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But it’s not rocket science.

Here at AB Tasty, our team of data scientists and optimization experts have worked 

with countless companies around the world whose main goal is to improve their lead 

generation conversion rates.

Through this work, we’ve found that when companies are struggling with lead 

generation, their problems are generally attributable to the same set of issues.  These 

usually involve a problem within their website, an obstacle within their conversion 

path, or an aspect of their content that is preventing them from reaching their lead 

generation goals.

After helping companies overcome the same struggles time and time again, we’ve 

decided to pull together a few case studies that highlight experiences of our clients 

and that exemplify solutions to their lead generation problems.

Read on for three common problems facing lead generation websites, and how to 

fix them.

There is no two ways about it: generating 
quality, qualified leads is hard.
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If you’re working hard to drive traffic to your website, you 

should be working just as hard (if not harder) to convert that 

traffic once it reaches your site. The barrier many websites 

face, however, is that they don’t know how to effectively direct 

traffic through their lead generation funnel, and as a result, 

often lose users elsewhere on the site.

In an effort to optimize their conversion rates, digital photo 

print company Photobox used the AB Tasty tool to analyze 

visitors’ behavior on their website. Their aim was to encourage 

users to fill out their sign up form upon entering the site. 

However, they discovered that many users were getting stuck 

on the homepage, never carrying through to the next step of 

filling out the form. 

The original design of the website contained a lot of content 

and information and, more importantly, a number of potential 

ways users could navigate the site. The conversion path was 

messy, with no clearly defined user journey.

Photobox hypothesized that the cluttered nature of their 

homepage could be distracting users from the most important 

element of the page – the sign up form. In an effort to reduce 

the amount of information displayed on the homepage and 

create a clearer user journey, Photobox redesigned a variation 

of the homepage that included far less content and a clear 

call to action (CTA), leading users to the registration form 

(now hosted on a separate page). The test was configured and 

targeted only to new visitors of the homepage.

The AB Tasty test indicated that the new homepage increased

Photobox’s registration rate among new users by 14%. The 

test not only enabled Photobox to improve its registration 

rate, but a 3.2% increase was also recorded in the site’s overall 

conversion rate.

Messy conversion path1.

Photobox

Stay focused on your goal. This test clearly demonstrates that a page containing 
several distracting elements and no clear conversion path can distract visitors from 
the page’s main objective. Thus, reducing the quantity of information on the page 
and clearly defining and highlighting the optimal user journey can have a positive 
impact on conversion rates.

The takeaway
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If your website isn’t designed in an easy-to-navigate, focused 

and userfriendly way, your users aren’t going to convert. 

Furthermore, a clean, streamlined design with high quality and 

clear content will maximize conversions better than a cluttered 

one.

The world’s largest marketplace for digital offers, RetailMeNot, 
helps brands connect with shoppers around the world by 

driving qualified traffic towards partner websites. Thus, 

audience engagement indicators such as bounce rate and the 

number of interactions (visits to discount code pages), are 

important KPIs for the company.

Following various Test & Learn cycles across their international 

domains, RetailMeNot gained a thorough understanding of 

their audience in different countries and began deploying best 

practice optimization strategies. These strategies were then 

tested on local pages. As a result of this testing, RetailMeNot 

determined that they needed to redesign their merchant pages 

and better optimize their content by displaying partner brands 

more prominently and creating more focus around promotional 

codes. Using the AB Tasty Split Test tool, an alternative, 

redesigned template was created and tested against the 

original. Key performance indicators such as bounce rate and 

the click rate on codes, were measured.

The test quickly illustrated that the optimized version had a 

positive impact, primarily on the bounce rate, which decreased 

by 10%. Furthermore, the outgoing click rate also increased 
by 14%. Using predictive modelling, RetailMeNot was able to 

extrapolate gains over a year and conclude that the first test 

alone would justify the investment in the testing platform.

CLIENT

RetailMeNot

Poorly optimized 
homepage content2.

Inspired by the tests conducted on international domains, RetailMeNot approached 
this test with a robust hypothesis. By testing the hypothesis on local audiences prior 
to full deployment, RetailMeNot learned that visitors from one geographical region 
to another may have different preferences.

The takeaway
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French online health information portal e-santé.fr wanted 

to increase their audience size by growing their newsletter 

subscription conversion rate. They hypothesized that 

the amount of content displayed on their homepage was 

distracting users from filling out the subscription form (the 

primary goal of the page). They decided to test a new page 

variation that contained fewer images and displayed a reduced 

version of the text.

Using the AB Tasty tool, e-santé created a new version of 

the page, removing a lot of the information from the original 

design in order to focus the user’s attention on the newsletter 

subscription form. Almost immediately, the newsletter 

conversion rate started to increase.

As a result of this test, the newsletter subscription rate on the 

variant page increased by 37.8%, proving that their hypothesis 

that a cleaner page design with more focus on the newsletter 

form would lead to higher conversions, was correct.

CLIENT

e-santé.fr

Too much distracting 
information on page2.

Stay focused on getting the lead. A clean design that focuses on your main KPI of 
the page will often convert users better than cluttered pages with too much content. 
Also, make sure your forms are short and simple as this will increase the likelihood 
that your prospects will complete them.

The takeaway
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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
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