CASE STUDY

How Tavour ships delight to craft
beer aficionados

Tavour wanted to ship a “no-brainer” feature - address autocomplete.

What they saw surprised them!

TAVOUR

Tavouris an app that helps fill your fridge with unique, craft beers you can't find
locally. It’s the tastiest way to explore the world from the comfort of your own home. Q STATS I G



VIEW BEER ) 4

-
|

-
! THREE'S
COMPANY

THREE'S COMPANY

W A MEADWERKS, LINDENHURST, NY
MEAD - ABV: 14%

There's no such thing as pre-pie guilt or slice-
limits. Life's too short!

Go ahead, treat yourself to the max — with W
A Meadwerks' delectable, boozy brew-dessert,
Three's Company!

This 4.2-rated Mead is ‘Jammy’ with a capital J!
Every sip tastes like a bite of fruity, gooey
filling scooped from the center of a freshly
baked pie.
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SNOWMAGEDDON SLUSHY

903 is Tavour's go-to team for playful Sours
and Smoothies. They're always pumping out
brews that overflow with inventive
combinations of fruits and sweets - like a
bunch of beer-crazed North Pole elves!

So when we heard that they packed today’s
Berliner Weisse with more fruit than they‘ve
put in any other brew, our ears (and taste
buds) perked up.

903 loaded Snowmageddon Slushy with an
absolute avalanche of fresh blackberries and
blueberries, as if they were storing them away

@ TAVOUR
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MODLABS

MODIST BREWING CO. X BAUHAUS BREW
LABS, MINNEAPOLIS, MN
SCHWARZBIER - ABV: 5.2%

Just like the Sith in The Empire Strikes Back,
Schwarzbier has returned with a vengeance!
But you don't know the power of the Dark
Lager until you try one from two Lagering
legends!

For ModLabs, the innovative crew at Modist
Brewing joined forces with the classic beer
style experts at Bauhaus Brew Labs.

Address

The Problem | 8003 3rd Avenue, Brooklyn
One point of friction they noticed was requiring users to input an
address for delivery — so they decided to add auto complete to
ease the process. They expected this to be a no-brainer feature to
ship — it should increase speed and accuracy in the user sign-up
flow — resulting in better conversion.

Q ﬂﬂﬂﬂ Ird Avenue, Brooklyn, NY, Unsied States

¥ 8003 3rd Avenue Erooklyn Park, MD, United States

)

8003 South Ard Street Brocklyn, NY, Unied States
¥ 8003 3rd Street Brooklyn, NY, United States

Y 8003 3rd Streat Brooklyn, New York, United States
powered by Google

Autocomplete makes typing an address fast!

The Surprise

Metric Lifts : Autocomplete

1/3/2022 - 1/15/2022 WV
B How to read results

L settings v
They put this behind a Statsig feature gate and rolled
it out to a small % of users to make sure nothing was X% X% 0% X% % Delta %

broken. What they saw next surprised them!

system:app_background.. an X.%x% * X.x%
| X.X% + X.%X%
address_completed L -X. X% + x.x%

registration_completed -%x.X% % x.x%
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Lift/drop in metric Confidence interval

Statsig’s “Pulse” view shows impact on metrics
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Tavour was expecting “Address Auto-Complete” to increase the number of « 11:10 a T -
successfully activated users. Instead — they found users exposed to this feature

churned out at a higher rate than users in the control group (who didn't have

auto-complete).

Where should we send your beer?

We recommend a commercial address. A
signature is required upon delivery,

Initially, they hypothesized there was a data quality issue. Could an issue related
to logging or data pipelines be causing this? After verifying that this was not the John Doe
case, the team looked at other metrics impacted by the rollout. A system event

— “Application Backgrounded” had also shot up. A new feature causing users to

abandon the app suggested something weird co
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(754) 863-2111

Revised Rollout

6778 Entering the address search s

uld be going on.

