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And these numbers are similar across Europe.

There’s no doubt that consumers have experienced what many 

have dubbed the ‘Mobile Mind Shift.’ People expect seamless, 

cross-device experiences that make near-instantaneous 

transactions a reality….anywhere, anytime. Ordering food, 

hailing a ride, confirming a reservation - all should be available 

and easy on mobile.

But for marketers, designing such sophisticated experiences 

on smartphones and tablets involves certain constraints.

For one, mobile devices’ limited screen sizes means there’s a 

lot less room to work with. It can be difficult to pack the same 

amount of information into a mobile design, and copywriters 

are often forced to make concessions.

But perhaps the most challenging is inciting mobile users to 
action. After all, mobile devices are all about making it possible 

to get things done on the go. Whether it’s using the search 

function to browse for deals, creating a new user account or 

finalizing a purchase, mobile users need to be able to take 

action easily.

That’s why we thought it would be instructive to bring together 

the following client case studies. ALSA, Academie du Gout and 

Unkut all used AB Tasty to identify room for improvement and 

make key adjustments to their mobile sites.  By so doing, they 

not only created a smoother user journey, they also measured 

significant increases in crucial KPIs like purchase amounts and 

subscription rates.

In 2011, Pew Research reported 
35% of American adults owned 
smartphones. In 2017, that 
number has climbed to 77%. 
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Anyone who’s ever traveled by bus (or by train or plane), knows 

that your seat location can have a major impact on the quality 

of your trip. Some people would much rather sit near the front, 

others prefer an aisle or a window seat...and if you’re traveling 

with friends or family, the expectation is that you can all be 

seated together.

This expectation is why ALSA, a Spanish transportation 

company operating bus and coach services, decided to 

improve their booking process on mobile.  The issue was that 

their original seat selection function was lumped in with the 

ticket booking stage.  Since the presentation wasn’t 100% 

clear - design was limited to the small mobile screen - 

ALSA suspected that customers thought seat selection was a 

paid option, when in fact the service is complimentary.  They 

figured it was a shame that their users weren’t understanding 

the full scope of ALSA’s customer service.

Hoping they could clarify their messaging and boost travel 
searches, ALSA used AB Tasty to insert a few lines of JavaScript 

and CSS code to add the word ‘Free!’ next to the seat selection 

function.  All in all, the test configuration took 30 minutes.

The results were worthwhile. ALSA saw a 3% increase in travel 

searches and an increased profit of €17,000.

Changing the default 
seat selection option1.

Alsa

Designing a clear user experience on mobile is a challenge. Inevitably, messages get 
condensed, design gets streamlined. But sometimes, key information can get lost or 
muddled.  Take a moment to look over your mobile site.  Did something get lost in 
translation that deserves to be clarified?

The takeaway

ORIGINAL VARIATION
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With mobile sites, the temptation for marketers is to squish 

all of a page’s content into a long vertical column. More or less 

everything stays, but the trade off is that the site user needs to 

scroll for a long, long time to reach the bottom.  The question 

then becomes: what information is important enough to justify 

a place in the coveted ‘above the fold’ position?

Academie du Gout, A French website dedicated to good-

eating, was looking to increase their number of subscribers. 
They naturally figured that making their subscription CTA 

more visible would help, but they weren’t sure the best way 

to go about it.

Using AB Tasty, they decided to run a test in which they 

shortened the product page’s length - therefore hiking up the 

CTA button - by transforming lengthy ingredient paragraphs 

into foldable lists that fanned out with one click.  Academie 

du Gout made sure to measure both the number of clicks on 

the newly positioned CTA, as well as the foldable list, to make 

sure they weren’t taking too much important information out 

of sight.

At the end of the test period, Academie du Gout was able to 

confirm not only that the CTA click rate increased, but also that 

the foldable ingredients list wasn’t being ignored: 33.25% of 

people unfolded the list, and subscription CTA clicks increased 
by 8.49%.

Academie
du Gout

Simplifying 
the product page2.

If you’ve ever lived in a tiny, cramped apartment, you know about finding crea-
tive ways to save space: hanging shelf organizers, under-the-bed compartments, 
vacuum-suction storage bags...anything to gain a few extra feet.  This is the men-
tality you should have when designing a mobile-friendly site - or testing the one 
you’ve already got. Can we shorten something here, condense something there? 
Prioritize what elements need to take center stage and get creative about ma-
king room for them.

The takeaway

ORIGINAL VARIATION
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The ‘Add to Cart’ step is one of the most important stages 

in the customer journey. Every company hopes to increase 

the number of ‘Add to Cart’ clicks made on their site, as this 

inevitably leads to more purchases. Although it may seem 

obvious - the simpler you make it for your customers to add 

an item to their cart, the more often it will happen - mobile’s 

limited screen space makes this task a little trickier.

Unkut, a hip hop clothing and accessories line, decided to run 

an A/B test to see if displaying garment size and an ‘Add to 

Cart’ CTA on a fit-to-scroll banner on all mobile product pages 

would increase purchases. Unlike the original page version, 

these two elements were glued to the screen, meaning 

customers could see item size information and could add an 

item to their cart no matter where they were on the page.

As a result of this test, Unkut saw a 55.33% increase in CTA 

clicks for their ‘Add to Cart’ button; and because of the increase 

in CTA clicks, they also had a 6.65% increase in purchases 

made.

Unkut

Maximizing mobile ‘Add to Cart’3.

As the saying goes, many of us take the path of least resistance. The easier an 
e-commerce site makes it for a consumer to add an item to a basket or make a 
payment, the more inclined those shoppers will be to complete these desired actions. 
Though the nature of mobile screens makes this more challenging, these kinds of 
modifications can have a direct impact on average cart amounts and purchases made.

The takeaway

ORIGINAL VARIATION
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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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