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And like any good scientist, we really love testing. It’s what we 

do: we examine, we question, we experiment, and we come 

up with all sorts of hypotheses about why consumers act in 

certain ways on websites. We then test these hypotheses, and 

through a number of different modifications try and determine 

what combination of website changes will lead to the greatest 

number of conversions.

We’ve worked with hundreds of companies around the world, 

facilitating testing of virtually every element of a website 

– from product pages, to headlines, to calls to action, to 

shopping carts.

And over the years, we’ve started to notice some trends, 

reoccurring patterns that pop up time and time again, with 

client after client.

Based on these lessons, we’ve compiled a list of three simple 

tests ideas for you to try, including real life case studies from 

clients we’ve worked with who have drastically improved their 

web conversion rates. Each example provides a clear takeaway 

that you can use as inspiration for your own test hypothesis.

So, without further ado, scroll on for some serious 

experimentation inspiration.
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Here at AB Tasty, we like to think 
of ourselves as scientists – digital 
scientists if you will.
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Language is important, especially when it comes to call to 

actions. If you use forceful wording too early in a consumer’s 

buying process, you could scare them off. Conversely, if the 

language you use isn’t precise or clear enough, users could be 

unsure about the further action they’re supposed to take.

Center Parcs Group, a network of holiday villages, specializing 

in holiday rentals across Europe, used the AB Tasty tool to test 

the wording of their CTA. The original CTA on their website 

said “Book now”. They hypothesized that as this CTA appeared 

relatively early on in the booking process, before the customer 

had even entered their arrival / departure dates, the CTA could 

be too forceful. It could in effect scare them away.

They conducted a simple A/B test, changing the CTA to “Check 

availability,” wording that more accurately described the next 

step in the conversion funnel, rather than skipping straight to 

the final step of booking. They used AB Tasty’s Visual Editor 
tool to easily modify the page content and implement the 

modification to all product pages. They also set up different 

performance indicators: the click-through rate on the CTA, the 

global conversion rate, and the bounce rate.

The test demonstrated that the change from “Book now” to 

“Check availability” resulted in a 92% increase in the click-

through rate to the CTA, providing clear evidence that the 

new wording was more effective in encouraging users to click 

through to the next step. As a direct result, Center Parcs Group 

experienced a 13.6% increase in their overall conversion rate.

Testing the CTA: 
call to action1.

Center Parcs

The original “Book now” CTA was too forceful, particularly for those users who 
arrived at the site through a product page. Users prefer to be guided step-by-step 
through the booking process, with relevant links at each stage, rather than rushed 
through it.

The takeaway

ORIGINAL VARIATION
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Most e-commerce websites would agree that one of the most 

important yet difficult times to retain a customer’s attention 

is during check out. It is therefore essential to make the last 

steps of the buyer’s journey as straightforward and simple as 

possible. One way to guide a shopper from product page to 

check out is to show them an obvious “Add to cart” CTA.

Winter sports equipment and clothing online retailer Ekosport
hypothesized that the visibility of their “Add to cart” CTA 

was too weak and that consequently, their conversions were 

suffering.

They used the AB Tasty Visual Editor tool to create an 

alternative “Add to cart” CTA. This variation featured a bright 

red, more prominent button encouraging users to add their 

product to the cart. 42,000 visitors were shown the new “Add 

to cart” CTA over a period of 18 days, while all other visitors 

saw the old CTA.

The test showed with a 99% rate of statistical reliability that 

the new red CTA resulted in an increase in the conversion rate 

to the next stage in the buying funnel of 13. 3%.

Ekosport

Improving visibility 
of CTA2.

This test demonstrates the importance of having a clearly worded and prominently 
placed “Add to cart” button or other CTA on a page where the aim is to encourage 
users to click a specific element and move on to the next stage in the funnel. It is 
important to have clearly defined user journeys, with clear CTA’s at each stage of the 
journey, ushering your users through to the final stage of your buying process.

The takeaway

ORIGINAL VARIATION
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Every marketer understands the importance of having good, 

clear and compelling headlines. This is never more true than on 

e-commerce websites, where having straightforward headlines 

is essential in order for users to successfully navigate the 

site and access the products they’re after. All too frequently, 

companies fall into the bad habit of using internal jargon and 

vocabulary on their websites that buyers don’t necessarily 

understand.

Online lingerie retailer Etam hypothesized that the wording in 

their homepage’s category headline could be having a negative 

impact on the conversion rate from their homepage to this 

product page. Using the AB Tasty tool, they tested switching 

the headline of their “Homewear” section to the French 

headline “Lingerie de nuit” (night lingerie), speculating that 

the latter would have a higher conversion rate. The test results 

quickly proved their hypothesis correct. Click through rates 

from the “Lingerie de nuit” headline to its correlating product 

page increased by 9.8%. This resulted in a global conversion 

rate increase of Etam’s website of 9%.

Etam

Changing 
heading copy3.

Wording matters. Having concise and clearly worded product headlines enables 
users to quickly navigate a website and easily find what they’re looking for. The easier 
the buying journey, the higher the conversion rates.

The takeaway
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So what are you waiting for?
Start discovering your 
own eureka moments

A B  TA S T Y
AB Tasty is an all-inclusive tool for website and conversion rate 
optimization, personalization, user engagement, and A/B and MVT 
testing. We serve as your digital lab, equipped with all the tools you 
need to create quick experiments that will help you better understand 
your users and customer journeys. We help you make fast, data-driven 
decisions that don’t require technical resources.
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