
Research-based Subscription Case Studies Swipe File
26 valid marketing experiments to give you ideas for your next A/B test



Fellow evidence-based marketer,

“Recurring payments have changed the way that Americans consume software, music, movies, television, fitness, clothing, 
and food,” according to Barron’s.

The transformation is so large that “How Subscriptions Are Remaking Corporate America” was a recent cover story for the 
noted business weekly.

To help your company lock in a regular stream of subscription revenue, whether it’s a traditional subscription-driven 
company like a newspaper or magazine, or a company that is looking to transition to a recurring revenue model, we put 
together this swipe file with a high-level look at 26 subscription experiments that MECLABS Institute analysts conducted 
with B2B and B2C companies to help them learn about their customers and improve conversion rates.

There’s a lot of information here, so we’ve created a table of contents with internal anchor links to help you navigate.
If these experiments inspire your own tests, we’d love to see the results — just drop me a line at d.burstein@meclabs.com.
Here’s to higher-converting subscription websites,

Daniel Burstein
Senior Director, Content & Marketing

P.S. If you need help improving subscription conversion, you might want to consider a MECLABS Quick Win Intensive.

mailto:d.burstein@meclabs.com
https://meclabs.com/QuickWinIntensive


MECLABS Research Approach 

The MECLABS Seal indicates that an 
experiment has undergone multiple validity 
checks by the MECLABS Data Sciences Group 
and is certified as an accurate representation of 
real-world customer behavior.

10 Patented Heuristics developed 
from 20,000+ sales path experiments 
are applied respectively for analysis. 
MECLABS Scientists use this rigorous 
methodology to identify testing 
opportunities and generate optimized 
treatment designs.  

A/B Split Testing is used to validate 
hypotheses and collect customer data. 
Traffic is divided amongst test pages, and 
performance is compared to identify 
behavioral insights. 



Select any of the experiments below to navigate to the full case study

Experiment #1 Software Provider 
Experiment #2 Software Provider 
Experiment #3 Software Provider 
Experiment #4 Software Provider 
Experiment #5 Newspaper
Experiment #6 Newspaper
Experiment #7 Financial Advisor
Experiment #8 Marketing Data Provider
Experiment #9 Web Host 
Experiment #10 Business Host 

Experiment #11 Encyclopedia
Experiment #12 News Feed 
Experiment #13 Day Trading Instructor
Experiment #14 Newspaper
Experiment #15 Sports Entertainment Provider
Experiment #16 Newspaper
Experiment #17 Newspaper
Experiment #18 Newspaper
Experiment #19 Newspaper
Experiment #20 Newspaper

Contents



Experiment #21 Email News Provider for Professionals
Experiment #22 Automotive Magazine
Experiment #23 Online Artist Community
Experiment #24 Large Media Outlet
Experiment #25 People Search Company
Experiment #26 Newspaper

Select any of the experiments below to navigate to the full case study
Contents



Experiment #1
78% increase in conversion by removing the equally weighted 
calls-to-action



Experiment ID: TP1213
Location: MECLABS Research Library
Research Partner: Protected

Background: Integrated software solutions for businesses and enterprise 

Goal: The company sought to increase free trial sign-ups for the CRM solutions

Primary Research Question: Which landing page will obtain the most conversions?

Approach: A/B split test (variable cluster)

Experiment #1: Background



LOGOLOGO
Control Treatment

Experiment #1: Background



LOGO

1 2 3

LOGO
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By changing the display of the offer, we simplified the 
customer’s decision from three evenly weighted 
buttons to a single selection.

Experiment #1: Treatment



Design KPI % Rel. Change

Control 1.71% -

Treatment 3.05% 77.94%

Relative Increase in Conversion78%
The treatment significantly increased conversion by 77.94%

! What You Need to Understand: Removing the equally weighted calls-
to-action increased conversion significantly. You can learn more 
about this test on page 16 of the MECLABS Quarterly Research 
Digest Volume I, Issue 2.

Experiment #1: Results

https://meclabs.com/research/archive/digest/v1i2


LOGO LOGO
From this To this

Not This, But This

78%
In Conversion

Friction



Experiment #2
21% increase in conversion by using specific quantifiable 
statements



Experiment ID: TP1214
Record Location: MECLABS Research Library
Research Partner: NetSuite

Background: A leading software provider

Goal: To increase total leads

Primary Research Question: Which process will generate the most leads?

Approach: Radical redesign of the complete lead generation process

Experiment #2: Background
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Experiment #2: Control



XXXXXXXXX Software Suite
#1 On-Demand. 6459+ World Clients
Award-Winning Solution. Free Trial
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Experiment #2: Treatment



XXXXXXXXX Software Suite
#1 On-Demand. 6459+ World Clients
Award-Winning Solution. Free Trial
www.XXXXXXXXXX.com/XXXXXXXX

{Keyword XXXXXXXXX Software}
Award-Winning XXXXXXXX Software. 
Fully Integrated. Free Trial
www.XXXXXXXXXX.com/XXXXXXXX

Control

Treatment

• The original ad uses only vague 
qualitative statements like “Award-
Winning” and “Fully Integrated.”

