How Anaconda powers growth with
Meta-style experimentation
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WHY HOW WHAT THE FUTURE

Anaconda:
The World’s Trusted Open Ecosystem for Al and Python
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WHY

How can | prove that
marketing “works?” ~ +




Francis Bacon

Is often considered "the father of modern
science” since he proposed
a new combined method of

1. empirical experimentation and

2. shared data collection

so that humanity might finally discover
all of nature's secrets and improve itself!!

-.



https://www.worldhistory.org/Francis_Bacon/

WHY HOW WHAT THE FUTURE

Experimentation empowers you to (im)prove your impact

+

Start with your insight

Start with real customer insights (event
data, cust. interviews, etc.) . .




WHY HOW WHAT THE FUTURE

Experimentation empowers you to (im)prove your impact

+
“~YOU'GET'AN‘EMAIL

—— © . “ANDYOU'GET~
AN EMAIL

AND YOU GET

-

QEVERYBODY GETS AN/EMAIL

Start with your insight Design your hypothesis

Start with real customer insights (event Build and test experiences to solve for
data, cust. interviews, etc.) customer pain points and needs. !




WHY HOW WHAT THE FUTURE

Experimentation empowers you to (im)prove your impact

“~YOU'GET'AN‘EMAIL
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AND YOU GET

QEVERYBODY GETS AN/EMAIL

Start with your insight Design your hypothesis Measure your impact

Build and test experiences to solve for Review impact to KPIs and color with

Start with real customer insights (event
customer pain points and needs. qualitative feedback

data, cust. interviews, etc.)




HOW WHAT THE FUTURE

~— Does emdil
onboarding drive
product activation?



WHY

HOW WHAT THE FUTURE

Does email onboarding drive product activation?

+

(
Start with your insight

Many of our users do not
activate their accounts.

.

\

a )
Design your hypothesis

If users receive onboarding
emails,

then they will activate their
accounts faster,

because more frequent emails
will keep users engaged.

\. J

4 )

Measure your impact

Can we increase the number of
new registered users who
activate their accounts by
taking a meaningful action?

\_ _/




WHY HOW WHAT THE FUTURE

Does email onboarding drive product activation?

T
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WHY HOW WHAT THE FUTURE

Email marketing works!?!

Percent Lift for Num of Fully Activated Registered Users

Y Standard and @ Accelerated vs. @ Control

©) Non-CUPED
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20%

0%

Percent Lift

-20%

-40%

-60%

2 O 0/ Onboarding emails drive
o increased ongoing product

engagement

Lift in Activations
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A strategic framework for your
experimentation program+




WHY

HOW

WHAT

Your Experimentation Starter Pack

THE FUTURE

4
( N[ ( )
Define your Practice generating Assemble your
KPI funnel hypotheses for measurement
testing strategy
\ J \\ \ V.




WHY - WHAT THE FUTURE

Start with KPIls: What moves your business?

PLG Funnel Metrics

Registered Users

Activated Users Fully Activated Accounts

New Subscribers

New Subscribers
Retained Subscribers
Upgraded Subscribers

Churn & ARR

Upsell Revenue & NRR




WHY HOW

WHAT

Build a sequence of hypotheses to test

Hypothesis: If

Example:

,then

, because

If If users receive onboarding emails every 2 days for the first two weeks,

then they will activate their accounts faster than those who receive emails every 3—4 days or no emails at all,
because more frequent emails will keep users engaged and help them quickly see the value of Anaconda Cloud.

Example Experimentation Tracker

Tr Experiment Name v Hypothesis v | © PLGStage v O KPI v kPl

If users receive onboarding emails every 2 days for
the first two weeks, they will activate their accounts
(user has clicked on Cloud Learning and Cloud
Notebooks) faster than those who receive emails
every 3-4 days. We will also have a control group
that receives no emails, to see if users can activate
their accounts on their own. The idea is that more
frequent emails will keep users engaged and help
them quickly see the value of Anaconda Cloud.

Positioning the Anaconda Assistant as a primary
benefit with supporting visual demonstrations &
iconography will significantly increase account
creations among Navigator users by making the

immediate value more tangible and reducing
frictinn in tha danician malina nranace

Frequency Test - Onboarding
Campaign (Free users)

Anaconda Navigator Account
Creations Experiment v2

Activate

Acquire

v

Secondary

v Priority
Fully
Activated v  CTR ¥ (High
Accounts
Registered _  Registered _ .
Users Users

v O Status v

v

-

Complete ~

Not started v

Est. LOE v

M

M

THE FUTURE

Est. Impact v


https://docs.google.com/spreadsheets/d/1ukrW5pTWXBiN-AVHcueLkpOP-GfA9_pT4ZXJLrNjh1c/edit?gid=1119642308#gid=1119642308

M hightouch
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WHY - WHAT THE FUTURE

