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On the one hand, their function is to make you dream - to 

transport you to another world of waterfalls, ancient ruins or 

all-night parties on the beach.  On the other, the very practical 

elements - selecting travel dates, verifying prices, confirming 

reservations - also need to respected.  A travel site’s UX and 
visual experience should be both suggestive and inspiring, as 

well as grounded and clear. In this context, it’s not always easy 

to figure out, for example, which copy, CTA or hero image to 

use for maximum conversions.

This is why A/B and multivariate testing tools are so great. 
CRO optimization platforms like AB Tasty can go a long way 

in helping marketers gain insight into what works, before 

hardcoding them into their site. 

Read on to see how travel companies Center Parcs Group, 

Louvre Hotels Group and Smartbox worked with AB Tasty to 

uncover and improve problem areas on their sites, leading to 

higher conversion rates and better overall engagement.

Travel sites have a dual character.
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The wording of a CTA needs to fit perfectly with a site user’s 

current mindset and their place in the user journey. Though 

the ultimate action you as a marketer want them to make may 

be ‘Confirm Payment’ or ‘Book Now’, you know that there are 

important intermediary stages (‘Continue Browsing’, ‘Read 

More’, ‘Search Dates’...) that should make an appearance. Being 

out of sync with your audience will almost certainly decrease 

conversion rates.   

This was the issue facing Center Parcs Group, a network of 

holiday villages across Europe. One of their CTAs that appeared 

early on in the user journey was labelled ‘Book Now’.  The 

original idea was that copy that focused on the end-goal would 

somehow lead users to complete the desired final conversion.

However, the marketing team wanted to experiment.  They 

had a feeling that seeing ‘Book Now’ so early - before users had 

even entered their arrival and departure dates - was leading 
to drop off. Using AB Tasty’s visual editor, they conducted 

a simple A/B test to change the CTA to “Check Availability” 

on all product pages. They felt this wording more accurately 

described the next step in the conversion funnel.

 

The team soon realized the value of not rushing their customers: 

The change from “Book Now” to “Check Availability” resulted 

in a 92% increase in the click-through rate to the CTA.  As 

a direct result, Center Parcs Group experienced a 13.6% 
increase in their overall conversion rate.

Testing the CTA: Call to Action1.

Center Parcs 
Group

Websites with a good UX make you feel as if the two of you are on the same wave-
length. They make it easy to find what you’re looking for, give you good ideas and an-
ticipate your next steps. To achieve this synchronisation, all of a site’s elements must 
work together - including details like CTA copy.  Though it’s natural for us as mar-
keters to encourage our site’s users to focus on our end goal (purchase! subscribe! 
book!), we must stay vigilant not to rush them.  Nobody likes to feel forced into a 
decision, and overly pushy copy is sure to cause a dip in conversion rates. Take a step 
back and see if your CTAs are really aligned with where a user is likely to be at each 
stage of the user journey.

The takeaway

ORIGINAL VARIATION
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In general, e-commerce websites with clean, efficient designs 

promote professionalism and win the trust of their customers. 

However, the differentiating factor for getting your customer 

to purchase rests heavily on the brand’s ability to inspire 

wanderlust. 

Louvre Hotels Group, a major player in the global hospitality 

industry, turned to AB Tasty to see if they could increase their 

click-through rate by testing the style of their homepage 
design. Specifically, they wanted to test whether the switch 

to a cleaner layout with larger, higher resolution images would 

have an impact on a customer’s engagement.  To achieve 

this new look, they used AB Tasty to redesign the homepage 

background to include a high resolution image, as well as 

modify the visible image titles and the color of the titles on the 

bottom of the homepage.

The results speak for themselves: Louvre Hotels Group saw a 

95% increase in customer clicks with the new, more visually 

appealing design. The modification of a few simple graphic 

elements saw nearly a twofold increase.

Louvre Hotels
Group

Testing design through 
imagery and color2.

Eyes are the window to the soul, and - for travel sites - hero images are the window 
into fantastic vacation destinations. Just like a good painting, this important visual 
should draw viewers right in.  Opt for crisp, idyllic and inspiring shots. Before your 
users get into the nitty gritty booking details, you want to make them daydream.

The takeaway

ORIGINAL

VARIATION
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SuperShuttle is America’s leading shared-ride shuttle service. 

From their start in 1983 to their openings in 50+ cities today, 

SuperShuttle continues to expand and provide passengers 

with affordable and convenient airport rides.

CHALLENGE

Social networks play a key role in the travel and tourism 
industries. Idyllic Instagram photos inspire friends’ holiday 

bookings, travel updates are increasingly sent in Facebook 

chats, and customer service requests often include a Twitter 

handle. A robust social network following can likewise create 

positive word-of-mouth and help B2C travel brands stay top 

of mind in a competitive industry.

In light of this, SuperShuttle wanted to test a new format for 

their website footer in order to increase engagement with 
their social network pages. They felt that their social icons 

didn’t stand out enough in their then-current design, which in 

turn limited their social reach.

A/B TEST IDEA

The team decided to try a more eye-catching design that 

would focus on their main networks. They opted to remove 

the icons for their LinkedIn and mobile app pages, and create 

more focus on their main pages: Facebook, Twitter, Google 

Plus and Instagram.

To determine whether these design changes would actually 

increase clicks, the team used AB Tasty to launch a simple 
A/B test on all of their website pages. For ten days, half of 

their traffic would view the original design, and the other half, 

the new one. All clicks on these icons would be monitored in 

order to see which design worked best. In just 30 minutes, 

one of their web developers, Wes Couch, had the test up and 

running using AB Tasty’s ‘Edit HTML and Add CSS’ feature.

Super Shuttle

SuperShuttle drastically increases 
audience engagement with social 
networks

3.

ORIGINALVARIATION
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RESULTS

The results were overwhelming. The new design generated 
significantly more traffic towards all of their social network 

pages: 1129% more clicks to Google Plus, 335% more 
clicks to their Facebook page, and 635% more to Twitter. 

In addition, the new icon for Instagram garnered an excellent  

0.15% conversion rate.

“With AB Tasty, the only limit to what 
you can test is your imagination. Their 
platform allows for simple style changes 
up to advanced modifications thanks to 
developer-friendly features, like the ability 
to add JavaScript, HTML and CSS.

The best thing about using AB Tasty is 
that we’re able to provide a data-driven 
rationale for our website design choices. 
When fellow colleagues ask us why 
something is the way it is on our site, 
we can explain the reasoning behind the 
choice, including statistically significant 
data from our tests.

Almost all of our site updates are thanks 
to the tests we have run using AB 
Tasty. First, we narrow down the best 
design choice, then we work on colors, 
followed by sizing. We plan to use AB 
Tasty to further refine everything on our 
site to reach and even exceed our goal 
of increasing booking conversions by 
17.5%.”

Wes Couch,  PHP Web Developer

at SuperShuttle



Your turn to
challenge the
status quo
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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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