• The optimized ad uses specific 
quantitative statements like “#1 On 
Demand” and “6459+ World Clients” 
to communicate the value.

Experiment #2: Side-by-Side



Design KPI % Rel. Change

Control 0.89% -
Treatment 1.08% 20.90%

Relative Increase in Conversion 21%
The treatment increased conversion by 20.90%

! What You Need to Understand: By using specific quantifiable 
statements, the treatment copy increased conversion by 20.90%. 
You can read more about this test in Blandvertising: How you can 
overcome writing headlines and copy that don’t say anything

Experiment #2: Results

https://marketingexperiments.com/copywriting/writing-meaningful-copy


Experiment #3
54% increase in conversion by using specific quantifiable 
statements



Experiment ID: TP1213
Location: MECLABS Research Library
Research Partner: NetSuite

Background: Integrated software solutions for businesses and enterprise 

Goal: The company sought to increase free trial sign-ups for the CRM solutions.

Primary Research Question: Which landing page will obtain the most conversions?

Approach: A/B split test (variable cluster)

Experiment #3: Background



Control

• The original landing page from the ad is 
using vague language to communicate the 
value.

• Also, there is a significant disconnect 
between the value communicated in the 
PPC ad and the value in the landing page. 
Where is the “Award-winning”? Where is 
the “Fully Integrated”?

Experiment #3: Control
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Experiment #3: Control



Treatment

• The optimized version immediately 
connects the PPC ad to the landing 
page maintaining strong continuity. 

• As in the PPC ad, clear quantitative 
language is used.

• Awards are shown prominently. 

• Testimonials and CTA both add value.

Experiment #3: Treatment



Control Treatment

Experiment #3: Side-by-Side



Design KPI % Rel. Change

Control 7.17% -

Treatment 11.06% 54.26%

in Clickthrough Rate54%
The optimized page increased clickthrough by 54.26% 

Experiment #3: Results

! What You Need to Understand: By using specific quantifiable 
statements, the treatment copy increased conversion by 54.26%. To 
learn more about this test, see page 114 of the MarketingExperiments 
Research Journal

https://marketingexperiments.com/journals/1st%20Quarter%20(2011)%20-%20MEx%20Research%20Journal.pdf


Experiment #4
272% increase in conversion by optimizing all the way 
through the path 



Experiment ID: Location: MECLABS Research Library
Research Partner: Protected

Background: Integrated software solutions for businesses and enterprise 

Goal: The company sought to increase free trial sign-ups for the CRM solutions.

Primary Research Question: Which landing page will obtain the most conversions?

Approach: A/B split test (variable cluster)

Experiment #4: Background



Control

• This form page is not really 
communicating any value. They have 
stopped trying to sell and are 
assuming that the customer is 
motivated enough to complete the 
form.

• There is conflicting messaging 
between this page, the landing page 
and the PPC ad.

Experiment #4: Control
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Experiment #4: Control



Treatment

• The optimized page continues to 
communicate the value of the offer, 
even on the registration page. 

• The message is directly connected to 
both the landing page and the PPC 
campaign.

Experiment #4: Treatment




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Experiment #4: Treatment



Design KPI % Rel. Change

Control 15.84% -

Treatment 31.25% 97.27%

Increase in Form Completions97%
The optimized page increased conversion by 97.27% 

Experiment #4: Results

! What You Need to Understand: By continuing to communicate value, 
event on the registration page, the treatment garnered 97% more 
form completions.



Design Control Treatment % Rel. Change

PPC Advertisement .89% 1.08% 20.9%
Landing Page Clickthrough 7.17% 11.06% 54.26%
Form Completion 15.84% 31.25% 97.27%
Impression-to-Lead Conversion .009% 0.033% 272.2%

Increase in Overall Conversion272%
The treatments significantly increased cumulative conversion by 272%

! What You Need to Understand: By optimizing all the way through the 
path, the treatment outperformed the control by a total of 272%.

Experiment #4: Results



Experiment #5
40% increase in subscriptions by emphasizing the well-known 
brand of an American daily newspaper



Background: One of the largest metropolitan print news sources in the 
United States.

Goal: To increase the number of online subscriptions.

Research Question: Which offer page will result in the highest 
subscription rate?

Test Design: A/B variable cluster test

Experiment ID: TP1651
Record Location: MECLABS Research Library
Research Partner: Protected

Experiment #5: Background



• The goal of the original 
page was to get people into 
the subscription process. 

• The original page used a 
template CMS structure 
that did very little to 
leverage the brand’s well-
known name.

Experiment #5: Control



Offer Page

Step 1 Step 2 Step 3 Step 4

The unbranded template is used 
throughout the entire conversion 
process. 

Experiment #5: Control



The treatment 
slightly adjusts the 
CMS template to 
emphasize the well-
known brand.

Experiment #5: Treatment
LOGO



The branding is made prominent 
throughout the entire conversion 
process.

