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Use this guide when creating experiments in Optimizely. 

 

If your goal is to increase the number of sign-ups, then you might test the following: 

length of the sign-up form, types of fields in the form, display of privacy policy, “social 

proof,” etc. The goal of A/B testing in this case is to figure out what prevents visitors 

from signing up. Is the form’s length intimidating? Are visitors concerned about privacy? 

Or does the website do a bad job of convincing visitors to sign up? All of these 

questions can be answered one by one by testing the appropriate website elements.  

 

Even though every A/B test is unique, certain elements are usually tested:  

• The call to action’s (i.e. the button’s) wording, size, color and placement, 

• Headline or product description, 

• Form’s length and types of fields, 

• Layout and style of website, 

• Product pricing and promotional offers, 

• Images on landing and product pages, 

• Amount of text on the page (short vs. long). 

if you have an e-commerce store and you are testing the color of the “Buy now” button, 

then your conversion goal would be the “Thank you” page that is displayed to visitors 

after they complete a purchase.  As soon as a conversion event occurs on your website, 

the A/B testing tool records the variation that was shown to the visitor. After a sufficient 

number of visitors and conversions, you can check the results to find out which variation 

drove the most conversions.  

There is a concept called “ statistical confidence ” that determines whether your test 

results are significant (that is, whether you should take the results seriously).  

Don’t surprise regular visitors. If you are testing a core part of your website, include only 

new visitors in the test. You want to avoid shocking regular visitors, especially because 

the variations may not ultimately be implemented  

• Use a calculator (like this one) to determine exactly how long to run a test before 

giving up. 

http://visualwebsiteoptimizer.com/ab-split-test-duration/


Ideas 

• Test headlines variations. e.g 30-day free trial vs start a mdlive account 

• Dustin found that “You should follow me on Twitter here” worked 173% better 

than his control text, “I’m on Twitter.” 

• Human Photos Double Conversion Rates : A surprising conclusion from two 

separate A/B tests: putting human photos on a website increases conversion 

rates by as much as double. Scientific research backs this up, saying that we are 

subconsciously attracted to images with people. 

• A simple variation that gave visitors fewer options too choose from resulted in a 

20% increase in conversions.  

• The words “It’s free” increased the clicks on this sign-up button by 28% 

• change color of CTA button. 

• A software product company redesigned their product page to give it a modern 

look and added trust building elements (such as seals, guarentees, etc.). End 

result: they managed to increase total sales by 20%. This case study demonstrates 

the effect of design on sales 

Your First Test 

For your first A/B test, keep it simple. Tweak your existing landing page to get your toes 

wet. Focus on low-hanging fruit:  

• copy in h1 and h3 headings; 

• copy in call-to-action buttons (for example, “Try it free” versus “Sign up” 

versus “Get started”); 

• the color, size and position of call-to-action buttons; 

• a short page versus a long page (by hiding long sections). 

• Highlight features versus benefits. 

Are you pitching features of your product in a checklist? Try illustrating the 

benefits of the product by describing a dream scenario for the customer. 

• Accelerate page-loading. 

Keep the landing page super-simple, and make it load in under a second. 

• Show a big video with someone talking. 

Try removing the big screenshot and dropping in a big video that demonstrates 

your product, perhaps one in which you’re talking to the camera. Make a 

personal connection. 

https://vwo.com/blog/human-landing-page-increase-conversion-rate/


• Survey new customers. 

Talk to new customers to see what made them sign up and what has been most 

valuable to them so far. Highlight these in a test. 

• Find out what confuses new customers. 

Ask new customers what confused them about the website or what questions 

they had that were left unanswered. Incorporate your answers into an A/B test. 

• Add testimonials. 

Use social proof in the form of testimonials. Try putting an avatar or company 

logo next to each name. 

• Change the writing style of headings and main content. 

Change the style of headings and content on your blog to see how it affects 

newsletter subscriptions. Try writing two versions of the same article. 

• Experiment with pricing tiers and your business model. 

Change your pricing structure, even if only on your public-facing page, to see 

how potential customers respond. 

• Make the sign-up form super-short. 

Remove any unnecessary steps in your sign-up form. 

• Radically change the design. 

Try a different approach with your landing page, like what Campaign Monitor 

did with its big modal for new visitors. 

 

The ideal number of visitors will vary according to your typical conversion rate. Plan on 

at least 1,000 visitors for each variant, and 150 conversions for each variant. For some 

websites this might take four hours to complete, for others an entire month. To find out 

exactly how many visitors you’d need to run a test, plug a few basic metrics into Evan 

Miller’s  sample-size calculator .  

