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Conversion Rate Optimization
Sharing some success cases
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What is CRO?  A quick reminder...

● CRO is the practice of increasing the percentage of users who perform a desired action on a website.

● We do this by running A/B tests also known as ‘experiences’ or ‘split tests’.
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CRO Testing Maturity Levels. Building to a Culture of Experimentation...  
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STRATEGIC FLUID
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Sporadic testing
Foundational strategy for 

specific products
Critical to product and 

Business planning

Testing team only
Marketing & Product share

 ideas to test
Regularly submitted across 

whole business

Ad hoc pages Full acquisition journey
Logged-in experiences, 

platform, apps, IoT

Growth through Business Value

STRATEGY:

SOURCE:

SCOPE:
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Homepage

All Users

Trushield Insurance

Mobile & Desktop

Example # 1 
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A 73% decrease  in lead form completions from 
the homepage - comparing Jan-May 21 vs 
Aug-Dec 20.

Summer is prime time for businesses to be 
affected by natural disasters.

A/B test presenting users with an identifiable 
problem first then a solution. This will create 
urgency to purchase insurance coverage and 
‘request a quote’.

OPPORTUNITY IDENTIFIED

HYPOTHESIS

METRICS TO TRACK

Conversions - completions of the lead form 
(people that reached the Thank You page) from 
the ‘Request a Quote’ button.
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Trushield Insurance

Control

Example # 1 
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Variant

266%
Conversions

Lift

After only

12 
days

vs.Control
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Search Results Pages

All Users

AM Resorts
Example # 2 
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There was a 25% bounce rate on the search 
results page. 

Consider updating the primary and secondary 
button styles so the main CTA stands out.

A/B test these different button styles for all users 
to experiment how a visual cue via button styling 
performs on funnel progression.

OPPORTUNITY IDENTIFIED

HYPOTHESIS

METRICS TO TRACK

Clicks on Book Now

Mobile & Desktop
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AM Resorts
Example # 2 
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16%
Lift in clicks to 

book now

Ran for

42
days

Control Variant
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Product page

All Users (signed in & not signed in)

Bershka - Clothing/Retail
Example # 3 
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Lack of cross-selling elements in the product 
page.

Consider adding a new "recommended for you" 
block to increase the chances of purchase.

A/B test the addition of a recommendations block 
vs not having it, to verify that it increase the add to 
carts. Also, test different recommendation 
strategies depending on the user’s type.

OPPORTUNITY IDENTIFIED

HYPOTHESIS

METRICS TO TRACK

Add to Carts

Mobile & Desktop
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Bershka - Clothing/Retail
Example # 3 
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vs.Control

Ran for

20 
days

Control

9.5%
Uplift in 

Add To Carts

Logged In users 

vs.Control

3.2%
Uplift in 

Add To Carts

Not Logged In users

Variant
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Royal Caribbean Merchandising
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+134%
In online 
income
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Celebrity Cruises
US Success Stories
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We used an AI Tool to offer 
Celebrity Cruises users a 
full homepage takeover 
experience based on past 
behavior, demographics, 
and segmentation. 

We launched a total of 9 
different full homepage 
takeovers, and saw 
double-and triple-digit 
conversion lifts for each 
experience!

+285%
Conversion 
increase



     making science  |  CLIENT

Making Science Group, SA - Company Confidential
15

Celebrity Cruises
US Success Stories
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Created and developed the 
first Cruise Skill on Alexa - 
Explore Destinations. 

This skill pushes brand 
awareness to discover 
destinations and the best 
way to travel. 

First 
Cruise Skill
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Celebrity Cruises
US Success Stories
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Explore new technologies 
such as push notification 
and rich communication 
services to develop new 
channels to continue to 
build brand awareness 
especially for new to cruise 
and new to brand 
segments. New 

Revenue 
Channel

First 
Travel Brand 
on Directory
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Azamara
US Success Stories
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Retargeting strategy 
 
We’re-engaged users into 
the booking funnel by 
serving a personalized 
retargeting banner based 
on their previous search 
history and behavior on 
the site. +35% 

CTR
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Condor
US Success Stories
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If we guide users on letting 
them know the next steps 
and what areas to 
complete, we will increase 
AVO and engagement to 
other categories. 

