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Continuously optimizing your website is essential for enhancing user 
experience and driving conversions. A/B testing, also known as split testing, 
allows you to make data-driven decisions by comparing variations of a 
webpage or element to see which performs better. This approach helps 
businesses stay agile and responsive to changing user behavior, leading to 
measurable improvements in engagement and conversions.


Optimizely simplifies A/B testing, making it accessible for marketers and 
developers alike. With its visual editor, robust analytics, and advanced 
targeting features, you can experiment and iterate quickly with confidence. 


This guide covers the essentials of A/B testing, common pitfalls to avoid, and 
how to integrate testing with personalization for a comprehensive 
optimization strategy. Read on to learn how Optimizely helps you make 
smarter decisions that continually refine your digital experiences.
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What is A/B Testing?
A/B testing is an experimental method used to improve digital 
experiences, such as websites or apps. By comparing two or more 
versions of a webpage or element—like headlines, buttons, or 
images—you can measure their impact on key performance 
indicators (KPIs) like conversion rates, user engagement, and 
click-through rates. This data-driven approach allows businesses 
to improve user experience and drive growth.

Optimizely takes A/B testing further with a suite of intuitive tools, 
advanced analytics, and personalization capabilities, making it 
easier for marketers and developers to optimize digital 
experiences. Here are the core components of successful A/B 
testing in Optimizely:

A strong hypothesis forms the foundation of every A/B test. In 
Optimizely, you identify an area for improvement and craft a 
measurable hypothesis. For instance, you might hypothesize that 
changing the CTA button’s color from blue to orange will 
increase conversion rates by 10%.
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After forming a hypothesis, you create different versions of the 
element being tested. Optimizely’s visual editor allows non-
developers to easily modify design or content elements. This 
might involve testing a blue CTA button against an orange one, 
allowing you to measure the performance difference.

Hypothesis Formation

02Key Elements of A/B Testing in Optimizely
Variations
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Optimizely’s real-time analytics track KPIs like conversion rates, 
bounce rates, and session duration. It also calculates statistical 
significance, ensuring you confidently implement the winning 
variation.
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After identifying a winning variation, Optimizely supports 
running multiple tests simultaneously (multivariate testing), so 
you can experiment with other variables, such as headlines or 
images, to further enhance performance.

Analytics & Results 

06 Iteration

Optimizely allows precise targeting, enabling you to segment tests 
based on user demographics, location, or behavior. For instance, 
you could present different button variations to mobile users from 
social media versus desktop users from organic search.
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Optimizely offers control over how traffic is distributed between 
variations. You can conduct equal splits or gradual rollouts, 
reducing risk. For example, you could send 50% of traffic to the 
blue button and 50% to the orange button.

Targeting & Segmentation

04 Traffic Allocation
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To ensure accurate results and avoid skewed data, steer clear of these common pitfalls:

Avoid These Common Mistakes in A/B Testing
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Tests without data-driven hypotheses 
often lead to inconclusive results. Your 
hypotheses should be based on user 
insights and analytics. For example, 
before assuming that a homepage 
redesign will increase sign-ups, 
examine user behavior to identify 
where drop-offs occur and form a 
testable hypothesis around that issue.

01
Testing multiple changes at once makes it 
difficult to identify the impact of each 
individual change. Instead of testing new 
images and a pricing update in the same 
test, focus on one variable at a time, or 
use multivariate testing to experiment 
with combinations while keeping clarity.

Flawed Hypotheses 02 Testing Too Many Variables
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Tests without data-driven hypotheses often lead to inconclusive results. 
Your hypotheses should be based on user insights and analytics. For 
example, before assuming that a homepage redesign will increase sign-ups, 
examine user behavior to identify where drop-offs occur and form a 
testable hypothesis around that issue.

03

Testing changes on low-impact pages or elements (e.g., adjusting a sidebar 
on an FAQ page) may not significantly affect your overall business goals. 
Focus on testing high-impact areas like product pages or checkout flows 
where improvements can directly drive conversions.

Image source: Optimizely - What is A/B Testing?

Insufficient Sample Size or Duration 

04 Ignoring the Customer Journey



The Value of Negative and Neutral Results
Not every A/B test will yield dramatic improvements, but even when results aren’t as expected, there’s valuable insight to be gained. 
Negative and neutral outcomes can be just as beneficial to your optimization strategy as identifying clear winners.

