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Maybe you want an engine that is whisper quiet, and a level 

of control that responds to your lightest touch. Naturally, you 

want it to perform well on different terrains, as well as suit 

your needs day-to-day. And often, you want the latest mod-

cons, with a high level of innovative tech immediately at your 

beck and call. 

At AB Tasty, we understand the need for speed. And by that, 

we mean site speed, after all: taking websites for a test drive 
is what we do.

Our conversion rate optimization tools and testing services are 

at the pinnacle of innovation and the forefront of data science; 

a hybrid of control, expertise, and experimentation. We’ve 

tried and tested, and tested some more, and come up with a 

range of valuable facilities that are key to site specs for some 

of the hottest brands around the world.  

For our friends in the automotive field, we’ve seen some of 

the leading issues the industry is facing, now that the world 

of sales has moved online. More importantly, we’ve seen 

how they’ve overcome them. This is what defines the three 

case studies you are about to read – unifying their presence 

in dealerships, magazines, and showrooms around the world 

with the benefits an online strategy can bring. 

These two things don’t have to be at odds with one another, 

and, as these case studies will demonstrate, optimizing web 

performance can lead to more bookings, more connections, 

and more buyers. 

They say change is always difficult, but that’s only when you 

don’t already know the outcome. By testing out variables such 

as link copy, CTA design, and device optimization, you can 

understand the catalysts for real-time conversions. 

Read on to discover how our conversion rate optimization 

services assisted some of the world’s leading car manufacturers 

and automotive brands. 

When you’re taking a vehicle 
for a test drive, you just know 
when it feels right.
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In 2015, global consulting group Accenture carried out a survey 

of 10,000 individuals regarding their car-buying habits. What 

this survey revealed was that 75% of participants would opt 

to do the whole process online – boycotting a car salesperson 

altogether. For a manufacturer such as Peugeot, this presents 

a slight problem: how to leverage a website to its full potential, 

while ensuring dealerships aren’t left out of the loop? 

Peugeot came to AB Tasty to explore some new angles 

regarding call to action (CTA) optimization. 

These included simple design changes that would shine a 

spotlight on key click-through buttons.

Alongside offering info about vehicle specs and the all-

important price tag, Peugeot wanted to explore whether 

the button for bookings was being effectively utilized. Using 

split testing, the box surrounding the CTA for “book” was 

differentiated with a bold, blue line. Easy enough to do, but 

what marked this test out from the rest was the result – 

showing a 22% increase in clicks, and a 19% increase in 

configurations.  
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Adapting CTA button design 
to direct the user journey1.

Peugeot

BEFORE

AFTER
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A/B tests didn’t end there, with another important CTA button 

marked out from the crowd – this time by way of color. Push 

marketing and offers can be an eye-catching way to draw 

customers in, but you must ensure they continue their journey 

through the site by highlighting relevant material. Defining the 

“current offers” CTA with a different color made it into a focal 

point, leading to a 13% increase in clicks.

Never be afraid to make valuable content as visible as possible 
to your users. By differentiating key CTA buttons with either 
color or line, you can follow a simple yet effective formula for 
upping conversions. It’s also important to understand how to 
take a buying path off the internet and onto the shop floor. 

The takeaway

BEFORE AFTER
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Scouring classified ads plays a key part in the purchasing 

path of any used car. But while the days of leafing through 

auto magazines are far from over, touchscreens and desktops 

ensure many of us now enjoy browsing these ads online. 

Replicating the success of its printed media via a website was 

key to testing undertaken by French automotive magazine 

L’argus. With a view to enhance user engagement, the company 

wanted to analyze the site’s effectiveness on different devices. 

It also wanted to explore the use of CTA prompts throughout 

the conversion funnel.

CTAs were addressed in three different ways. Firstly, by 

modifying the design on listing pages; secondly, by exploring 

where they were actioned on the website; thirdly, by probing 

variables of color and position. 

Using A/B testing, L’argus could separate price tags from the 

click-through buttons on its listing pages. Users were now 

encouraged to probe before taking the plunge, as the action 

was no longer associated with committing to an expensive 

purchase price. This simple design change saw dramatic 

effects, with a 574% increase (no, that’s not a typo!) in clicks.

AutomotiveL’argus

Optimizing for mobile devices & 
exploring different CTA setups2.

ORIGINAL VARIATION
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Another CTA optimization exercise saw contact buttons 

added to the end of an image carousel on product pages. This 

resulted in a 27% increase in clicks on the CTA for telephone. 

With a view to then ensure the “email” button was performing 

as well the “telephone” CTA, multivariate testing was used to 

analyze these in different combinations. Having “email” on top 

led to a 7% increase in clicks, while coloring it green led to a 

9% increase. 

But that’s not all. Using split tests, L’argus was also able to 

analyze the effectiveness of different displays on mobile 

devices. A 2016 Hitwise search report showed that smartphone 

and tablet devices account for 62% of clicks related to the 

automotive industry. This traffic was getting lost on L’argus 

classified pages, so it was recommended they test a list view 

alongside their traditional gallery format. 

The results of this were particularly eye-opening, with the 

list view showing a 29.6% increase in clicks, as well as a 32% 
increase in access to ads.

AutomotiveL’argus

Always be wary of overloading users with too much information. Many variables 
come into play when optimizing a site for different devices, such as speed, usability, 
and screen size. By decluttering the mobile product pages, users could get a better 
idea of what was available and convert accordingly. 

Plus, let’s also not forget the impact lots of little changes can have. By optimizing 
CTAs at various stages of the conversion funnel, L’argus could capture users that may 
have previously dropped off.

The takeaway

ORIGINAL VARIATION
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As far back as 2010, over 20 million auto insurance quotes 

were being requested online. As more and more automotive 

sales are actioned over the internet, insurance sales and other 

add-ons are becoming a significant part of a well-rounded 

conversion experience.

In the case of UK-based motorcycle news and sales network 

MCN, capturing these insurance sales was an avenue still to be 

optimized. By using A/B tests to explore simple tweaks to CTA 

copy, the company could ensure it was maximizing conversions 

while keeping changes to a minimum.

Up for testing was the current control CTA of “Get an insurance 

quote” against “How much is it to insure?” Although these 

CTAs represented just a simple change of phrase and tone, the 

former implied a level of action that was much more definitive 

than the latter. By relaxing the language, it was hoped users 

would be far more inclined to convert.  

The results were conclusive, showing a 156% increase in clicks 

on the new CTA text. But the benefits didn’t end there, with 

the implementation of this copy also prompting greater usage 

of another prominent CTA on the page: “Compare insurance 

online”. This CTA saw a 127% increase in its usage, making this 

a winning combination.  

AutomotiveMCN

Helping call to action copy 
attain peak performance3.

The benefits of optimizing your CTAs don’t always stop at 
that specific button or link. In this case, by rephrasing copy 
text in a way that would advise as opposed to sell, a level of 
trust was cultivated in users. This would then prompt them to 
continue their site journey via a visit to the relevant insurance 
quotes. Rephrasing a statement as a question can make all the 
difference! 

The takeaway

ORIGINAL VARIATION

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