Experiment #5: Treatment
LOGO



Experiment #5: Results

Design KPI % Rel. Change

Control - Unbranded 1.32% -

Treatment - Branded 1.86% 40.30%

Relative Increase in Subscriptions40%
The treatment significantly increased subscription rate by 40.30%

! What You Need to Understand: By simply emphasizing the well-
known brand name, the treatment subscriber path increased 
subscriptions 40%.



Experiment #6
33% increase in open rate by placing the incentive point first



Experiment ID: TP2078
Record Location: MECLABS Research Library
Research Partner: Protected

Background: Well-known news publication

Goal: To increase the open rate of an email

Research Question: Which subject line will produce the greatest open rate?

Approach: A/B single-factorial split test

Experiment #6: Background



Save 50% on your choice of two new subscription options

Get the NEW [Name] for 50% off

Version A

Version B

Experiment #6: Version A/B



Design KPI % Rel. Change

Version A 21.1% 32.7%
Version B 15.9% -

Relative Increase in Open Rate33%
The treatment significantly increased open rate by 32.7%

! What You Need to Understand: By placing the incentive point first, 
version A increased open rate significantly.

Experiment #6: Results



Experiment #7
36% increase in emails captured by combining an increase in 
value force with a decrease in cost force



Experiment ID: TP2011
Record Location: MECLABS Research Library
Research Partner: Protected

Background:  A company offering professional financial advice to investors and 
consumers

Goal: To increase marketable email captures in the subscription process

Research Question:  Which page will have the highest email capture rate?

Approach:  A/B multifactorial split test

Experiment #7: Background



Experiment #7: Control

• Headline asks a question instead 
of stating a value

• Irrelevant question interrupts the 
eye-path of new visitors

• Unnecessary fields for this step in 
the process

• No additional value copy or 
content 



• Headline immediately states a 
promise of value

• Irrelevant question moved out of 
the primary eye-path

• Two required fields have been 
replaced with an opt-in field

• Additional value copy connected 
to the primary path’s total value 
proposition is included

Experiment #7: Treatment



Design KPI % Rel. Change

Version A 6.56% -
Version B 8.94% 36.25%

Relative Increase in Emails Captured36%
The treatment significantly increased email opt-ins by 36.25%

! What You Need to Understand: By combining an increase in value 
force with a decrease in cost force, the treatment email capture 
page increased opt-in emails by 36.25% without negatively affecting 
the subscription rate.

Experiment #7: Results



Experiment #8
78% increase in subscriptions by removing elements on the 
page that did not match prospect motivation



Experiment ID: TP1155
Record Location: MECLABS Research Library
Research Partner: Protected

Background: A publisher of electronic marketing information and related services 

Goal: Increase the number of registrations for a free email newsletter

Research Question: Which sign-up page will yield the highest subscription rate? 

Approach: A/B multifactorial test

Experiment #8: Background



Original Page

• Common landing page best practices 
failed to improve conversion on this 
original page.

• We began testing the removal of 
elements from the page to match visitor 
motivation levels.

• If adding elements to increase the value 
proposition decreased conversion, maybe 
the traffic to this page was already highly 
motivated.

Experiment #8: Control



• Much of the copy on this 
page was removed, leaving 
simple form submission 
fields.

• No real selling points were 
included in this design.

Treatment

Experiment #8: Treatment



Original Page

Treatment

Experiment #8: Side-by-Side



Design KPI % Rel. Change

Control 12.09% -
Treatment 21.54% 78%

Relative Increase in Subscriptions78%
The treatment significantly increased conversion by 78%

! What You Need to Understand: By removing elements on the page 
that did not match prospect motivation, the treatment email 
capture page increased subscriptions by 78%

Experiment #8: Results



Experiment #9
162% increase in subscriptions by addressing customer 
anxiety with specific corrective measures



Experiment ID: TP1063
Record Location: MECLABS Research Library
Research Partner: Protected

Background: Company offering web hosting and related services

Goal: Increase service sign-ups

Research Question: Which landing page will produce the highest conversion rate? 

Approach: A/B split test (variable cluster) aimed at supporting the value 
proposition, prioritizing information and addressing and correcting specific visitor 
anxiety.

Experiment #9: Background
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Control -Top

Experiment #9: Control



LOGO

Control - Bottom

Experiment #9: Control



LOGO

Treatment - Top

• The optimized page alleviated anxiety that occurs with 
online hosting:
• 100% uptime in 2007
• 24/7 customer support
• No hidden charges
• 30-day money-back guarantee

• With clear images, they communicated product
reliability and customer service.

Experiment #9: Treatment



Treatment - Bottom
LOGO

Testimonials addressed 
concerns of reliability, ease 
of use and speed of service  

Experiment #9: Treatment



Optimized PageOriginal Page

Experiment #9: Side-by-Side



Design KPI % Rel. Change

Control 12.09% -
Treatment 21.54% 162%

Relative Increase in Subscriptions162%
The optimized page yielded a 162% higher conversion rate as well as a 128% increase in 
revenue per visitor.

