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Need?
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Presenter
Presentation Notes
- Bounded attention- and yet this attention is what we expect from people This talkPeople miss basic things.And yet they’re increasingly accountable for their own financial security.But, they’re ill-equipped to understand the complex issues that pension fund managers and experts handle.We’ll use behavioral economics to understand their biases, and what and how we can help through the application of nudges.
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8 *Mani, A., Mullainathan, S., Shafir, E., & Zhao, J. (2013). Poverty impedes cognitive 
function. science, 341(6149), 976-980.
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Presenter
Presentation Notes
Accuracy on the Raven’s matrices and the cognitive control tasks for pre-harvest and post-harvest farmers in the field study. (Left) Performance on Raven’s matrices task. (Middle and Right) Stroop task (measuring cognitive control) response times (RT) and error rates, respectively; error bars reflect T1 SEM. Top horizontal bars show test for main effect of pre- versus post-harvest (***P < 0.001). Mani, A., Mullainathan, S., Shafir, E., & Zhao, J. (2013). Poverty impedes cognitive function. science, 341(6149), 976-980.



9 *Mani, A., Mullainathan, S., Shafir, E., & Zhao, J. (2013). Poverty impedes cognitive 
function. science, 341(6149), 976-980.
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Presenter
Presentation Notes
These were a random sample of small farmers (with land plots of between 1.5 and 3 acres) who earned at least 60% of their income from sugarcane and were interviewed twice—before and after harvest—over a 4-month period in 2010. Our data show that farmers indeed faced greater financial pressures pre- as compared with post-harvest: They pawned items at a higher rate (78 versus 4%, P < 0.001, n = 462 participants) and were more likely to have loans (99 versus 13%, P < 0.001, n = 461 participants). On aver- age, farmers had 1.97 more loans before harvest than they did after it. They were also more likely to answer “Yes” to the question, “Did you have trouble coping with ordinary bills in the last fifteen days?” before harvest than after (1.62 and 1.76, respectively, on a 3-point scale, where 1 corre- sponded to low ability and 3 to high ability to cope; P < 0.001, n = 462 participants). Being poor means coping not just with a shortfall of money, but also with a concurrent shortfall of cognitive resources. The poor, in this view, are less capable not because of inherent traits, but because the very context of poverty imposes load and impedes cognitive ca- pacity. On Stroop, they took an average of 131 s to respond to all items post-harvest, as compared with 146 s pre-harvest (P < .001, n = 452). In addition, the average number of errors the farm- ers committed was higher before harvest than after (5.93 versus 5.16 errors; P < .001, n = 453). 
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WHY JAMAICANS DON’T SAVE

• Optimism Bias: 63% of Jamaicans demonstrated a positive 
attitude toward saving for the future

• the low return on savings that most people perceive they 
will get on their deposit

• to avoid tax and bank fees
• to ensure that they have immediate access to their funds
• to avoid the perceived tediousness of opening an account
• many people are also apprehensive about banking because 

of their genuine fear of navigating financial institutions
• SHORT TERM THINKING, avoidance, procrastination, impulsivity

• Who wants to pay attention to retirement savings?

Presenter
Presentation Notes
The long list of excuses and reasonshttp://jamaica-gleaner.com/gleaner/20131202/lead/lead4.html
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Principles of NudgingTraditional ways to influence behavior: 
Education, Sticks, Carrots….

Presenter
Presentation Notes
In some cases, taxes may unintentionally give an individual “license” to engage in certain beahvours. In other cases, the taxes and penalties might not be psychologcially painful enough to result in the desired changed. Or fees – like Gneezys reearch on the daycare fines.
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SAY DO DO

