audience will respond to certain subject lines 
and body content. 


