How multivariate testing

can optimize mobile marketing

ith 75 percent of the 250
s ’s/ million-plus U.S. mobile
subscribers able to access

the Web, now is the time for success-
ful mobile marketing.

But with more than 220 different
commercially available mobile de-
vices in the U.S. alone, how can mo-
bile content and ecommerce
providers possibly hope to discover
what works best for increasing con-
version rates? What turns browsers
into buyers, viewers or subscribers?

Even with the different technical requirements of the third screen,
it is possible to easily and effectively increase your mobile conversion
rates with multivariate testing.
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In fact, mobile optimization using A/B and multivariate testing has
been proven as one of the most effective and immediate methods to in-
crease sales volume, improve conversion rates and boost lead-genera-
tion efforts.

Create test campaigns that will optimize your mobile offerings

Discover what works by testing elements such as image size, image
choice, specific words or phrases, placement, design, graphical ele-
ments, headlines, colors, variations in functionality or dynamic con-
tent. You can use mobile multivariate testing to:

* Stop the "back-button urge" by improving landing pages.

* Target and optimize product searches.

* Constantly test and improve the check-out process.

» Segment and target visitors.

Look for a provider that will enable you to non-intrusively test both
static and dynamic content

When you are shopping for an optimization solution for your mo-
bile media, there are nine criteria to look for when choosing a solution

that will help you maximize your mobile content and com-
merce strategy:
1) A testing solution that does not rely upon JavaScript
or cookies.
2) No need to rely on IT or make site content changes.
3) Ability to test static and dynamic content.
4) Wizard-driven test campaign creation to easily launch
complex multivariate tests.
5) Automated test scheduling.
6) Unlimited content control and variations.
7) Advanced segmentation and behavioral targeting.
8) Deep interaction measurement to track user behavior.
9) Real-time reporting and analysis.
10) Web and mobile analytics integration.

While marketers can test what works or doesn’t work on their reg-

ular Web site content, it is nearly impossible to test with
mobile content.

That’s because many mobile devices do not support JavaScript or
accept cookies, making it impossible to use JavaScript-based testing
solutions or cookies to track user behavior. The result is that you may
be unable to test and target these mobile device users.

Solutions available on the market enable you to non-intrusively test
multiple variants of your mobile user’s experience to understand what
content delivers the optimal conversion rates — helping you persuade
your mobile users to make purchases, register for new accounts or
adopt self-service functions — without JavaScript, cookies or intrusive
site changes.

Bottom line: Continuously use controlled, scientifically sound test-
ing methodologies to understand which content most effectively per-
suades and engages consumers, and then act upon the results. Simple,
incremental changes often can yield the best results. l
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