Education

Presenter
Presentation Notes
The sample is active 401(k)-eligible employees at company locations that offered financial education seminars from January-June 2000. Actual changes in savings behavior are measured over the period from December 31, 1999 through June 30, 2000. Planned changes are those reported by seminar attendees in an evaluation of the financial education seminars at the conclusion of the seminar. The planned changes from surveys responses of attendees have been scaled to reflect the 401(k) participation rate of seminar attendees. The financial education data from this company are unique in that seminar attendance was tracked in a way that made it possible to match seminar attendance to administrative data on both previous and subsequent savings behavior. We have data the individuals who attended financial education seminars between January 1 and June 30, 2000, and on the 401(k) savings choices of all employees at this company on December 31, 1999, before any of the seminars were offered, and on June 30, 2000, by which time the seminars had been offered at 42 different locations. One-third of the employees at the company work at these 42 locations, and about 17 percent of employees at these locations attended the financial education seminars. Table 5 presents some very basic statistics on the planned changes in savings behavior that attendees of the financial education seminars reported, along with the actual changes in savings behavior that were made subsequent to the seminars. The statistics in Table 5 paint a somewhat more muted picture of the impact of financial education on savings behavior than has been estimated in the previous literature. In an evaluation of the financial education seminars given to attendees at the conclusion of the seminar, attendees were asked, “After attending today’s presentation, what, if any, action do you plan on taking toward your personal financial affairs?,” followed by a list of choices (with multiple responses allowed). 71 percent of those attending the seminars filled out and turned in these evaluation forms.30 Of those who filled out the evaluation, 12 percent reported that they intended to start contributing to the 401(k) savings plan. But 88 percent of seminar attendees were already participating in the 401(k) plan, so virtually all of the non-participating seminar attendees planned to enroll in the 401(k) plan. By June 30, 2000, however, only 14 percent of the non- participating seminar attendees had actually joined the plan, and some of these individuals would likely have enrolled in the 401(k) plan without the availability of a financial education seminar (as did 7 percent of the employees who did not attend the seminars). Of those seminar attendees who were already participating in the plan, 28 percent reported plans to increase their 401(k) contribution rate, 41 percent reported plans to make changes in the selection of their investment choices within the 401(k) plan, and 36 percent reported plans to change the fraction of their money allocated to the various 401(k) investment choices. By June 30, 2000, however, only 8 percent of 401(k) participants attending the seminars had increased their contribution rate, while 15 percent had made changes to their investment choices and 10 percent had changed their fund allocations. While the fraction of seminar attendees making such changes is slightly higher than the fraction of non-seminar attendees, it is substantially below what the attendees reported they planned on doing. One could certainly argue that the low rate of actual changes relative to planned changes results from the fact that the data used to observe the plan changes is, for employees at some locations, not long after the actual financial education seminars. However, there is relatively little correlation between the fraction of seminar attendees making changes to their 401(k) savings behavior and the length of time between their seminar and June 30, 2000. It appears that seminar attendees either make changes almost immediately or not at all. 
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Sticks

Presenter
Presentation Notes
One of the challenges of educating people is [that] the baseline message can be depressing," said Don Hess, head of product development for J.P. Morgan Retirement Plan Services.The company at one time relied more on blanket and fear-based messaging, telling employees how much they were on track to have in retirement and how much that left them to make up if they wanted to have a secure retirement—the gap was typically large. "That message worked horribly," Musto said, because it shows the company doesn't know their personal life situation. "Who could make up that amount?" Hess agreed. "A simple question around what the participant will draw down in retirement will have an answer that is radically different, based on age and family history and Social Security and the tax basis of money in retirement." Now J.P. Morgan Retirement Services uses a less judgmental approach, focusing on the concept of "social norming" or, in plain English, showing your progress relative to your peers and, if they are on track to be successful savers, showing you how they got there."We don't say, 'This is what you need'; we say, 'Here is what you are on track to achieve, and if you were to increase by 2 percent, that number would change to y,'" Musto said. "It's not frightening them."4. ... But fear and greed do still work as a motivator when tailored to the individual.Nevertheless, if you personalize your message to certain age groups, fear and greed will indeed make an impact, Musto said. In other words, greed is a better message for the 20-year-old, and something closer to fear, if not fear exactly, is a better message for the 50-year old."For the 20-year-old ... it is about what you could have if you participate," Musto said. "It's all about potential with a younger participant. But someone in their 50s, it is time to assess; they are ready at that point."
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The existence of match may have some influence on 
participation (Even & Macpherson, 2005)

The amount of the match has little influence on 
participation (Engelhardt & Kumar, 2003)

However, the cap does influence contribution amount 
(Beshears et al, 2009)

Incentives

Presenter
Presentation Notes
On match cap; can lower the contribution, but increase the cap; 26% of organizations offer a 50 cents up to 6%; instead pay less per dollar, to a higher cap
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Behavioural Economics

Opportunity 
to turn to 
Science



17

Errors in Perception

Availability

Perceived Hassle Costs

Attention
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Decision-Making Errors

Mental Accounting 
Overconfidence 

Present-focused bias
Choice Overload 
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Failures to Act

Procrastination

Pain of paying

Status Quo

Avoidance
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To influence decisions by the way 
choices are presented

There is no neutral presentation, 
only unconsidered presentation

Nudge
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The behavioural insight about status quo bias….