! What You Need to Understand: By addressing customer anxiety with 
specific corrective measures, the treatment increased subscriptions 
by 162%. To learn more about this test, see Case Study 2 in 
Improving Conversion by 162%: How to Overcome Value Inhibitors 

Experiment #9: Results

https://marketingexperiments.com/value-proposition/overcoming-value-inhibitors


Experiment #10
189% increase in conversions by making improvements to 
the user experience that allowed prospects to navigate 
information with greater ease



Experiment ID: TP1341
Record Location: MECLABS Research Library
Research Partner: Protected

Background: A company offering dedicated business hosting services

Goal: To increase the amount of leads

Primary Research Question: Which page design will generate the greatest amount of 
leads?

Approach: A/B multifactorial split test (radical redesign)

Experiment #10: Background



The banner, what prospects see first, might mean something to the 
company, but it conveys little value to the prospect.

Experiment #10: Control



• This company only needs 4 fields to obtain a qualified lead yet requires 
prospects to complete 20. 

• Call-to-action “Request a Quote” is impersonal and implies 
commitment and cost.

Experiment #10: Control



Treatment

• Immediately lets the visitor know where 
they are and what they can do on this page

• Provides organized content that prospects 
could navigate based on their needs.

• Uses easy-to-understand images

• Uses the more personal/lower 
commitment call-to-action language of 
“Call to Discuss Your Needs”

• Moves all unnecessary forms fields to a 
secondary step

Experiment #10: Treatment



Control Treatment

Experiment #10: Side-by-Side



Design KPI % Rel. Change

Control 2.00% -
Treatment 5.77% 188.46%

Relative Increase in Conversion189%
The treatment significantly increased conversion by 189%

! What You Need to Understand: By making improvements to the user 
experience that allowed prospects to navigate information with 
greater ease, the treatment increased conversion by 189%.

Experiment #10: Results



Experiment #11
103% increase in conversion by making strategic changes to 
the value copy that reinforce the value proposition



Experiment ID: N/A
Record Location: MECLABS Research Library
Research Partner: Encyclopedia Britannica

Background: Well-known B2C company offering an online encyclopedia subscription 
product

Goal: To get visitors to sign up for a free trial

Primary Research Question: Which landing page will have the highest subscription rate?

Approach: A/B multifactorial split test

Experiment #11: Background



• The headline does not communicate 
the value proposition

• The “member benefits,” which are 
primary selling points, are in a 
separate column, not directly in the 
customer’s eye-path

• The images on the left and bottom do 
not help communicate anything about 
the service or why they should try it

ControlExperiment #11: Control



• The new headline and sub-headline 
describe exactly what you get

• Bullets are used to emphasize the 
valuable features of the service in an 
easy-to-read format

• The new image is clearer and includes 
a caption that re-emphasizes the value 
proposition

TreatmentExperiment #11: Treatment



• “Activate Your Free Trial” is used 
instead of “Please Enter Your Billing 
Information” or “Subscribe Now” 
messaging

• Savings over the print edition 
instantly shows the customer the 
value

• Button copy emphasizes the 
“receiving” aspect of the transaction 
instead of “giving” language such as 
“submit”

TreatmentExperiment #11: Treatment



Control Treatment

Experiment #11: Side-by-Side



Design KPI % Rel. Change

Control 1.00% -
Treatment 2.03% 103.46%

Relative Increase in Conversion103%
The treatment significantly increased subscriptions by 103%

! What You Need to Understand: By making strategic changes to the 
value copy that reinforce the value proposition, the treatment 
increased conversion by 103%. Learn more about this test in 
Copywriting Case Study: How Encyclopedia Britannica increased 
conversion 103% 

Experiment #11: Results

https://marketingexperiments.com/copywriting/copywriting-britannica-increased-conversion


103%
IN CONVERSION

Experiment #11: Not This, But This…
Steps in Process

From this

To this

103%
Increase in Conversion



Experiment #12
112% increase in subscriptions by using a responsive design 
treatment 



Background: Largest electronic distributor of news/press releases

Goal: To increase the number of subscription starts from the services page

Primary Research Question: Which page will generate the most subscription starts?

Approach:  A/B variable cluster split test

Experiment ID: TP1633
Record Location: MECLABS Research Library
Research Partner: Protected

Experiment #12: Background



• Headline and image are not 
clearly expressing the value 
proposition.

• Body copy is vague and does 
not clearly distinguish 
between the product options.

• Call-to-action wording implies 
little-to-no value.

Control

Experiment #12: Control



Treatment • Headline better states the value 
proposition.

• Images better connect to the value 
proposition.

• Key points of value are outlined in the main 
bullets.

• Feature matrix clarifies the value of each 
product.

• CTAs emphasize “upgrade” implying value.

Experiment #12: Treatment



Control Treatment

Experiment #12: Side-by-Side



Design KPI % Rel. Change

Control - Unresponsive 3.0% -

Treatment - Responsive 6.2% 111.5%

Increase in Subscriptions112%
The treatment significantly increased subscriptions by 111.5%

! What You Need to Understand: The responsive design treatment 
increased free trial subscriptions when compared in aggregate to 
the control. 