Multivariate test 

In a multivariate test, a Web page is treated as a combination of elements (including 

headlines, images, buttons and text) that affect the conversion rate. Essentially, you 

decompose a Web page into distinct units and create variations of those units. For 

example, if your page is composed of a headline, an image and accompanying text, then 

you would create variations for each of them. To illustrate the example, let’s assume you 

make the following variations:  

• Headline: headline 1 and headline 2 

• Text: text 1 and text 2 

http://www.31three.com/notebook/archive/campaign_monitor_landing_pages
http://www.31three.com/notebook/archive/campaign_monitor_landing_pages
http://www.evanmiller.org/ab-testing/sample-size.html


• Image: image 1 and image 2 

The scenario above has three variables (headline, text and image), each with two 

versions. In a multivariate test, your objective is to see which combination of these 

versions achieves the highest conversion rate. By combinations, I mean one of the eight 

(2 × 2 × 2) versions of the Web page that we’ll come up with when we combine 

variations of the sections:  

• Headline 1 + Text 1 + Image 1 

• Headline 1 + Text 1 + Image 2 

• Headline 1 + Text 2 + Image 1 

• Headline 1 + Text 2 + Image 2 

• Headline 2 + Text 1 + Image 1 

• Headline 2 + Text 1 + Image 2 

• Headline 2 + Text 2 + Image 1 

• Headline 2 + Text 2 + Image 2 

In multivariate testing, you  split traffic between these eight different versions  of the 

page and see which combination produces the highest conversion rate — just like in 

A/B testing, where you split traffic between two versions of a page. . A good rule is to 

limit the total number of combinations to 25 or fewer.  

 

 
 

What Can You Test? 

Almost anything on your website that affects visitor behavior can be A/B tested.  

1. Headlines 

2. Sub headlines 

3. Paragraph Text 



4. Testimonials 

5. Call to Action text 

6. Call to Action Button 

7. Links 

8. Images 

9. Content near the fold 

10. Social proof 

11. Media mentions 

12. Awards and badges 

 

 

Advanced tests can include pricing structures, sales promotions, free trial lengths, 

navigation and UX experiences, free or paid delivery, and more.  

 

A/B Testing Process 

The correct way to run an A/B testing experiment is to follow a scientific process. It 

includes the following steps:  



1. Study your Website Data: Use a website analytics tool such as Google Analytics, 

and find the problem areas in your conversion funnel. For example, you can 

identify the pages with the highest bounce rate. Let's say, your homepage has an 

unusually high bounce rate. 

2. Observe User Behavior: Utilize visitor behavior analysis tools such as Heatmaps, 

Visitor Recordings, Form Analysis and On-page Surveys, and find what is 

stopping the visitors from converting. For example, “The CTA button is not 

prominent on the home page." 

3. Construct a Hypothesis: Per the insights from visitor behavior analysis tools, build 

a hypothesis aimed at increasing conversions. For example, “Increasing the size of 

the CTA button will make it more prominent and will increase conversions.” 

4. Test your Hypothesis: Create a variation per your hypothesis, and A/B test it 

against the original page. For example, “A/B test your original home page against 

a version that has a larger CTA button.” Calculate the test duration with respect 

to the number of your monthly visitors, current conversion rate, and the expected 

change in the conversion rate. (Use our Bayesian Calculator here.) 

5. Analyze Test Data and Draw Conclusions: Analyze the A/B test results, and see 

which variation delivered the highest conversions. If there is a clear winner 

among the variations, go ahead with its implementation. If the test remains 

inconclusive, go back to step number three and rework your hypothesis. 

6. Report results to all concerned: Let others in Marketing, IT, and UI/UX know of 

the test results and the insights generated. 

 

A/B Testing Process by Optimizely 

The following is an A/B testing framework you can use to start running tests:  

• Collect Data: Your analytics will often provide insight into where you can begin 

optimizing. It helps to begin with high traffic areas of your site or app, as that will 

allow you to gather data faster. Look for pages with low conversion rates or high 

drop-off rates that can be improved. 

• Identify Goals: Your conversion goals are the metrics that you are using to 

determine whether or not the variation is more successful than the original 

version. Goals can be anything from clicking a button or link to product 

purchases and e-mail signups. 

• Generate Hypothesis: Once you've identified a goal you can begin generating A/B 

testing ideas and hypotheses for why you think they will be better than the 



current version. Once you have a list of ideas, prioritize them in terms of expected 

impact and difficulty of implementation. 

• Create Variations: Using your A/B testing software (like Optimizely), make the 

desired changes to an element of your website or mobile app experience. This 

might be changing the color of a button, swapping the order of elements on the 

page, hiding navigation elements, or something entirely custom. Many leading 

A/B testing tools have a visual editor that will make these changes easy. Make 

sure to QA your experiment to make sure it works as expected. 

• Run Experiment: Kick off your experiment and wait for visitors to participate! At 

this point, visitors to your site or app will be randomly assigned to either the 

control or variation of your experience. Their interaction with each experience is 

measured, counted, and compared to determine how each performs. 

• Analyze Results: Once your experiment is complete, it's time to analyze the 

results. Your A/B testing software will present the data from the experiment and 

show you the difference between how the two versions of your page performed, 

and whether there is a statistically significant difference. 

 

If your variation is a winner, congratulations! See if you can apply learnings from the 

experiment on other pages of your site and continue iterating on the experiment to 

improve your results. If your experiment generates a negative result or no result, don't 

fret. Use the experiment as a learning experience and generate new hypothesis that you 

can test.  

 

 

https://www.optimizely.com/optimization-glossary/statistical-significance/


 

Whatever your experiment's outcome, use your experience to inform future tests and 

continually iterate on optimizing your app or site's experience.  

 

Related articles 

https://conversionxl.com/blog/ab-testing-guide/ 

https://www.optimizely.com/optimization-glossary/ab-testing/# 

https://conversion-rate-experts.com/cro-tips/ 

 

 

 

 

https://conversionxl.com/blog/ab-testing-guide/
https://www.optimizely.com/optimization-glossary/ab-testing/
https://conversion-rate-experts.com/cro-tips/
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