(Johnson & Goldstein, 2003)

* Sent 12mm letters; 
population is 16mm

* 

Presenter
Presentation Notes
The Netherlands sent 12 million letters; total pop is 16mm in 1998
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Applying to Financial Services

[(Thaler & Benartzi, 2010; Madirian & Shea, The power of suggestion: Inertia in 
401(k) participation and savings behavior (2001)]

….lead to this nudge (default) to drive 401(k) enrollment

Presenter
Presentation Notes
401k created by Revenue Act, 1978; intended to be voluntary supplement
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This behavioural insight 
(about decision making in cold states)….

Presenter
Presentation Notes
he SnūzNLūz uses the very complex psychological phenomemon known as 'HATRED'. Basically it's human nature to wish harm upon your enemies. Similarly, it's human nature not to give your enemies gobs of cash so that they can grow big and dominate the world with their totally wrong, stupid and invalid point of view. ThinkGeek realized that. That's why everytime you hit the snooze button, the SnūzNLūz will donate a specified amount of your real money to a non-profit you hate. The problem of sleeping in is solved.
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Save More Tomorrow

Thaler & Benartzi (2004); Hewitt (2010)

Did not 
contact 
advisor

Followed
advisors advice 

to make 
immediate 5% 

bump

Declined 
SMarT Joined SMarT

n 29 79 45 162

Year 1 6.5 9.1 6.3 6.5

Year 2 6.8 8.9 6.2 9.4

Year 3 6.6 8.7 6.1 11.6

…lead to this nudge (precommitment) to 
drive escalating pension contributions 

Presenter
Presentation Notes
This approach replaces the process of having to make difficult choices when asked how much they want to put aside for retirement with a single point in time, in a cold moment decision: will you commit to putting your future earnings into savings. This has had a much greater success than conventional financial education. 
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partners or paadnas in Jamaica 
tandas (Latin America)

cundinas (Mexico)
susu (West Africa,Caribbean) 

hui (Asia)
kyae(계) (South Korea)

pandeiros (Brazil)
juntas (Peru)
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30 Soman and Cheema, JMR,  (2011)
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Weekly text message reminders 
with account balance

Presenter
Presentation Notes
Akbas, M., Ariely, D., Robalino, D., and Weber, M. (2014): How to Help the Poor Save a Bit: Evidence from a Field Experiment in Kenya
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Reminder text from the 
participant’s child

Presenter
Presentation Notes
Akbas, M., Ariely, D., Robalino, D., and Weber, M. (2014): How to Help the Poor Save a Bit: Evidence from a Field Experiment in Kenya
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$ 
Financial Match 

of 10% 

$
Financial match 

of 20% 

FRAMING

You will get

You will lose

Presenter
Presentation Notes
Akbas, M., Ariely, D., Robalino, D., and Weber, M. (2014): How to Help the Poor Save a Bit: Evidence from a Field Experiment in Kenya(c) The ex-post match 10% treatment received a 10 percent match for weekly savings up to 100 Shillings per week, deposited in accounts on the last day of the week and reflected in the balance report. The first message of the week in this treatment was also modified to remind about the match participants would receive if they saved that week. (d) The pre-match 10% treatment received the highest possible match with the same 10% rate and 100 Shillings weekly cap, that is 10 Shillings deposited in accounts on the first day of each week and the reminder text message of the week informed participants about this and reminded them that they would lose it if they did not save at all. 
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Presenter
Presentation Notes
The coin displays a picture representing continuous savings on the front and resulting increase in wealth on the back. The coin also has numbers for each week of the six months period of our experiment, so that users can mark each number in a specific way to keep track of the weeks in which they saved and in which they did not. the “gold coin” at the start of the intervention and each week, on top of the regular report message, participants received an additional text message, asking them to scratch around that week’s number with a knife if they saved that week and below the number if they did not. 
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Akbas, M., Ariely, D., Robalino, D., and Weber, M. (2014): How to Help the 
Poor Save a Bit: Evidence from a Field Experiment in Kenya

