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Chances are, your mind jumped to when you connected with 

a certain staff member or shop representative. Perhaps this 

individual was particularly intuitive as to what you wanted; 

taking the time to present options and alternatives. Or, 

maybe they went above and beyond the call of duty to help 

you, ensuring you found the perfect gift for a friend or family 

member. 

The key thing is that they cared. You remember the person as 

well as the products. In fact, people can sometimes be what 

keeps us revisiting the same store or restaurant, again and 

again.

So how do you replicate this level of service online?

This is a challenge faced by many in the realm of luxury goods, 

lifestyle brands and beauty. Particularly when a business 

boasts bricks-and-mortar stores, it can be tricky to replicate 

that VIP experience when customers become defined only by 

cost per conversion. 

In the world of big data, user trends, and all those other 

buzzwords we like to throw around, it can be surprisingly 

easy to overlook the person behind the profit. That’s why, and 

this is particularly relevant to the world of e-commerce, it’s 

so important to tailor the online shopping experience to the 

individual. 

Easier said than done, huh? Well, as our carefully curated 

selection of case studies should demonstrate – you can 
replicate that boutique shopping experience online, and you 
can do so with style.

At AB Tasty, we like to keep things personal. That means our 

A/B testing and user engagement tools can easily be tailored 

to target your ideal user profile. With options to define users by 

URL profile, device, demographic or geolocation, you can learn 

how to lever your online shopping space to its full potential. 

Tools such as heatmapping and session recording mean you 

can learn everything you need to know about how users 

interact with your site – and how best to meet their needs.

Sound too good to be true? Read on to discover how three 

diverse beauty groups discovered the key to great customer 

satisfaction.

Think about the last time 
you experienced great 
customer service.
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We all know shopping cart abandonment is a real issue when 

it comes to e-commerce. The numbers speak for themselves, 

with an estimated $4 trillion idling in online shopping carts in 

2014 alone. But did you know one reason nearly a quarter of 

online shoppers cite for abandonment is due to being forced 

to register for an account?  

Global beauty powerhouse Sephora wanted to tackle this issue 

head-on, by encouraging users to create accounts or login at 

each stage of the conversion funnel. By doing so, it would 

hopefully spare users the feeling of being “forced” to create an 

account right before being allowed to checkout. As for already 

existing customers, it would ensure any last-minute problems 

remembering passwords or usernames were deflected long 

before purchase. 

Multi-page testing was used to ensure changes were 

seamlessly displayed at key points in the conversion funnel. 

Served up in the form of an eye-catching banner on the 

homepage, users were promised a gift for connecting with 

the site. Pages after then displayed a coupon code for a small 

giveaway.  

The results were significant, indicating a 16% increase in the 

creation of new accounts. As for those already existing, loyal 

customers, the offer saw logins increase by 45%. Everyone 

loves a freebie, and Sephora showed just how important it is 

to leverage incentives to make max impact.

Targeted coupon campaigning 
to encourage account creation1.

Sephora

ORIGINAL VARIATION

TAKEAWAY TIP 
Why is it generally left to the last minute, during checkout, 
to spur customers into creating an account? It’s important 
not to have a one-track mind when it comes to the 
conversion funnel. Take a process that is normally pushed 
towards the end of purchasing and grab it by the horns. A 
good way to lose customers is to make them feel forced 
into giving away personal details; offer incentives and 
invert the checkout process to switch things up.  
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Part of the L’Oréal Luxe brand portfolio, Yves Saint Laurent Beauty 

is known around the world for their luxurious skincare, makeup and 

fragrance products for men and women.

CHALLENGE

As with the other brands in the L’Oréal Luxe portfolio, YSL Beauty  

products are sold in both online third party boutiques, as well as 

on their own proprietary website. For this reason, optimizing every 

aspect of the homepage and checkout funnel is key to making sure 

consumers purchase on the actual YSL Beauty site.

One of the crucial questions that needed answering was, what is 

the best order of the menu bar tabs? As a high end fashion house, 

YSL Beauty has plenty of news and products to showcase - but they 

still didn’t know what to emphasize on the homepage menu bar to 

maximize transactions.