Both negative and neutral tests should be viewed as 
learning opportunities. Here’s how to make the most of 
these results:

� Refine your hypothesis: Use negative or neutral 
outcomes to rethink your assumptions and adjust 
your testing approach�

� Prioritize new areas: Shift focus to high-impact 
areas based on insights from neutral tests.�

� Document learnings: Every test, regardless of the 
outcome, builds your knowledge base for future 
experiments.

A negative result occurs when a test fails or performs worse than expected. 
Though initially disappointing, this teaches you what doesn’t resonate with 
your audience. For example, if simplifying your checkout page leads to lower 
conversion rates, you now know that particular change isn’t the factor 
influencing user behavior and can explore new hypotheses in future tests.

A neutral result means there’s no significant difference between the control 
and the variation. This is also valuable—it indicates that the element tested 
may not be a key driver of conversions. If you test different product 
descriptions and both perform similarly, it suggests that product 
descriptions aren’t as impactful as other elements like pricing or visuals 
might be.

Negative Results

Neutral Results

Turning Negative and Neutral Results into 
Actionable Insights
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A/B Testing vs. Personalization in Optimizely
A/B testing and personalization serve distinct but complementary purposes in enhancing user experiences. While A/B testing optimizes 
specific elements for a broad audience, personalization tailors the entire experience to individual users.

Optimizely’s powerful experimentation and personalization tools enable businesses to not only test changes but also deliver individualized user 
experiences, driving both engagement and conversions across broader and segmented audiences.

� Well-Defined Audience Segments: Personalization works best 
when users are segmented by demographics, location, or 
behavior�

� Behavior-Based Content: Tailor experiences based on user 
interactions, such as past purchases or browsing history�

� Creating Unique Experiences: Personalization can 
dramatically improve user engagement by making the website 
feel uniquely tailored to each visitor.

� Broad Audience Optimizations: Ideal for tweaking elements 
that impact all users, like testing a homepage hero image�

� New Design Layouts: Validate a full redesign before 
widespread rollout by testing it against the current layout�

� Limited User Data: Use A/B testing when you have limited 
user data and want to gather insights over time.

When to Use A/B Testing When to Use Personalization
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A hybrid approach of combining A/B testing and personalization 
often produces the most impactful results. While A/B testing helps 
you identify broad changes that resonate with your entire 
audience, personalization refines and tailors these experiences for 
specific user segments.


For example, after running an A/B test on two promotional 
banners to determine which performs best overall, you can further 
personalize the experience by displaying different offers to users 
based on their behavior, such as previous purchases or browsing 
history. This allows you to target key segments with highly 
relevant content that drives engagement and conversions.

Balancing A/B Testing and Personalization for 
Maximum Impact

Image source: Optimizely - What is A/B Testing?
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Optimizely takes this a step further with its Experimentation-in-
Personalization feature, merging the power of A/B testing with tailored user 
experiences. This advanced strategy allows you to experiment with 
personalized elements to fine-tune their effectiveness for different user 
segments.


For instance, you can test different personalized product recommendation 
formats—like comparing a carousel to a static list—for returning customers. 
This A/B test within personalized experiences can reveal which format drives 
more engagement, higher click-through rates, or increased conversions, 
helping you optimize personalization efforts to resonate with specific 
audiences.


By A/B testing personalized elements, you ensure that even your highly 
segmented experiences are backed by data, maximizing the relevance and 
impact of your efforts.

Experimentation-in-Personalization
Advanced Strategies: 
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The true strength of Optimizely lies in its ability to combine A/B testing and 
personalization seamlessly, allowing businesses to build a digital experience 
that not only performs well across broad audiences but also adapts 
dynamically to individual user needs.


This balanced approach leads to improved engagement and higher 
conversions while driving meaningful, long-term business growth. Whether 
you’re starting out with A/B testing or looking to refine your optimization 
strategy, strategically leveraging these tools within Optimizely can unlock 
significant value.

Mastering A/B Testing and Personalization for 
Optimal Results



Ready to elevate your digital strategy?

Contact Nansen to discover how we can help you implement 
these advanced optimization techniques and boost your 
business results.


www.nansen.com
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