Presenter
Presentation Notes
Among these interventions, by far the most effective was the coin: Those in the coin condition saved on average the highest amount and more than twice as those in the control condition. Results show that decisions to save money involve psychological mechanisms that policy makers should take into account when attempting to change behavior.Tangibility of the coin influenced participants’ mindsets about savings. Keeping track of weekly savings by marking them on a plastic coin is significantly more effective in promoting savings than even a 20% matching rate or text messages from one’s child!
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Presenter
Presentation Notes
Lock Away Savings’ Prompts: With ‘lock away savings’, users are notified whenever their spending behavior has placed them far enough in the green (below their average spending) that it makes sense to set money aside. Moven gamifies that moment, turning that typical impulsive spending moment into a savings moment. This savings feature is perfect for the wearable form factor.
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Presenter
Presentation Notes
Break the Glass’ to Unlock Savings: When users have reached a savings milestone, they can access their savings by tapping the app interface three times to simulate ‘breaking the glass’ – employing simple behavioral gamification to make the user think before spending their hard earned savings. If they proceed, their savings funds are immediately transferred into their Moven spending account for their desired purchase.
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 Use it to buy something nice for someone special

 Invest it in a retirement fund

 Plan a fun and extravagant occasion

 Put it in a checking account

Presenter
Presentation Notes
Imagine that you’ve just received an unexpected $1.000. How would you allocate the money among the following four options?
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Presenter
Presentation Notes
http://blogs.marketwatch.com/encore/2012/12/04/future-you-to-you-save-more-money/ VIDEO CLIP
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Presenter
Presentation Notes
http://blogs.marketwatch.com/encore/2012/12/04/future-you-to-you-save-more-money/ VIDEO CLIPThose who saw images of their current selves directed an average of $80 into the retirement account.Those who saw images of their future selves allocated more than twice that amount – $172.
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Those who saw images of their current 
selves directed an average of $80 into the 
retirement account.

Those who saw images of their future 
selves allocated more than twice that 
amount – $172 9A 73% DIFFERENCE).

Presenter
Presentation Notes
http://seebeyondnumbers.com/longterm/
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BEworks Approach is based on the 
Scientific MethodThe soundest way to design strategy is 

to follow the scientific method
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The Psychology of Money

Nudges Status quo bias Power of default (401k)

Hot state – cold state Precommitment (SmT)

The power of padnaas Precommitment, peer 
pressure, convenience

Mental accounting Savings Jars

Partitioning Envelopes for savings

Tangibility hypothesis The gold coin

The Scientific Method
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Logo

Presenter
Presentation Notes
The research is based on a redress exercise voluntarily undertaken by a financial services firm (the ‘firm’), at the time under FSA supervision. The firm was planning to write to approximately 200,000 former customers to address past inadequacies in its sales process. The letters asked those who felt they had been misled when sold their product to call the firm’s helpline to discuss the sale. 100% of those customers who felt they were misled received a refund. 
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Text reduced 
by 40% and 
simplified

5 minutes

CEO replaced 
generic  
Customer Team

Salient popout
box
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Case Study: 
FSA Payment Protection Insurance redress

1 2 3 4 65
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Presenter
Presentation Notes
ur analysis shows that we can increase response rates by seven times to 11.9% by applying the right mix of treatments. Subtle changes to the presentation of information can have large effects. The cumulative effect of our treatments is statistically and economically meaningful, even in this particular context when the payoffs are small. The broad range in consumers’ response rates to our different treatments supports the need for testing and experimentation in the development of public policy. As has been found in numerous other trials, it is very difficult to predict what will have the biggest impact or indeed any impact at all. 
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317 Adelaide Street West
Suite 400

Toronto, Ontario 
M5V 1P9

416-920-1921
info@BEworks.com

linkedin.com/company/BEworks

twitter.com/BEworksInc

facebook.com/BEworks

Kelly Peters
CEO and CoFounder
kelly@BEworks.com

Thank you 

twitter.com/KELLYBEworks
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CASE STUDY:

Enrollment and Retention in 
Voluntary Health Insurance 
for a Major US provider

Presenter
Presentation Notes
DEFAULT, MATCH (TO VARYING DEGREES), AND SMART ARE THE BEST PENSION FUND BEHAVIORAL INNOVATIONS OUT THEREBUT NOW WE ARE GOING TO TAKE A CLOSER LOOK AT OTHER ASPECTS OF THE ENROLMENT PROCESS WHERE THERE IS ROOM FOR INNOVATION.
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One of the leading providers of group disability 
benefits and voluntary income protection insurance 
in the U.S.