Experiment #12: Results



Experiment #13
30% increase in signups by aligning email sends closer to the 
weekends (when markets are closed)



Background: A large media company offering a free trial of day trading 
instructional content

Goal: To increase the amount of free trials

Primary Research Question: Of the send times tested, which time will result in 
the highest rate of free trial sign ups for the content?

Approach: A/B single factor sequential test

Experiment ID: TP2004
Record Location: MarketingExperiments Research Library
Research Partner: Protected

Experiment #13: Background



The main offer for this 
campaign was a free trial 
giving the reader access to an 
equity screening database for 
day traders.

Product: Equity Screening Database

Experiment #13: Background



Email A

Send Time: Monday 
(Beginning of Week)

Email B

Send Time: Thursday
(End of Week)

Experiment #13: Version A/B



Design KPI % Rel. Change

Monday 4.34% -
Thursday 5.65% 30%

Relative Increase in Signups30%
Sending email later in the week increased sign up rates by 30%

! What You Need to Understand: By aligning email sends closer to the 
weekends (when markets are closed), emails sent on Thursday 
performed 30% better than email sent on Mondays.

Experiment #13: Results



Experiment #14
24% increase in conversion by making small changes in the 
way the page communicated



Background: National news publication selling subscriptions  

Goal: To increase home delivery subscription rate

Research Question: Which treatment will generate the highest home delivery 
subscription rate?

Test Design: A/B variable cluster test

Experiment ID: TP1740
Record Location: MECLABS Research Library
Research Partner: Protected

Experiment #14: Background



Checkout Page A retains all of the 
standard checkout presentation 
factors from the previous test.

Experiment #14: Version A



• Checkout page B makes a different set of 
adjustments:

• Copy and image were tweaked to re-emphasize 
the value proposition previously stated

• Savings are re-emphasized, lines around 
information are removed, and header fonts 
increased

• Call-to-action re-aligned, recolored, rewritten 
emphasizing the next step of the process

• Similar to Experiment 1, credibility and 
satisfaction indicators are added

Experiment #14: Version B



Version A Version B

Experiment #14: Side-by-Side



Design KPI % Rel. Change

Version A 1.89% -
Version B (Small Changes) 2.34% 23.6%

Relative Increase in Conversion24%
Version B’s content increased the rate of conversion by 23.6%

! What You Need to Understand: By making small changes in the way the page 
communicated, our analysts were able to produce a 23.6% relative increase in completed 
conversions. For more info about this test, see Experiment #2 in Sustainable Competitive 
Advantage in 2015: How customer-first science transforms the way companies achieve a 
superior position   

Experiment #14: Results

https://meclabs.com/research/lecture/web-optimization-summit-sustaining-competitive-advantage-flint-mcglaughlin


Field Layout

From this To this

24%
Purchase Rate

Protocol ID: TP1740

Experiment #14: Not This, But This…



Experiment #15
97% increase in league starts by de-emphasizing the price 
early in the process 



Background: A large sports entertainment provider sought to increase 
conversion on it’s main landing page.

Goal: To increase league start-ups

Research Question: Which page will generate the most league start-ups?

Test Design: A/B Single factor split

Experiment ID: TP1645
Record Location: MECLABS Research Library
Research Partner: Protected

Experiment #15: Background



• The original version of the 
page emphasized the value 
proposition of the app 
software itself.

• We wanted to test 
emphasizing different aspects 
of the value proposition as 
well as the impact of 
deemphasizing the price.

Experiment #15: Control



• For this test, we were limited to changing 
only the banner section of this page, and 
our language was constrained.

• In the first treatment, we shifted the focus 
of the message from the app itself to the 
value of the free trial.

• We also tested the effect of 
de-emphasizing the price in the eye-path.

Experiment #15: Treatment 



• In Treatment 2, we shifted 
the focus of the copy and 
images to emphasize the 
value of the company.

• However, the most radical 
change is that we completely 
removed the price from this 
page altogether.

Experiment #15: Treatment



Web Page
Free Trial

Week 1
Free Trial

Week 2 End of Free Trial

Web Page
Free Trial

Week 1
Free Trial

Week 2 End of Free Trial

Web Page
Free Trial

Week 1
Free Trial

Week 2 End of Free Trial

Control

Treatment 1

Treatment 2

THE CONTROL strongly emphasized the price at the beginning of the process. TREATMENT 1 
revealed but de-emphasized the price on the first page. It was not until the second week of 
the free trial that price was emphasized. TREATMENT 2 did not reveal the price at all until the 
second week of the free trial.