A/B TEST IDEA

AB Tasty’s consulting team proposed a simple A/B test - switch the 

positions of the ‘New Products’ and ‘Exclusive Offers’ tabs to see 

if this would impact sales. By putting the ‘Exclusive Offers’ tab first 

- which takes browsers to current offers and gifts with purchase - 

instead of the ‘New Products’ tab, they aimed to test the appetite of 

website visitors for special and exclusive offers over new releases.

The test was easy to configure - with the WYSIWYG editor, the new 

version of the homepage and the parameters of the test were up and 

running in 30 minutes. 

Yves Saint Laurent beauty 
increases online transactions 
by + 10% 

2.

Yves Saint Laurent

Original Version

Variation

TAKEAWAY TIP 
For high end brands like YSL Beauty, accenting exclusive 
offers, over and above new products, proved to be 
especially effective. This is probably because shoppers of 
luxury brands are particularly susceptible to messaging 
about rarity and exclusive treatment. These consumers are 
likely to appreciate a product that’s shown to be exclusive 
and generous offers (reminding them of the ‘high end’ 
nature of the brand). 

RESULTS

After letting the test run for a month on over 150k visitors, the 

results were conclusive: emphasizing the ‘Exclusive Offers’ tab had a 

visible effect on sales. Not only did access to the basket page shoot 

up by 9%, and to the checkout page by 13%, but overall transactions 

enjoyed a 10% increase. The team wasted no time pushing 100% 

of the test’s traffic to the winning variation, and hardcoding these 

changes into their website.
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The cosmetics line Urban Decay, which includes makeup for eyes, 

lips, nails, and skin, is known and admired for its edgy style. Part of 

the L’Oréal Luxe brand portfolio, alongside Kiehl’s, Lancôme, and 

Biotherm, Urban Decay products are sold online and in brick-and-

mortar stores worldwide. 

CHALLENGE

“Each L’Oréal Luxe brand has it’s own website, based on a similar 

template,” explained Virginie Robert, Digital Project Manager at 

L’Oréal Luxe, “but each line has a different brand identity and target 

audience. Optimizations that might work for one won’t necessarily 

work for the others. That’s why we knew we needed a tool like AB 

Tasty.”

Furthermore, since L’Oréal Luxe products are sold both on the 

brand’s own ecommerce website, as well as by third-party vendors, 

it’s especially important for their marketing teams to optimize 

transactions on their own site. 

The particular challenge for Urban Decay was increasing average 

basket size - both in terms of value and number of products - during 

sales.

A/B TEST IDEA

Working with Léa Benquet, their dedicated Customer Success 

Manager at AB Tasty, Urban Decay’s digital team decided to run an 

A/B test during one of their sales. They wanted to determine if a 

promotional banner, advertizing a discount for 85 euros spent, would 

increase average basket size, quantity of items, and ultimately, 

revenue.

With the help of AB Tasty’s technical specialists, the banner - 

designed in an eye-catching green - was placed atop all basket pages 

on Urban Decay’s site. If a shopper had fewer than 85 euros in their 

basket, the banner was triggered, informing them of how much more 

they needed to spend in order to take advantage of the discount.

Urban Decay increases 
revenue by 7% with  
promotional banner

3.

Urban Decay

TAKEAWAY TIP 
Sales are particularly fruitful times to test website 
optimizations. Well thought out promotional messaging 
along the checkout process is key to maximizing profits.

The banner was triggered to all shoppers with fewer than 85 euros in their basket. 
It reads, “Only X more euros until you can benefit from a discount on your purchase!”

RESULTS

The promotional banner significantly increased all of Urban Decay’s 

KPIs: average basket size increased by 8%, the average number of 

items in the basket jumped by 7%, and revenue generated increased 

by an impressive 7%!

“We were very pleased to be able to work with 
Urban Decay to boost their revenue by 7% using 
just one A/B test. These kinds of optimizations can 
have a real impact on profits - over one year alone, 
this small change would have generated an extra 
190,000 euros!”

Léa Benquet,  Customer and Partners Success 
Manager Team Leader at AB Tasty

“We were very happy with the results of this test, 
and we’re absolutely going to use the banner again 
during our next sale. The best part is that duplicating 
and implementing the banner design will be very 
easy to do, and won’t require any IT help, now that 
the template is all set up - this is part of the beauty 
of the AB Tasty platform.”

Guillaume Totis, e-Commerce Manager 
at Urban Decay



Your turn to
challenge the
status quo
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C U R I O U S ?

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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