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THE ONE THING YOU 
SHOULD REMEMBER 

TODAY IS… 
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…HOW TO EAT 
HOT DOGS FAST!

J
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Takeru Kobayashi
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Kobayashi is a Growth Hacker
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WHAT IS 
GROWTH HACKING?
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Growth hacking is data-
driven full-funnel 

marketing based on 
rapid experimentation.

(David Arnoux)



12

…AND WHAT’S 
RAPID EXPERIMENTATION?
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It’s a methodology that focuses on
discovering solutions through 

testing assumptions… 
as fast as possible!
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WHY DO WE NEED RAPID 
EXPERIMENTATION



Our success at Amazon is a function 
of how many experiments we do per 
year, per month, per week, per day.

(Jeff Bezos)
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Experiment
Impact

Experiments0

Most experiments
will fail

Increasing
compounding growth

The practice and hustling
is paying off J

Holy moly, how can
we repeat this?!

Approval to take more
risks.
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HOW MANY EXPERIMENTS 
SHOULD WE DO? 
AND HOW FAST? 
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Weekends

Public holidays

Paid vacation

Sick days

Agenda stuffing

Experiment days



19

2 WEEK EXPERIMENT CYCLES = 21.5 SPRINTS

Weekends

Public holidays

Paid vacation

Sick days

Agenda stuffing

Experiment days
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4 WEEK EXPERIMENT CYCLES = 10.75 SPRINTS

Weekends

Public holidays

Paid vacation

Sick days

Agenda stuffing

Experiment days
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NUMBER OF 2-WEEK CYCLES 21.5

AVERAGE SUCCESS RATE 10% 30% 50% 70%

NUMBER OF EXPERIMENTS SUCCESSFUL EXPERIMENTS PER YEAR

1 2 6 11 15

3 6 19 32 45

5 11 32 54 75

10 22 65 108 151

20 43 129 215 301

100 215 645 1075 1505

TOTAL OF 4-WEEK CYCLES 10.75

AVERAGE SUCCESS RATE 10% 30% 50% 70%

NUMBER OF EXPERIMENTS SUCCESSFUL EXPERIMENTS PER YEAR

1 1 3 5 8

3 3 10 16 23

5 5 16 27 38

10 11 32 54 75

20 22 65 108 151

100 108 323 538 753
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Time is the enemy.
Speed is the weapon.
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G.R.O.W.S.S. 
PROCESS
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Pirate Funnel OMTMPMFPrerequisits

Rapid 
Experimentation
Framework

Growth Team

G
R

O
W

S

S

GENERATE IDEAS 

RATE IDEAS

OUTLINE EXPERIMENTS

WORK, WORK, WORK

SHARE LEARNINGS

STUDY DATA
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STEP 1

GENERATE IDEAS
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The more ideas that go into your 
pipeline, the better your chances of 

finding winners that spur growth.
(Sean Ellis)
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HOW TO COME UP WITH  
IMPACTFUL IDEAS?
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Observe your
market

• Best practices

• Trends

• Case studies

• Articles

• Reverse engineer successful

companies

Quantitative & 
qualitative data

• Check your data

• Surveys

• Customer feedback

• Interviews

• Experiment results and backlog
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HOW TO ADD IDEAS TO 
YOUR PIPELINE? 



30



31
www.fyrefly.app



32

STEP 2

RATE IDEAS
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You should have a way to prioritize all 
these ideas in a way that gets you to test 

the highest potential ideas first.
(Peep Laja)
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SCORE YOUR IDEAS!
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I = IMPACT C = CONFIDENCE E = EASEx x = ICE SCORE

1= low impact
5= high impact

Improvement of
defined metric

Select a mix of high-
impact and low
impact, but privilege
as many high-impact 
tests as possible

1= low confidence
5 = high confidence

How strong the team
believes that the idea
will deliver the
expected impact.

Base confidence on 
previous experiments
or data.

1 = not easy at all
5 = super easy

How time & resource
consuming is an 
experiment?

This helps to identify
ambitious ideas and 
low-hanging fruits

Ideas are ranked by
the growth team.

The growth team
prioritizes the
experiments
according to the score 
results and focus
areas in the funnel.

Don‘t waste your time 
during your weekly
growth meeting to
squabble about the
scoring.
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STEP 3

OUTLINE EXPERIMENTS
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Once we’re clear about which 
experiments we do next, we outline the 
experiment and define the: who, what, 

where, when why and how.
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HOW DO I DESIGN AN 
EXPERIMENT?
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OUTLINE EXPERIMENT DESIGN

Make your assumption simple and measurable. 
• Because we saw THAT, we expect that CHANGE will cause IMPACT on METRIC in this TIME.
• Or by doing X we expect Y

HYPOTHESIS

Describe the experiment: 
• Who, what, why, how long, how big sample size, test it off-brand, what kind of test

EXPERIMENT DESCRIPTION

EXPERIMENT OBJECTIVES AND METRICS

Describe your objectives, metrics and minimum
success criteria How do you measure what

EXPERIMENT 
SPECIFICATIONS

Experiment Status

Pirate Funnel Stage

Start Date

End Date

Relevant documents

OMTM
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STEP 4

WORK WORK WORK
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IF WE COULD GET IT DONE 
FAST

THAT’D BE GREAT
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REMEMBER… TIME IS THE ENEMY

Monday Tuesday Thursday Friday Saturday Sunday Monday Tuesday Wednesday Thursday FridayWednesday

Think of
experiment
design and 
execution

Full week to run the
experiment

Analyze experiment
and think of next steps
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STEP 5

STUDY DATA
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EXPERIMENT RESULTS
EXPERIMENT OBJECTIVES AND METRICS

Objectives achieved? Why? Measured metrics?

Learning 1
Learning 2
Learning 3

NEXT STEPS

LEARNINGS

What will you do next with the learnings?

EXPERIMENT 
CATEGORY

Inconclusive
experiment

Failure not 
valuable to tweak

Failure valuable
to tweak

Success and 
continue exploring

Success and 
scale experiment
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STEP 6

SHARE LEARNINGS
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Share the results and learnings to 
improve your idea backlog and increase
the compounding learning effect of rapid 

experimentation.
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PRINCIPLES WHEN 
EXPERIMENTING
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Evidence is better than your opinion.

Test early, learn early and perfect later.

At least double test important irreversible decisions 
or key hypotheses.

Make it measurable and avoid incomparable data.

Make the process transparent, collaborative, easy 
to manage and keep it well documented.
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Send me your 
requests to get 

the notion 
template

Send me all 
your questions
you forgot to 

ask today.

Email me to get 
informed once the 
Growth Hacking 
Course is out. 

LET’S STAY IN TOUCH
alejandro@growth-academy.ch Connect with me on LinkedIn www.growth-academy.ch

mailto:alejandro@growth-academy.ch
https://www.linkedin.com/in/alejandroschmid/
https://growth-academy.ch/

