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In fact, we don’t just stay ahead of the trends – we help set 

them. And with our namesake A/B testing, personalization 

and user engagement tool, we’ve helped thousands of 

clients worldwide continue to lead the way in innovation, 

optimization, and user experience. 

But of course, we would say that. That’s why it’s so important 

for us to show, as well as tell; to analyze, as well as implement. 

And what better way to demonstrate the effectiveness of 

using a testing tool than with three diverse case studies from 

some of the hottest names in fashion e-commerce?

The thing with fashion is it’s a lot like digital – it’s fast-
paced, dynamic and highly competitive. We understand just 

how important it is to lead the way with intuitive, compelling 

campaigns that both identify and appeal to key demographics. 

Much like this season’s signature runway silhouette or must-

have accessory, we understand that it’s the little things that 

matter; that it’s important to sweat the details. In fact, it’s the 

little details in digital that can be the difference between a 

successful conversion and an abandoned shopping cart. Or, to 

put it bluntly: between profit and loss.

As the following case studies will demonstrate, sometimes 

these details can be as simple as changing a button color, 

or subtly shifting tone of voice. Of course, they can also be 

much more complex, such as webpage relaunches or complete 

funnel optimization. 

The point is, there’s never a one-size-fits-all solution when it 

comes to optimizing your conversion rates or enhancing the 

usability of your site. However, as these case studies will show, 

you can take full control over the optimization process and be 

confident your website changes won’t negatively impact your 

bottom line.

At AB Tasty, we pride 
ourselves on staying ahead 
of digital trends.
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According to the Baymard Insitute, website shopping cart 

abandonment rates stand at an average of nearly 70%. That’s 

70% of real customers who are falling by the wayside! Their 

reasons for doing so may be as simple as being unable to easily 

identify the checkout button. 

Long-lauded fashion house Karen Millen faced this exact 

problem. Customers were happy to navigate through their 

website and add items to their shopping basket, yet when it 

came time to click the checkout button, there was a noticeable 

drop off.

Sometimes, small modifications can have a big impact. The 

first area identified for testing was altering the color of the 

checkout button from yellow to black. This marked the button 

as separate from the rest of the color scheme, ensuring it was 

easily identifiable.

Copy was also an important area to assess. The existing call to 

action (CTA) of “checkout” was seemingly innocuous enough, 

yet it forced a purchase decision that caused friction in the 

conversion funnel. What’s more, it implied the point of no 

return; a hunt for card details and forgotten passwords that is 

never very fun.  

The impact of color & 
copy on conversion rates1.

Karen Millen

10 VARIATIONS

With two key variables presented, Multivariate Testing (MVT) was utilized to 

explore these in a range of combinations. More informative CTAs were developed, 

ranging from “checkout now” to “continue to purchase”. These new CTAs were then 

positioned against different button colorways as well as a control option, to ensure 

every variable was tested to full effect.  
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Perhaps unsurprisingly, “continue to purchase” combined with a contrasting black 

button created a winning combination. What is eye-opening however, is just how 

much of an impact this change had, showcasing a 13% increase on click-through rates.

TAKEAWAY TIP 

It’s important never to write off seemingly minor aesthetic details. 

Something as simple as changing the color of a button helped clear 

the way for more clicks and ultimately more full conversions. And 

remember – tone of voice translates even when writing basic CTAs! 

Are you being upfront or aggressive; direct or dismissive?

BEFORE

AFTER
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Damart UK increases 
transactions by 29%2.

TAKEAWAY TIP 

The key to effective website optimization is to stay ‘data-driven’. 

Without statistically reliable data to demonstrate, for example, 

that a page redesign does in fact lead to increased sales, it’s 

difficult to settle internal debates, definitively deem a redesign a 

success, or make the case for other, similar initiatives. Integrating 

A/B, Split or Multivariate testing into a website redesign is an 

efficient way to achieve these goals.

Unrivaled leader in the clothing retail industry for the senior market, 

Damart has a strong presence in the UK, France, and Belgium. They 

distribute their collections - which are guaranteed for life - in brick-

and-mortar stores, online 

and via catalogue.

CHALLENGE

Aware that they could use a fresher-upper, Damart’s marketing team 

decided to redesign of all their online product pages for the US, UK, 

and French sites - as well 

as the ‘Damart sportswear’ pages.