crolls the

6778 Holst Rd page to reveal all search suggestions

Clinton, WA, USA

6778 5ills Road
Clinton, WA, LISA

6778 Buck Lake Road Northeast
Hansville, WA, LUSA

(754) 863-2111

6778/

6778 Holst Rd
Clinton, WA, LI5A

6778 Sills Road
Clinton, WA, USA

SAVE ADDRESS

Mins s If
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Original Rollout space return
Users must scroll to see suggestions & :

6778 137th PI NE Users often didn’t realize this @

Redmond, WA, USA

6778 41st Avenue Southwest

Seattle, WA, USA

povenred by Gocgle o
The Insight
SAVE ADDRESS . . . ‘re .
_ The Tavour team started investigating usability for the new feature. Looking at
Mins Is If other apps, they noticed that those apps displayed more address results than

the Tavour app did, without having to scroll. They formed a hypothesis that the

QWEWRTY U I OP

partial list of autocomplete suggestions displayed in the Tavour app did not

A°S D F G H J K L convey to users that they were additional suggestions behind the hidden scroll.
4 72 X C VB N M & When they sliced data by phone size, they saw a marked difference between
| N = i i S — small and large phones. With a small phone, fewer address suggestions were
. e |l visible without scrolling. With a large phone, more address suggestions were
9 visible. This finding provided evidence for the hypothesis that showing fewer
—_ addresses confused users and prompted them to abandon registration.
The Result

Tavour decided to tweak the feature to let users see more auto complete suggestions without having to scroll.

— Bella Muno, Product Manager at Tavour

“New user activation rate increased by double digit percent points”

The revised feature increased new user activation rate, giving them the confidence to finish rolling out this feature! It's easy to
assume that “no-brainer features” don’t need to have impact measured. It'sobviousthat the user experience will improve.
Tavour's example is a reminder that if you don't measure this value, you may miss something.
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Under The Covers

Every feature is well intentioned... that's why we build
them. However, our experience is less than a third of new
features create positive impact. Another third require
iteration before they land the desired impact — users ~.| /3 |Neutralimpact

_ . _ ) . _ sometimes needs iteration
might not discover it or are confused by it. The final third of
the features are bad for users — they have a negative

/3 Should be turned off

effect on product metrics, and the best bet is to abandon V3 | Has desired impact
them.
““’ =
. . . . o hi d
This split varies with both product maturity (it's harder to et new things you now €o

find wins on a well optimized product) — and the product
team’s insights and creativity. Yet, these three buckets , ,
. - o . Expectation Reality
almost a|WayS exist. Fa”'ng to Crltlca”y analyze |mpaCt Every feature we build, we think is good When you measure impact per feature
prevents knowing which bucket a feature is in.

Product Observability with Feature Rollouts

Statsig turns every feature rollout into an A/B test with no additional work. In a partial rollout, people who are not yet getting
the new feature are the Control group of the A/B test. People who are getting the new feature are the Test group. By
comparing metrics you're already logging across these groups, Statsig can tell how much any given feature is impacting your
KPIs. Statistical tests identify differences between the groups that are unlikely due randomness and noise.

This type of testing enables product teams to understand the impact of a feature and determine which of the three buckets
above the feature is likely to be in!

Simple feature flagging systems let you turn features on and off and control gradual rollout, but don't offer automatic A/B
tests and analysis. Simple experimentation systems let you do something similar — but introduce too much overhead for use
on every feature rollout. Statsig makes it easy to feature gate and measure changes.

Pe,c:ple Aasigne_d to different Experiences KPIs l::l/ group

A= | |
%% %% [Q\ New Product Epxerience. . L H
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Product Observability

Product observability enables product teams to gain insight into how users react to changes.
Closing the loop with immediate feedback to product changes helps teams refine their product
intuition and understanding of what works with users. Over time, the insights your organization

accumulates compound- creating a more effective team, and a better product.
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Learn faster, Build faster Get Definitive Answers Be Relentless about Growth
Customer-obsessed teams continuously Fast moving teams navigate through Ambitious teams set audacious goals and
learn and adapt to their customers. They uncertain territory with fast and definitive experiment relentlessly to achieve growth.
build to delight, not throw darts in the dark. answers about the unknowns at each step. While others fly blind, they play to win.
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