BEworks Case Study

Participation
% of eligible employees 

who purchase

Persistency
% of enrolled who keep 

coverage for 1 year

Retention 
(short term)

% of enrolled who opt-out 
before 1st payment

Using behavioural economics to improve business outcomes 
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It’s not just about offering a great 
product; you must understand 

how consumers choose
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Mapping the nitty-gritty details of 
the consumer experience

Insurance Enrollment Consumer Journey Map
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Post-purchase 
experienceEnrollment decisionActive evaluation

Identify the Key Decision Points 
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Challenges 
getting employee 

ATTENTION

Challenges with 
employee 
DECIDING

Challenges with 
employee 
ACTING

Challenges with 
employee  

MAINTAINING

Understanding the Challenges 
at each Moment

Post-purchase 
experienceEnrollment decisionActive evaluation

Presenter
Presentation Notes
ATTENTION Phase: Why consumers don’t pay attention to insurance communications DECIDING Phase: Why selecting the right insurance product is often difficultACTING Phase: Why following through with decisions isn’t always easyMAINTAINING Phase: Why the value of insurance seems to fade over time
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• They are 
overloaded with info 
coming at them

• They assume it’s a 
lot of effort to figure 
out what they need

• They prefer to avoid 
it now and “think 
about it later”

Challenges 
getting employee 

ATTENTION
• They don’t get what 

it is they’re buying
• The stats don’t 

apply to them
• There are too many 

options
• They have no frame 

of reference of what 
others buy

Challenges with 
employee 
DECIDING

• Enrolling is another 
thing they must fit 
into their busy lives

• They’ve lived 
without it for this 
long, why change?

• They’d rather not 
purchase at all than 
make the wrong 
purchase

Challenges with 
employee 
ACTING

• They forget why 
they enrolled in the 
first place

• They regret making 
the purchase fully 
understanding what 
they were doing

• They don’t like the 
pain of payroll 
deductions

Challenges with 
employee  

MAINTAINING

Post-purchase 
experienceEnrollment decisionActive evaluation

The Behavioural Diagnostics
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Nudges

Identified 73 Behavioral Impact Points along the Journey

Pre-Enrollment Email Series Auto-appointment Schedule Congratulatory Emails

Knowing where to Nudge
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Remove 
decision 
friction

Remove
hassle costs 

Reinforce
decisions

Build 
relationship

Grab 
attention 

and 
“Jolt” to 
action

Nudges targeted to 
Decision Enablement and 

Reinforcement
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Pre-Enrollment Email Series

Grab attention 
and 

“Jolt” to action
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“Other” people
You’ll Be Surprised To Learn These Statistics 

About Your Facebook Friends

Most people have 350 Facebook friends on average. 
Based on the odds:

40 of them will be diagnosed by Cancer
20 of them will be off-work due to a long-term injury
5 of them will go bankrupt due to medical expenses

We can’t keep ignoring these odds. Make sure your income and expenses are 
protected with Medical Bridge Benefits if you ever get sick or in an accident. 

Risk Perception “not me…”

Presenter
Presentation Notes
People are overly optimistic about health risks. This is because we have a tendency to compare ourselves to a stereotypical person who believe is nothing like us. Research has shown that one way to reduce the optimism bias is to have people think of their own odds relative to their friends and family. This example helps makes the odds more concrete and relevant to the individual.
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Auto-appointment Schedule

Remove 
Hassle Costs
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Social Norms – Most Of US
Most Of Us Have A Financial Safety Net For 

Unplanned Life Events

Protecting your income and savings from unexpected medical surprises 
should be your priority too. Enroll in Income and Expense protection 

insurance and join the 17 million Americans who are protected everyday.

Social Norms

Presenter
Presentation Notes
While the statistics may not fully support the headline, we may be able to use imagery to highlight the sense of people left out without protection insurance. Again, the social norms message is reinforced in the body which highlights the number of people who already have coverage.
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Here’s A Look Into The Benefits 
Most People Like You Are 
Enrolling in This Month

Remove 
Decision 
Friction

Use of Social Norms

Top Bridge Benefits 
By Life stage

Top Bridge Benefits
By Location
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Self-Concept: Protector

Take A Moment To Think Of 3 The Things 
You’re Grateful For…

These Are The Things In Life
That Are Worth Protecting with 

Income and Expense Protection Insurance

Self-Concept

Presenter
Presentation Notes
Implicitly getting people to think about the things they care about. Cuing the protector self-concept by also incorporating specific words in the shield to lead people to think of specific things. 
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Final Enrollment Screen

Reinforce the 
Decision

Insert Name
Congratulations! You have taken the right step to protect your 
valuable income and savings from unexpected life events with 
Next Level Benefits. 