+7% 
Average 

Order Value
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Condor
US Success Stories
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If we bring the “My Dates 
Are Flexible” functionality 
to the search widget, we 
will see more searches 
conducted and ultimately 
more entries into the 
purchase funnel. 

+5% 
Searches
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RIU
US Success Stories
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Adding ratings and 
reviews to showcase to 
specific segments: 
Family or couples 
increase conversion. 

+10% 
Conversion



     making science  |  CLIENT

Making Science Group, SA - Company Confidential
21

RIU
US Success Stories

U
S 

SU
C

C
ES

S 
ST

O
R
IE

S

Highlight Value for families 
Hotel/Room Select -> Checkout

Control
If we know a user is a family showcase to 
families the various benefits of vacationing 
at your properties with their families. 

Hypothesis
If we showcase family benefits to family 
users they will be more likely to click 
through

KPIs
Next Step, CTR and CR 

8% 
Increase in 
next step 

CTR
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NorthBridge
US Success Stories
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New website 
redesign and 
development in 
wordpress. 
This is a WiP.
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Federated Insurance
US Success Stories

U
S 

SU
C

C
ES

S 
ST

O
R
IE

S

By retargeting 
users who have 
clicked request a 
quote we will 
have more users 
complete lead 
submission.  

15% 
Lead Gen
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Orby TV
US Success Stories
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We provide 

● Full website maintenance with 
a comprehensive front and 
back-end-solution (api 
connexions, order & payment 
processing, etc..)

● UX/UI enhancements based on 
GA metrics and user research

● Technical guidance to improve 
infrastructure +25% 

Orders
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Bathmate
US Success Stories
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Opportunity identified

Based on data, the bounce rate in the 
cart is about 64%. In the homepage it 
is 30%. You do provide a discount but it 
is not mentioned up until users add 
their email address.

Hypothesis

If we give users an incentive of a 
discount, the amount of users exiting 
will decrease.
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Trushield Insurance
US Success Stories
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Redesign the mobile Get 
a Quote process to 
acquire leads and qualify 
buyers along the journey.

15% 
Lead 

Generation
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Conversions - completions of the lead form (people that 
reached the Thank You page) from the ‘Request a Quote’ 
button.

Homepage

All Users

Mobile & Desktop
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A 73% decrease  in lead form completions from the homepage 
- comparing Jan-May 21 vs Aug-Dec 20.
Summer is prime time for businesses to be affected by 
natural disasters.

A/B test presenting users with an identifiable problem first 
then a solution. This will create urgency to purchase 
insurance coverage and ‘request a quote’.

OPPORTUNITY IDENTIFIED

HYPOTHESIS

METRICS TO TRACK

Trushield Insurance
US Success Stories
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Control

Trushield Insurance
US Success Stories
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Variant

After only
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266% 
Conversions 

Lift
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Clicks on Book Now

Search Results Pages

All Users

29

There was a 25% bounce rate on the search 
results page. 
Consider updating the primary and secondary 
button styles so the main CTA stands out.

A/B test these different button styles for all 
users to experiment how a visual cue via 
button styling performs on funnel progression.

OPPORTUNITY IDENTIFIED

HYPOTHESIS

METRICS TO TRACK

Mobile & Desktop
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AM Resorts
US Success Stories



     making science  |  CLIENT

Making Science Group, SA - Company Confidential
30

Ran for

42
days

Control Variant
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16% 
Lift in clicks 
to book now

AM Resorts
US Success Stories
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Add to Carts
Product page

All Users (signed 
in & not signed in)

31

Lack of cross-selling elements in the 
product page. Consider adding a new 
"recommended for you" block to 
increase the chances of purchase.

A/B test the addition of a recommendations 
block vs not having it, to verify that it 
increase the add to carts. Also, test 
different recommendation strategies 
depending on the user’s type.

OPPORTUNITY IDENTIFIED HYPOTHESIS METRICS TO TRACK

Mobile & Desktop
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Bershka - Clothing/Retail
US Success Stories
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Bershka - Clothing/Retail
US Success Stories
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Control Variant
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Ran for

20 
days

9,5% 
Uplift in Add 

To Carts

3,2% 
Uplift in Add 

To Carts

Logged in users
Not logged in users
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Thanks!

Your partner for digital business


