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Figure 2.2 (1) Control: the old checkout page. (2) Treatment one: coupon or gift
code field below credit card information (3) Treatment two: coupon or gift code as
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3 Post-Experiment stage



=i
=

121
0x

=P\

[

{44 & O BN BEd HAsanity checks) £ Al

OF

I}

HIOIEl S& AIH(AZ] 213 JIEHIE XI]) 3

« SRM(Sample ratio mismatch): g &= HI=Z 0

22 23 JIEHIE K H SE

« MOIKI 2 AlIZE MZ22 DIENA S5 Mo [{=Ir?



+ JIET Als &3, QI3 = GIOIE! XI2I0I 2RITH QUCHs =

I =] 2 — = o
« = Al ANE AME|E £~ BlS

]
O
1
il
-
g
m
|O

» Gupta et al, 2018 p.10 4) Verifying data quality &4

| AHLH 2 eE52HE=2 SRMO| Ed Al 28 &2

57


https://doi.org/10.1109/ICSA.2018.00009

H/K-I }\|II-

-1

Table 2.1 Results on revenue-per-user from the checkout experiment.

Revenue-per- Revenue-
user, per-user, Confidence
Treatment Control Difference  p-value Interval
Treatment $3.12 $3.21 -$0.09 0.0003 [4.3%,
One vs. (-2.8%) -1.3%]
Control
Treatment $2.96 $3.21 -$0.25 1.5e-23 [-9.3%,
Two vs. (=7.8%) -6.3%]
Control

H 2 0K &&ol 2-H& 128

21 (Source: Kohavi, Tang, and Xu 2020)
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Figure 2.4 Examples for understanding statistical and practical significance when
making launch decisions. The practical significance boundary is drawn as two
dashed lines. The estimated difference for each example result is the black box,
together with its confidence interval

TN BHA QO AR2E QO (EM) (Source: Kohavi, Tang, and Xu 2020)
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