The Presentation of Price

Experiment #15: Side-by-Side



Design KPI % Rel. Change

Control 5.01% -
Treatment 1 9.25% 84.6%
Treatment 2 9.85% 96.6%

Relative Increase in League Starts97%
Treatment 2 increased the rate of conversion by 96.6%

! What You Need to Understand: In this case, there was a strong relationship 
between the moment the price was revealed and the conversion rates.  When price 
was de-emphasized early in the process, we received a greater response from 
prospects. Learn more about this test on page 73 of MECLABS Quarterly Research 
Digest Vol. I, Issue 2 

Experiment #15: Results

https://meclabs.com/research/archive/digest/v1i2


Experiment #16
101% increase in conversion by making small changes to 
further emphasize the offer to the visitor



Background: A newspaper selling subscriptions for home delivery

Goal: To increase home delivery subscription rate

Research Question: Which treatment will generate the highest home delivery 
subscription rate?

Test Design: A/B variable cluster test

Experiment ID: TP1789
Record Location: MECLABS Research Library
Research Partner: Protected

Experiment #16: Background



• The control was the original home 
-delivery checkout page. It was 
already doing many things right.

• However, after reflection, we 
hypothesized that perhaps some 
slight changes in the design could 
emphasize the value proposition.

Control Cart

Experiment #16: Control



• Adjusted copy and imagery to 
emphasize the value proposition 
of the offer.

• Added copy after each option to 
emphasize the savings.

• Call to action is clearer and 
implies value.

• Credibility indicators and 
satisfaction guarantees are added.

Treatment Cart

Experiment #16: Treatment



Treatment CartControl Cart

Experiment #16: Side-by-Side



Design KPI % Rel. Change

Control 6.40% -
Treatment 12.90% 101.40%

Relative Increase in Conversion101%
The treatment significantly increased total cart conversions by 101.40%

! What You Need to Understand: By making small changes to further 
emphasize the offer to the visitor, the treatment generated a 101% 
increase in conversion. Learn more about this test on page 35 of 
MECLABS Quarterly Research Digest Vol. I, Issue 2 

Experiment #16: Results

https://meclabs.com/research/archive/digest/v1i2


Experiment #17
1052% cumulative optimization gain by applying 5 tests; 
these included several changes, including long copy, key 
word changes and a radical redesign



Background: The New York Times came to us with a subscription product that they 
were having difficulty marketing called the “Electronic Edition.”

Goal: To increase the number of subscriptions for the “Electronic Edition”

Research Question: Which page design will generate the most subscriptions?

Approach:  A/B variable cluster split test

Research Partner: The New York Times
Record Location: MECLABS Research Library

Experiment #17: Background



Control Treatment Test 1

Experiment #17: Test 1



64% 
in Conversions

Control Treatment Test 1

Experiment #17: Test 1 Results



Treatment Test 1

Treatment Test 2
Experiment #17: Test 2



541% 
in Conversions

Treatment Test 1 

Treatment Test 2

Experiment #17: Test 2 Results



Treatment Test 3

• At this point, we were given more 
freedom with testing the pages

• We tested this radical redesign 
(Optimized Page #3)

Experiment #17: Test 3



47% 
in Conversions

Treatment Test 2

Treatment Test 3
Experiment #17: Test 3 Results



Treatment Test 3 Treatment Test 4

Experiment #17: Test 4



We tested changing a few words in Optimized Page #4. Can you spot them?

12%
in Conversion

Treatment Test 3 Treatment Test 4

Experiment #17: Test 4 Results



We then tested a long-copy 
version (Optimized Page #5)

Treatment Test 5Experiment #17: Test 5



Treatment Test 5

88% 
in Conversion

Treatment Test 4 

Experiment #17: Test 5 Results



64% 541% 47% 12% 88%

Cumulative Optimization Gain1,052%

Experiment #17: Cumulative Results

Learn more about 
this test series in Landing 
Page Optimization: How 
The New York Times 
generated a 1,052% 
cumulative conversion 
gain 

!

https://marketingexperiments.com/a-b-testing/new-york-times-lpo-experiment
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Experiment #18
137% increase in purchases by changing the email copy



Experiment ID: TP2137
Record Location: MECLABS Research Library
Research Partner: Protected

Background: Internationally recognized news service known for its journalism

Goal: To increase paid home delivery subscriptions from promotional email campaigns

Research Question: Which email will generate the most paid subscriptions?

Approach: A/B split test (variable cluster)

Experiment #18: Background



Version B

Experiment #18: Version B



Version A

Experiment #18: Version A



Version BVersion A

Experiment #18: Side-by-Side



Headline KPI % Rel. Change

Version A (Optimized) 3.43% 136.6%

Version B 1.45% -

Increase in Purchases137%
The optimized version increased purchases by 136.6%.

Experiment #18: Results

What You Need to Understand: By reducing multiple calls-to-action 
to a single call-to-action and changing the headline to focus on 
customer benefit ("Free Unlimited Online Access"), the treatments 
generated a 137% increase in subscriptions.

!



Experiment #19
273% cumulative increase in purchases by optimizing email 
landing page and checkout 



Experiment IDs: TP1353, TP1356, TP1403, TP1737, TP2137
Record Location: MECLABS Research Library
Company: Protected

Background: Internationally recognized news service known for its journalism

Goal: To significantly increase paid home delivery subscriptions from promotional email 
campaigns

Research Question: Which page will generate the most paid subscriptions?