You have protected yourself with:

1. Term Life and AD&D Insurance
2. Critical Illness Insurance
3. Accident Insurance
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Congratulatory Emails
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Establish the
Relationship

Personal Emails

Hello Ethan,

Congratulations on taking the 
steps to protect your financial 
future. If at any time you have 
any questions about your 
benefits, my colleagues and I 
are standing by for you.

Kelly Peters
Your Benefits Team Member 
since 2008
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Benchmark Pilots

Participation rate
+6.2%

Benchmark Pilots

Premium per life
+40%

18.9%

25.1%

$451

$633

Field Test Results
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People looking for help 
finding a job:

9 different forms

Then wait two weeks while 
their details were processed 
before speaking with an 
advisor

Nudges 

Presenter
Presentation Notes
Jobcentre Plus in Loughton, Essex, the nudge unit has been able to make what look like some very valuable adjustments. For one thing, they found that within the first half hour many new jobseekers were being required to complete as many as nine different forms. And, having done so, they did not get to speak to an adviser straight away, but instead had to wait two weeks while their details were processed.So in a trial, more than 2,000 jobseekers were split into two groups. One continued to be treated in the same way; the other was dealt with under a new system. This new system ensured that each person had a proper conversation during their first visit about getting back to work, that they were encouraged on each subsequent visit to make clear plans for the following two weeks (instead of being asked to account for what they'd done in the preceding two), and if they were still unemployed after eight weeks their "psychological resilience and wellbeing" was enhanced with techniques such as "expressive writing" and "strengths identification".Thirteen weeks after signing on, the second group were 15-20% less likely to be on benefits compared with the first.
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JobCentre Plus 
Condition 1
Conversation during their first visit about getting back to work
Encouraged on each subsequent visit to make clear plans for the 
following two weeks
If they were still unemployed after eight weeks their "psychological 
resilience and wellbeing" were enhanced with techniques such as 
"expressive writing" and "strengths identification”

Condition 2
Control; asked to account for what they'd done to find employment in the 
preceding two weeks 

N=2000
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Results 

Thirteen weeks after signing on, the second 
group were 15-20% less likely to be on 
benefits compared with the first. 
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Counter-intuitives:
The amount of Choice

6 Jams 24 Jams
% customers that stopped 40% 60%

Number of jams tried 1.4 1.5

% customers that purchased 30% 3%
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Which of these button 
variations do you 
believe led to the 

highest sign-up rates 
for the Obama 

campaign?

JOIN US NOW

LEARN MORE

SIGN UP NOW

SIGN UP

Test your intuition

Presenter
Presentation Notes
Approaches such as pilot tests or period-over-period comparisons can lead to erroneous conclusions. The results of these tests can be confounded by other factors beyond the nudges/changes (e.g. different audience, better offering, etc)We would like to use objective scientific method and conduct careful statistical analysis. The gold standard in measuring cause-and-effect is the use of Randomized Control Trials (RCTs).Here's how it works: people are randomly divided into two or more groups. One group is always the ‘control’ group and doesn’t receive the nudge. The other groups are ‘treatment’ groups that receive the nudge(s). This allows for a clean comparison of the effects of the nudge and what happens in its absence. If a change in behavior is seen in the treatment group and not in the control group, we can conclude that the change was due to the nudge.In a well-designed experiment, the results can be tied directly back to the nudge. Moving forward, this will help us make informed decisions about which strategy to pursue because we get a clear line of sight on the cause and size of the effect.
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Counter-intuitively, the 
“Learn More” button 

increased click-through by 
18.6% relative to the original 

“Sign-up” button!

18.6 %

-2.38 %

1.37 %

Original

JOIN US NOW

LEARN MORE

SIGN UP NOW

SIGN UP

4 million additional emails 
captured, and $75 million 
increase in donations as a 
result of the experiment.

The value of empirical testing

Presenter
Presentation Notes
The A/B test: inside the technology that’s changing the rules of business (Wired)
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317 Adelaide Street West
Suite 400

Toronto, Ontario 
M5V 1P9

416-920-1921
info@BEworks.com

linkedin.com/company/BEworks

twitter.com/BEworksInc

facebook.com/BEworks

Kelly Peters
CEO and CoFounder
kelly@BEworks.com

Thank you 

twitter.com/KELLYBEworks
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