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Problem: 
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The Sales-Team needed one more Form Field on our Contact form 
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versions.



Risk for the Conversion Rate (CVR) 
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Fears that the Conversion Rate will significantly decrease 

NeilPatel 
● Increased CVR 26%. 

● By removing one form field.

ImageScape 

● Increased the conversion rate by 120%.
● By reducing the contact form from 11 to 4 fields. 

NeilPatel, (15.04.2023, 13:45), 
https://neilpatel.com/blog/the-definitive-guide-to-lead-generation-form-optimization/



Instead of guessing. Test.
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The Conversion 
Rate will 
decrease 

Let’s test this! 



But how? 
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With my self-created Workflow.



Steps

9

Share & Pitch 
the idea

Rate the idea Start the 
Experiment  

Draw conclusions 
and implement
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Pitch Card
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Pitch Card
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Pitch Card
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Before
testing



Pitch Card
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After
testing



1. Hypothesis
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Adding a new form field to our 
contact form will significantly 
drop the conversion rate (CRV) 
by 12% from 7% to 6.16%.



2. Objective
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Structuring the leads so they 
become more manageable for 
the Sales-Team. 



3. Design
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4. Duration
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Required Duration: 12 Weeks 

AB Testguide, https://abtestguide.com/abtestsize/



Rate the idea
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Share & Pitch 
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Rate the idea Start the 
Experiment  

Draw conclusions 
and implement
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Start the Experiment  
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Share & Pitch 
the idea

Rate the idea Start the 
Experiment  

Draw conclusions 
and implement



Wait 12 Weeks  



A/B Test 

Visitors 

Option A 

Option B 

A/B Testing  
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Winner: 
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Draw conclusions and implement
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Share & Pitch 
the idea

Rate the idea Start the 
Experiment  

Draw conclusions 
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Experiment Set Up
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5. OUTCOME

42

No significant difference 
between group A&B regarding 
the conversion rate. 

So we can implement the new 
form field on our website.



6. LEARNING 
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Our assumption could not be 
confirmed. 
In the next step, we will test the 
contact form in the 
english-speaking market.



Learning 

Testing instead of guessing. 
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Every target group is different. 

Know your numbers. 

Don’t be afraid of failing tests. 

Every completed test is a success. 



Get the Workflow
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Or contact me, if you have any questions.

GrunerViola

Viola Gruner



Thanks!

Any 
Questions?
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