They decided to focus on three important elements. First, the ‘look 

and feel’ of the color selection icons needed an update. Second, the 

product thumbnails looked out of place. Finally, and most importantly, 

the ‘Add to the Cart’ CTA was very low on the page - below the fold - 

which they believed discouraged clicks and transaction conversions. 

Using internal resources, they modernized the look of the product 

pages by pulling up the main CTA, moving the thumbnail images to 

a more conventional location, and redesigning the style icons to be 

more visually appealing.

SPLIT TEST IDEA

In their eyes, the new product pages looked more modern, more 

intuitive, and certainly more likely to generate sales. However, the 

team had no hard data to back up these assumptions! 

That’s where AB Tasty came in.  In one hour, AB Tasty and Damart 

had set up a split test, sending a portion of Damart’s traffic to the 

old pages, and a portion to the new pages - each page with a distinct 

URL - for each of the four sites. Now, they just needed to wait long 

enough to have statistically reliable data.

RESULTS 
Interestingly, the redesign produced positive results for 

all of the pages, but results were particularly impressive 

for the UK site. Click-through rates went up for key elements of 

the page, including the CTA ‘Add to the Cart’ (+15%), which lead to 

a notable 29% increase in transactions. Loyalty and engagement 

with the site also went up, with an 8% increase in revisits. Clearly, 

Damart’s marketing team aced the product page redesign - and now 

had the hard data to prove it!

Variation

Original
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Melvin & Hamilton increases 
revenue by 34% with product 
page optimization

3.

TAKEAWAY TIP 

Product pages are an essential part of any e-commerce site, and 

their UX needs to be impeccable. Making simple changes to limit 

distractions and focus user attention on products that are most 

likely to convert can have a major, immediate impact on revenue.  

Melvin & Hamilton began as a men’s shoe label in 1988, and quickly 

grew to include a women’s collection and accessories in the 1990s. 

Today, the brand can boast a robust digital presence and distribution 

network across Europe, with a centralized office running e-commerce 

operations based in Paris, France.

CHALLENGE

Originally distributed in only brick-and-mortar locations, 

for Melvin & Hamilton, transitioning to e-commerce presented its 

own set of challenges. One critical issue was how to optimize the 

navigation and transaction rates of product pages.

In physical locations, shelf arrangements, knowledgeable salespeople 

and store layout go a long way in ensuring products are shown in 

their best light. But in the digital space, it’s all about UX. Melvin & 

Hamilton wanted to discover the optimal product page design to 

maximize transaction rates, and of course, revenue.

A/B TEST IDEA

Melvin & Hamilton were already working with Nosto, an AB Tasty 

partner that specializes in online product recommendations. Items 

identified by Nosto were given pride of place on product pages - 

above the traditional filters that let users browse by category, price 

etc., However, the team was convinced they could further optimize 

the design of the page to increase clicks on products, elevate 

transaction rates and boost revenue. 

They decided to run an A/B test on their women’s shoes product 

pages. They wanted to see if by pulling up the row of recommended 

products, they could focus consumer attention on these high 

converting items. They could do this by simply removing a prominent 

hero image from the top of all these product pages. In addition, to 

help browsers situate themselves, they also decided to bring up the 

navigation thread to sit just below these recommended products. 

Within half an hour, the team had set up the test, without any IT 

involvement, thanks to the AB Tasty WYSIWYG editor.

“I was confident we could improve 
click-through rates by tweaking page 
design. What surprised me was how 
one simple A/B test with AB Tasty 
could have such a direct, significant 
effect on sales.”

Lucie Piriou, Communications & Development  
at Melvin & Hamilton Digital SAS

RESULTS

After letting the test run for one month, the team at Melvin & 

Hamilton saw significant results: a +16.5% increase in clicks on the 

recommended products, a +24% increase in transaction rates, and 

an impressive +34% increase in revenue. This revenue lift translated 

into a 6,700 euro increase - that could hypothetically mean an 

extra 26,800 euros of revenue, annually! Needless to say, Melvin & 

Hamilton wasted no time in hardcoding these changes into their site 

to match the new design.
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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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So what are you waiting for?
Start discovering your 
own eureka moments


