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Before smartphones, social media, apps, and all those other 

technical tidbits we use to navigate the day, were pagers, 

encyclopedias, and lonely-hearts columns. It was an interesting 

time.

But in the same way the internet has accompanied a 

whole technological revolution, it has also presented some 

challenges. And there is perhaps no industry that understands 

these challenges more than the media industry.

How do you stand out in an overcrowded market? How do you 

balance your online media with your printed publications or 

other channels? How do you keep pushing out fresh, relevant, 

interesting content online when users generally expect it to 

be free?

At AB Tasty, we want to help you understand these challenges 
better. Then, we want to help you resolve them.

We do this by giving you the tools to really get to know your 

users. Our conversion rate optimization suite offers all the 

essentials for you to enable accurate A/B, multivariate or split 

testing. You can make things personal with precise targeting, 

and explore site interaction with tools like heatmapping or 

session recording.

It sounds technical (and it is) but we’ve made the whole process 

as easy as possible with a straightforward interface and lots of 

advice on hand. That’s why our online testing tools have been 

used by some of the biggest names in the biz.

We like to let our success speak for itself. So here are three case 

studies from our friends in the media industry that represent 

how you can embark on your own optimization exercises. 

All three offer printed publications as well as a website, but 

that doesn’t mean they treat either entity as secondary. It’s all 

about balance, as you’ll see – balancing the needs of the visitor 

against the needs of sustaining your web media.

In this online era, what’s new and exciting today is old news 

tomorrow. Change is inevitable: what’s important is how you 

respond to it. With that in mind, here’s how three diverse 

media organizations utilized the right tools for change.

Ah, the internet. Now that it’s 
here, you can’t help but wonder 
how we got by without it.
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It’s safe to assume readers expect the same high standards 

from your online offering as they do from your printed media. 

Yet do they expect to pay the same price for it? There are 

several ingenious ways publishers have gotten users to pay for 

quality content, including paywalls or prohibiting site access to 

those who block ads. However, these options aren’t right for 

every media organization.

Product pages can also offer key earning potential, and have 

the bonus of being generally unobtrusive. This was where the 

focus lay with tests carried out by maternal lifestyle magazine 

Mother & Baby, part of the Bauer Media group. Mother & 

Baby wanted to ensure its call to action copy was performing 

effectively on both its category and product pages, and put 

forward several variations for testing.

Multivariate tests were employed due to more than one 

variable being modified at a time. On key category pages, this 

meant the main CTA of “buy” was changed to “view”, “go”, and 

“more info”. These changes were also reflected on the product 

listing page, ensuring users were faced with the same options 

on their whole journey through the conversion funnel. 

All CTA variations showed an improvement, with “go” seeing 

clicks increase by 35%, “more info” yielding a 65% increase, 
and “view” generating a 72% increase in clicks.

Optimizing call to action copy on 
product and results pages1.

Mother & Baby

If you’re wanting to get the most of your optimization exercise, don’t forget to look 
at more than one stage of the user journey. Mother & Baby kept changes small but 
meaningful, as well as consistent. Never underestimate the impact these little details 
can have. By exploring several copy options, you can discover a voice that really calls 
your users to action.

The takeaway

ORIGINAL VARIATION
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Advertising has always played a pivotal role in printed 

magazines and media, and this has naturally been reflected 

in the shift online. However, it’s a whole new battleground 

when it comes to placement, prominence, and suitability, with 

many finding it a challenge to get ads clicked on at all. This 

phenomenon even has a catchy name: “banner blindness”. 

This was the crux of A/B testing undertaken by motorcycle 

news magazine MCN. The website already had a good 

following and strong content, and leveraged other avenues of 

earning potential in the form of insurance sales and classifieds. 

However, banner ads on the site were not necessarily 

performing as well as they could. With these tests, MCN could 

see if tweaks to banner design might have a positive effect.

 

Up for the experiment was a vertical box banner ad that took 

up key space to the right side of the page. Eye tracking studies 

have demonstrated that users generally pay greatest attention 

to the left of a page, before directing their gaze horizontally. 

This means those right-side banner ads have to stand out, but 

that doesn’t mean they can be obnoxious. 

The banner ad was extended lengthways down the page. 

This anchored the advert, giving it greater visual weight while 

ensuring it didn’t intrude on content or user experience. Results 

were dramatic, with the design change generating £6000 in ad 

revenue in just a few hours. And the biggest measure of the 

test’s success for us? The improvement is now hardcoded into 

MCN’s website.

CLIENT

MCN

Improving advertisement 
display and visibility2.

Think about the impact advertising will have on your users. Now weigh this against 
prospective income potential, which can then be channeled back into the site to 
create more content and more effective media. As ever, a balance is required between 
the two. Users preferred the larger, more eye-catching advert on MCN as it still didn’t 
affect their experience of the site and its content was relevant. Always respect your 
users, and they’ll respect you right back! 

The takeaway

ORIGINAL VARIATION
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Ask someone their opinion on mobile magazines, and generally 

you’ll find they either love them or loathe them. It’s common 

to find discounts on digital-only copies, or to have them 

bundled in as a bonus for purchasing a subscription. However, 

according to the National Readership Survey, the reach of 

digital is growing ever stronger. They demonstrated that in 

the UK alone, having a digital presence increased the average 

audience reach of a magazine by 104%. 

This avenue cannot be underestimated. That’s why French 

cooking magazine Cuisine Actuelle chose AB Tasty for testing 

design choices on their mobile site. By changing the position 

and prominence of a key burger menu-style button, it was 

hoped there would be an uptick in clicks. A/B testing would 

be used to monitor several variations of this. 

The original menu button wasn’t all that differentiated from 

the surrounding space. All three variations added a circular 

container to the button, as well as inverting the colors. The 

main point of testing was to then see where this new design 

would be best positioned. What was the impact of keeping it 

where it was, moving it to the right, or moving it to the bottom? 

The results were impressive, with the new button design 

moved to the right seeing a 1295.6% increase in clicks. Big 

numbers for such a small button!

CLIENT
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Changing the position and 
prominence of a key mobile menu3.

You cannot afford to ignore the impact of mobile on your media reach. Design choices 
and seemingly minor details perhaps hold even greater importance on mobile, due to 
limited screen size. There’s just nowhere to hide when you only have a few hundred 
pixels. Burger-style menus can be a great design choice for prioritizing info in a small 
space, but make sure they stand out. The results can be dramatic! 

The takeaway
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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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