Approach: A/B split test (variable cluster)

Experiment #19: Background



Original Version A

Protocol IDs: TP1353, TP1407, TP1737

Experiment #19: Background

LOGO



Design KPI % Rel. Change

Original 3.23% -

Version A (Optimized) 4.18% 29.41%

Relative Increase in Conversion29%
Version A produced a 29.4% lift over the original.

Experiment #19: Results

What You Need to Understand: What you Need to Understand: By 
more clearly showing details of what subscribers receive in the 
newspaper on each weekday, as wee as  incorporating relevant 
newspaper images, Version A had a 29% lift in conversion rate.

!



Experiment Series - Checkout 

Original Version BVersion A

Protocol IDs: TP1353, TP1356, TP1407, TP1737

Experiment #19: Background



Design KPI % Rel. Change

Original 13.8%

Version A 14.7% -

Version B (Optimized) 17.9% 30.22%

Relative Increase in Conversion30%
Version B lifted conversion 30.2% above the control.

Experiment #19: Results

What You Need to Understand: By making changes to the email, 
landing page and checkout, we saw a 273% increase in subscriptions.

!



Experiment Series - Full Campaign Path

Original

Optimized

Protocol IDs: TP1353, TP1356, TP1407, TP1737, TP2137

Experiment #19: Background



Design KPI % Rel. Change

Original 3.23% -

Optimized (email traffic + landing 
page + checkout) 12.06% 273.43%

Cumulative Increase in Purchases273%
The optimized process achieved a 273% increase in purchases.

Experiment #19: Results

What You Need to Understand: By making changes to the email, 
landing page and checkout, we saw a 273% increase in 
subscriptions.

!



Experiment #20
124% increase in subscriptions by making stylistic changes 
to subscription page and landing page. After the direct mail 
sends concluded, the results reverted to a non-significant 
difference



Experiment #20: Background

Background: Well-known news publication offering home delivery services via 
online registration

Goal: To increase the amount of home delivery subscriptions

Primary research question: Which page/process will generate the most 
subscriptions?

Test Design: A/B multi-factorial split test of a landing page and registration form.

Experiment ID: Protected
Location: MarketingExperiments Research Library
Test Protocol Number: TP1321





Experiment #20: Control

• The current offer page 
design had proven 
successful in previous 
tests.

• However, we wondered 
how other marketing 
efforts interfered with the 
success of this page.



Experiment #20: Direct Mail Example



Experiment #20: Treatment

The treatment uses an 
image directly tied to the 
direct mail campaign.



Experiment #20: Treatment

The treatment path also 
includes stylistic changes 
similar to the DM 
campaign



Experiment #20 Side-by-Side
Control Treatment



Design KPI % Rel. Change

Original 1.23% -

Optimized (email traffic + landing 
page + checkout) 2.76% 124%

Cumulative Increase in Conversion124%
The highest performing treatment outperformed the control by 124%.

Experiment #20: Results

! What You Need to Understand: For the two weeks of the direct-mail efforts, 
the treatments outperformed the control by up to 124%. After the direct 
mail sends concluded, the results reverted to a non-significant difference. 
Learn more about this test on page 23 of The MarketingExperiments 
Quarterly Research Journal 

http://marketingexperiments.com/images/multifiles/journals/4th%20Quarter%20(2010)%20-%20MEx%20Research%20Journal.pdf


Experiment #21
74% increase in Buyer’s Guide visits by making very slight 
changes to the banner (color, case, layout, and position) and 
by increasing the participation factor



Company: SmartBrief
Record Location: MarketingExperiments Research Library

Background: Launched in 2000, the American Advertising Federation SmartBrief
provides email news for busy professionals belonging to industry trade associations 
and societies.

Goal: To increase the trial sign-up conversion rate

Research Question: Which page will have the higher subscription rate?

Approach: A/B split test (variable cluster)

Experiment #21: Background



Control
Experiment #21: Control



Treatment

Experiment #21: Treatment



Control Treatment

Experiment #21: Side-by-Side



Growth in Subscription816%
The optimized page increased conversion rate by 816%.

Experiment #21: Results

Learn more about this test at the 12-minute mark of How to Write Headlines 
That Convert: Key discoveries from a meta-analysis of 15 years of behavioral 
research 

!

https://marketingexperiments.com/copywriting/how-to-write-headlines-that-convert


Experiment #22
74% increase in webpage visits by making very slight 
changes to the banner (color, case, layout, and position) and 
by increasing the participation factor



Background: Popular automotive magazine, Car & Driver sought to increase the total 
visits to their Car Buying Guide

Goal: To increase number Car Buying Guide visitors

Primary research question: Which banner will generate the most Buying Guide visits?

Approach: A/B multifactor split test

Experiment ID: Car & Driver Buying Guide Test
Location: MarketingExperiments Research Library

Experiment #22: Background



Experiment #22: Control



Experiment #22: Treatment

Banner position changed 
from right to left.



Experiment #22: Side-by-Side
Control Treatment



Design KPI % Rel. Change

Control - Unresponsive 45,668 -

Treatment - Responsive 79,308 74%

Increase in Buyer’s Guide Visits74%
The Treatment generated 74% more Buyer’s Guide visits.

