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Through this work and through the countless conversations 

we’ve had with our clients, one thing has become abundantly 

clear: the industry is in a state of flux. (Not that we need to tell 

you that…)

Over are the days when having an all-star team of journalists 

and a constant flow of riveting story ideas ensured fiscal 

success for your organization. Today, the short attention span 

of online audiences combined with the ever-changing search 

engine algorithms means digital publishers must experiment 

and test numerous elements of their website in order to stay 

relevant and to properly understand their readers’ preferences 

and behavior.

It’s not enough to simply measure click rates, page views, or 

the length of time spent on a page.

We’ve been working with clients 
in the digital publishing and 
media industry for years now.

No, no, in order to accurately define your content strategy, 

increase subscription rates, and secure advertisement funding, 

you must know how to truly understand and leverage your 

data.

That’s where we come in.

Here at AB Tasty, we are a team of data scientists and 

experimentation geeks. We test everything. It’s our passion; 

at the core of everything we do. Over the years, we’ve worked 

with hundreds of brands and companies around the world, 

facilitating testing of nearly every element of digital publishing 

and media websites.

Through lessons from this work and using case studies from 

real media clients we’ve worked with, we’ve compiled a list 

of three simple test ideas for you to try in order to overcome 

common problems facing the media industry.
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As the traditionally dominant revenue streams of print and 

advertizing come under pressure, most online media publishers 

have moved to create a subscription-based model for readers 

to gain unlimited access to their digital content.

French newspaper Le Parisien wanted to test different ways to

increase their conversion rates for paid subscribers. They used 

the AB Tasty tool to test the wording of a prominently placed 

homepage banner ad. The original banner ad translated as 

“Subscribe to Le Parisien for €0,” with a call to action (CTA) 

of “Find Out More.” They decided to test whether a different 

wording to their ad copy: “Enjoy unlimited access to Le Parisien: 

First month is free” would lead to a higher conversion rate.

As a direct result of this copy change, the number of clicks on 

their CTA increased by 30%, providing clear evidence that the 

new wording was more effective in encouraging users to click 

through to the next step.

A/B test banner ad copy 
to increase paid subscription rates1.

Le Parisien

While both copy variations advertize the same promotion, the latter resonates more 
with readers. While a priori it would be impossible to know that one wording would 
outperform an alternative wording by such a substantial rate, only with testing did it 
become clear that the variation in copy was so important. 
As most media sites know the importance of testing different headlines for articles, 
it is equally (if not more) important to test copy variation for ads and promotions.

The takeaway

ORIGINAL VARIATION
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For luxury clothing website Bazarchic.com, where users must 

be logged into the website in order to access content, the 

subscription process is essential. In an effort to increase their 

subscription rates, Bazarchic created a new variation of their 

homepage, with a new design with a more “luxury” feel that 

highlighted the different content categories (fashion, tourism, 

decoration and wine).

They wanted to test if the new design would convert more 

users, whilst ensuring it did not disturb existing users and their 

connection rate. Using the AB Tasty Split Test tool, Bazarchic 

randomly assigned users to one of the two pages (the original 

page, and the newly designed variation, also hosted on their 

website). The performance of the two pages was measured by 

KPIs such as access to the subscription form, and successful 

submission of the form.

The test quickly proved that the new homepage performed 

better than the old one. The subscription rate, measured 

through the visit rate of the “Thank you” page for new 

subscribers, increased by 25%. The new design also showed 

no impact on the connection rate of existing members. As 

a result of this test, the new, better preforming design was 

adopted.

CLIENT

Bazarchic

Split test homepage design variations 
to increase subscription rates2.

Tracking several KPIs enables you to make an informed decision while remaining 
conscious of that decision’s potential negative effects on other elements of your 
website. This test also underlines the considerable weight that images have when it 
comes to strengthening a site. Subscriptions improved once images were changed to 
reflect a more luxurious lifestyle and a broader range of content.

The takeaway

ORIGINAL VARIATION
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Though our work with numerous clients, we’ve started to notice a trend: implementing 

a pop-up strategy generally increases conversion rates by a considerable margin. This 

has proven particularly true when the conversion goal is to boost email list opt-ins.

Based on our suggestion and in an effort to improve their newsletter subscription 

rate, French daily newspaper Ouest France created a pop-up ad with a sign-up form 

that visitors would see upon entering their website. As a direct result of this pop-up, 

there was a 16% increase in the number of accounts created.

CLIENT

Ouest France

Create pop-up to get
newsletter subscriptions3.

While some research indicates that users find pop-up ads annoying, there are a 
number of different types of pop-ups to try such as the “hover” or “lightbox” style, 
that may deliver a better user experience. You can also vary the frequency in which a 
user sees your pop-up, or the criteria around which users see your pop-up.

As with everything else, the clear takeaway here is the importance of testing different 
types and variables and figuring out what is most effective for your audience.

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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Start discovering your 
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