Plan your measurement process and
implement required tech

Create distinct See audience Measure key Do statistical
audiences insights conversions measurement
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With a strategy in place, use

your tech stack to take action




WHY HOW - THE FUTURE
Hightouch

Enabling marketers with the power of data and Al to
create amazing marketing experiences

Your ecosystem

N




WHY HOW WHAT THE FUTURE

Hightouch
Self-serve audience building and analysis

< All audiences
Recent product views 2 Add sync

Users Updated 3h ago by %

Query Splits Syncs Traits Activity

<> Preview a destination S £, iai 1,974 members > Hide insights
Include in audience if customer... 4l Insights +
Has property (&) Country  equals USA - Select a chart to add to this audience
AND
- Overlap of
Performed Product viewed  at least 1time
Identify the amount of View a breakdown of this
overlap with another audience by property,
Within 7 days ago X specific audience. event, trait or relation
. O
Where Price  greater than orequalto 50 X
Where event property is. = Then performed.. W
Audience insight Funnel
AND Chart user and event data See this audience’s |
over time. conversions and where

users dropped off.

+ Add filter

=

Metric

Calculate values of metrics
segmented by this
audience.



WHY HOW WHAT

Hightouch
Self-serve experimentation with Splits

- 46

Split groups <+ Add split group Syncs
20% Holdout group © (/) >:°:< Holdout group logs
% o
80% only_iterable 2 w ° Iterable

<>

*+) Iterable x

THE FUTURE

+ Add sync



WHY HOW THE FUTURE

Hightouch
Example of using Splits across channels

Enable spiit groups @)

Split this audience into multiple groups to run A/B tests or measure incremental lift against a
I holdout group. Check out the docs for step-by-step instructions.

Split groups -+ Add split group syncs + Add sync

25% Holdout group @ (;/) 3% Holdout group logs
The holdout group is evaluated and recorded whenever this
audience is synced to a destination.

25% Facebook 2 o

3%  Snowflake
() snowflake x

@ Facebook Custom Audiences x

<>

¢ "Facebook", "Google", and "Linkedin" will be merged into one
list.

25% Google 2 juf A Google Ads

(5) snowflake x () Google Ads x &
[ Linkedin Ads |
25% Linkedin 2 juj .
G Facebook Custom Audiences
Template: Test FB Template
(©) snowflake x (=) Linkedin Ads x 3 |



WHY HOW WHAT THE FUTURE

Anaconda’s experimentation tech stack

(" )

ii r © © p
—@— ] A

Q@ Build & Split Audience Sync Splits to Tools > ?
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WHY HOW - THE FUTURE

What we’'ve unlocked
at Ahaconda

Value Adds

e Marketing teams can now
independently manage
experiments

e More structured learning &
deeper insight generation

A Marketers with Hightouch & Iterable A
e Better, more performant user

experiences
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Bonus

Al Decisioning unlocks
automated experimentation




WHY HOW WHAT
Hightouch Al Decisioning

Al agents work alongside marketers to run continuous
experiments for every customer and variable

OUTCOMES Xt Message: Welcome offer
s Stride & b

Exciting Loyalty Rewards for You : o oA

sl Purchases +43% Rt il {ipi=declaionisRersopalizedl©)
This user has the following attributes which have
ol Email Click +29% historically responded well to this decision:
i View Product +36% age:19  gender: Female
email_conversion_rate : Medium
H o,
. Email Open +38% discount_sensitivity : High
.|| Unsubscribe N% last_page_viewed : Product - In sync
Targeting User's top activity Click through rate

The target audience for this flow. Optionally hold out a
percentage to measure incrementality.

Swimming o

Target audience Holdout Weightiifting - TR

[AID] Winback audience & 20% Cycling [ RED
Sleep - 1 ¥

Marketers define Al agents deliver Agents learn &

goals & guardrails 1:1 experiences optimize on outcomes



Hightouch Al Decisioning
Marketers learn alongside the Al agents as
they continuously experiment across channels

“We saw more learnings In 6 weeks & ¢ » + (o)

| OVERVIEW  SLEEP  RECOVERY  STRAIN

incremental sales

with Al Decisioning than in the :
vs calendar emails

previous 12 months of AB testing. [

Now our marketers are focusing on
strategy, and creativity, not
operations.”

Aoife O'Driscoll
AVP, Lifecycle Marketing

uuuuuuu



Ctme visit the Hightouch booth!
+

Demo of
Hightouch Customers Hightouch

hightouch.com

perémarr  GameStop ()W,

Snaked!  =Autolrader

Connect with us for
slides from today!

WI-IOOP —'B— TAILORED BRANDS®

alec@hightouch.com



mailto:alec@hightouch.com
http://hightouch.com

Here’s how to fill out the session survey:

1. Download/Open the Activate app
2. Toggle to the Agenda tab
3. Tap on this session

4. Scroll to Engagement and tap Survey

BONUS

Complete the survey to earn
points you can redeem for prizes
at The Market @ Activate!

RECORDING WILL BE
AVAILABLE ON APRIL10TH!




