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For example, a 2017 Office of National Statistics report 

outlined that household goods like furniture and toys were the 

second most popular e-commerce category in the UK. 

Home decor ecommerce merchants stand to gain considerable 

revenues by creating the ideal customer journey through their 

websites. 

However, optimizing this path can be challenging; issues 

surrounding customer trust, browsing habits and achieving 

that final click on ‘confirm payment’ can be particularly thorny.

At AB Tasty, we’ve helped our clients identify where customers 

were getting stuck, and then test and validate their ideas for 

improvement. The following case studies outline the tangible 
CRO results enjoyed by Ashley Furniture, BUT and Maisons 

du Monde.

Home is where the heart is. It’s also 
where a vast majority of e-commerce 
revenues are made. 
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Once a website visitor has shown strong buyer intent, most 

marketers want to lead them through the purchase funnel 

to payment confirmation as efficiently as possible. However, 

certain intermediary steps are necessary, both to gather 

important information like payment details, as well as to 

reassure the customer about the particulars of their purchase. 

A balance between comprehensiveness and efficiency must be 

struck.   

Ashley Furniture, a leading American furniture and bedding 

company, had a hunch that their purchase funnel was a hair 

too long, discouraging would-be customers from completing 

their purchase. They decided to use AB Tasty’s platform to see 

if asking users to supply their billing and delivery addresses 

during an earlier account creation stage - instead of during the 

purchase funnel - would lead to an increased conversion rate.

Testing their hunch paid off: After running the experiment, 

which only took 30 minutes to set up, Ashley Furniture saw 

a final 15% increase in their conversion rates, as well as a 4% 
decrease in bounce rate.

Testing the Purchase Funnel1.

Ashley 
Furniture

The purchase funnel is a very sensitive area of an e-commerce site. Customers need 
to be reassured that their order will arrive at the correct address or that they’re being 
billed from the correct credit card, but they also don’t want to spend ages filling out 
forms. Remember, some claim the modern internet user’s attention span is a meagre 
8 seconds! If you can find ways of displacing some purchase funnel steps to other 
stages of the buyer journey, or otherwise tighten up your purchase phase, there’s a 
good chance you’ll see your conversion rates jump accordingly.

The takeaway

ORIGINAL: STEP 1

ORIGINAL: STEP 2

MODIFIED VERSION
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Just how much does price drive a shopper’s web browsing 

experience?

This was essentially the question BUT, a French furniture and 

household appliance store, wanted to tackle with A/B testing.

Everyone’s experienced that heart-sinking feeling when you 

fall in love with a product, only to turn over the tag and realize 

it’s light years out of your price range.  Or sometimes, you can’t 

believe how inexpensive something is - and you immediately 

doubt its quality.

BUT decided to run an experiment using AB Tasty to determine 

the impact price would have on their product page, and 

ultimately on conversion rates, average cart price and average 

value per visitor.  

Originally, their product pages were sorted according to article 

popularity. This certainly seems logical, but what if their site 

visitors were always using price as a bottom line, effectively 

scrolling through pages and pages of products looking for 

those in their budget? BUT decided to run a test on their most 

viewed page - the sofa page. They created three variations: 

The first displayed the highest-rated products, instead of the 

most popular, the second displayed articles sorted by most to 

least expensive, while the third showed articles sorted by least 

to most expensive. 

Within 2 weeks, the test had already revealed the efficiency 

of sorting by ascending price: the conversion rate jumped 
by 22.2%, the average cart price enjoyed a 10.1% increase, 

and the average value per visitor increased by an impressive 
34.7%. Not to mention, the revisit rate increased by 3.4%.

BUT

Experimenting With a Product 
Page’s Default Sort Mode2.

At least for furniture and home appliances, price seemed to be a determining fac-
tor during the browsing experience.  Specifically, web visitors purchased more when 
they were exposed to products organized from least to most expensive.  Keeping in 
mind your positioning, it could be beneficial to see if reorganizing your product page 
by price could yield similar results.

The takeaway
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Colors have always had strong symbolic meaning. Varying from 

culture to culture, white might connote purity or death, red 

might mean prosperity or passion, and purple might have been 

reserved for nobility (hence the lingering term ‘royal purple’).  

Is it any wonder then that colors can have a major impact on 

consumer behavior?

French furniture and home decor company Maisons du Monde 

wanted to test the color - as well as copy and shape - of their 

PayPal CTA button.  In order to test all three of these criteria 

simultaneously to see which combination would yield the 

best results, Maisons du Monde asked AB Tasty to perform a 

multivariate test.

The results showed consumers had a clear preference for 

a white button with the words ‘Pay with Paypal’, which 

conserved the original rectangular shape. This new version had 

a 30.2% increase on the click-through rate, without negatively 

impacting the ordering path.

Maisons 
du Monde

Changing the Design 
of the Purchase CTA3.

Color, shape, copy...each element of a call-to-action has its role to play in encouraging 
conversions.  For reasons that sometimes remain elusive, a certain combination 
sometimes strikes the right cord with internet users, spurring them to convert at 
higher rates. Maybe the button stands out more in a certain shape, or the payment 
process seems more secure with a CTA of a ‘reassuring’ color.  Seeing as the final 
payment CTA is so crucial in the buyer journey, it’s often worth the time to find the 
top-performing combination.

The takeaway

ORIGINAL VARIATION
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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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