! What You Need to Understand: By making very slight changes to the 
banner (color, case, layout, and position) and by increasing the 
participation factor, we were able to generate a dramatic lift. Learn 
more about this test in Make Your Content Useful: How a simple UI 
change created 74% more page views .

Experiment #22: Results

https://marketingexperiments.com/a-b-testing/make-your-content-useful


Experiment #23
45% increase in clickthrough by adding value near the call-to-
action



Experiment ID: (protected)
Location: MarketingExperiments Research Library
Test Protocol Number: TP1444

Background: A large online artist community seeking to sell premium membership to its 
existing free subscriber base

Goal: To increase the number of paid subscribers

Primary Research Question: Which treatment will generate the highest clickthrough rate? 

Approach: A/B multifactor split test

Experiment #23: Background



Company Name

Control: Testing area

Control: Homepage

Experiment #23: Control



Company Name

pictures

Treatment: Homepage

Treatment: Testing Area

Experiment #23: Treatment 



TreatmentControl

Company Name

Company Name

pictures

Experiment #23: Side-by-Side



Design KPI % Rel. Change

Control .02% -

Treatment .03% 45%

Increase in Clickthrough45%
The New CTA Improved Clickthrough Rate by 45% .

! What You Need to Understand: By adding value near the call-to-
action, the treatment was able to generate a 45% higher 
clickthrough rate (a major lift, considering the amount of traffic to 
the homepage).
. 

Experiment #23: Results



Experiment #24
56% increase in subscriptions by using a responsive design 
treatment



Background: A large news media organization trying to determine whether it should 
invest in responsive mobile design 

Goal: To significantly increase the number of free trial sign-ups

Research Question: Which design will generate the highest rate of free trial sign-ups, 
responsive or unresponsive?

Test Design: A/B multifactor split test

Experiment ID: TP1933
Record Location: MECLABS Research Library
Research Partner: Protected

Experiment #24: Background



Desktop
Tablet

*Android devices also included in this test

Experiment #24: Control



Mobile

*Android devices also included in this test

Desktop

Experiment #24: Control



*Android devices also included in this test

Tablet
Desktop

Experiment #24: Treatment



*Android devices also included in this test

MobileDesktop

Experiment #24: Treatment



ResponsiveUnresponsive

*Android devices also included in this test

Experiment #24: Side-by-Side



Design KPI % Rel. Change

Control – Unresponsive 3.71% -

Treatment – Responsive 5.80% 56.41%

Aggregate Increase in Conversion56%
The treatment significantly increased conversion by 56.41%

! What You Need to Understand: The responsive design treatment 
increased free trial subscriptions when compared in aggregate to 
the control. For more test info, see pg 57 of MECLABS Research 
Digest Volume II, Issue 1.

Experiment #24: Results

https://meclabs.com/research/archive/digest/v2i1


Experiment #25
15% increase in orders by using radio buttons to present 
subscription options



Background: A large people search company catering to customers searching for 
military personnel

Goal: To significantly increase the total number of subscriptions

Research Question: Which subscription option format will produce the highest 
subscription rate, a dropdown or radio button?

Test Design: A/B single factorial split test

Experiment ID: TP1774
Record Location: MECLABS Research Library
Research Partner: Protected

Experiment #25: Background



Treatment 1

Experiment #25: Treatment



Treatment 2

Experiment #25: Treatment



Design KPI % Rel. Change

Treatment 1 – Radio Buttons 11.73% 14.60%
Treatment 2 – Dropdown 10.69% -

Relative Increase in Orders15%
The treatment significantly increased orders by 14.60%

! What You Need to Understand: Using radio buttons to present 
subscription options increased orders 15%.

Experiment #25: Results



Treatment 2

Treatment 1

Experiment #25: Side-by-Side



Experiment #26
173% increase in clickthrough by placing emphasis on the 
value of multi-device ease of access



Background: Newspaper attempting to increase its online subscriptions

Goal: To increase clickthrough

Research Question: Which landing page will generate the highest clickthrough rate?

Test Design: A/B multifactor, radical redesign split test 

Experiment ID: TP1481
Record Location: MECLABS Research Library
Research Partner: Protected

Experiment #26: Background



Experiment #26: Control



Experiment #26: Control



Experiment #26: Treatment



Experiment #26: Treatment



Control Treatment

Experiment #26: Side-by-Side



Design KPI % Rel. Change

Control 15.24% -

Treatment 41.63% 173.24%

Relative Increase in Clickthrough173%
The optimized treatment increased clickthrough by 173.24%

! What You Need to Understand: By placing emphasis on the value of 
multi-device ease of access, the treatment dramatically increased 
clickthrough. You can learn more about this test in the article: Grow 
Digital Subscriptions with 4 Proven Insights

Experiment #26: Results

https://marketingexperiments.com/digital-subscription-optimization/grow-digital-subscriptions-with-4-proven-insights


https://meclabs.com/quickwinintensive
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