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How We Turned Website A/B Test
Hypotheses into Measurable CRO
Wins for an Al SaaS

CRO

In accordance with a non-disclosure agreement, we are unable to reveal
the client's name or brand.

Software company [NDA] is an Al-powered e-commerce tool that helps users

sell more, automate support and convert more website visitors into customers via
different channels (chat bubble, WhatsApp, Instagram DMs, Facebook Messenger,
Email). The product requires no code, the user should use their own words

to customize the Al chat to their liking.

+241% +92%

best uplift in CR uplift in trial-start actions

Challenge O

We were hired to manage paid ads for this product as well. The client's goal was to
send paid traffic where conversion is highest, not just some default page. Initially,
they led all paid traffic to the homepage. They tried building specific landing pages
for PPC as well, but the homepage won.



Therefore, our goal was to suggest and implement website changes to the
homepage and other key pages used in the ad accounts to increase CR to key
action across all pages.

Solution G

We conducted a deep-dive audit of the client’s website and also researched some
competitors’ websites to identify growth areas.

Based on this audit, we compiled a comprehensive list of hypotheses to testing.
During this project, we preferred A/B testing to better understand the correlation
between changing of the website items and their influence on CR metrics. Given
that we put forward hypotheses across multiple pages, we were able to design
and test a couple of tests across multiple pages simultaneously.

Here are the A/B tests that we conducted and their results:

1. A/B-test: Homepage Headline Test

Hypothesis: Replacing the generic headline with a more benefit-driven
and ad-matched headline will increase message relevance, clarity, and
user motivation. This should have resulted in higher CTR on hero CTAs
and better engagement with the first fold.

1D

: Implementation: The benefit-driven headline demonstrated reliable

performance superiority over the control headline. The sustained positive
trend across weeks one, two, and three indicates that the benefit-driven
headline resonated more effectively with users than the control headline.

This improvement directly supports the hypothesis that aligning headlines
with ad messaging and emphasizing clear benefits increases perceived
relevance and user motivation to engage with hero CTAs.

Outcome: The variant outperformed the control in terms of conversion
= rate (+12% improvement). Based on the consistent performance pattern
and substantial sample size, we implemented the benefit-driven headline
as the new default. This change was made to deliver measurable
improvements in CTR and first-fold engagement across the homepage.
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2. A/B-test: WhatsApp Al page CTA label

Hypothesis: Replacing a generic CTA button inscription with a lower-
= friction, WhatsApp-specific label will reduce perceived effort, increase
relevance, and improve CTA CTR and trial starts.

. Implementation: After three weeks of testing, the WhatsApp-specific
CTA label consistently outperformed the control, delivering a sustained
and growing uplift in CTR over the final two weeks.

Outcome: The variant represented a +46% relative increase in engagement.
=== This confirms the hypothesis that reducing perceived friction and increasing
contextual relevance through a tailored CTA improves user response. Based
on the clear positive trend and final results, the variant was rolled out as the
new default CTA on the WhatsApp Al page.
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3. A/B-test: CTA placement on Product page

Hypothesis: Adding prominent CTAs directly beneath the hero title
= and subtitle will make key actions more visible, capture high-intent users
earlier, and improve overall trial-start and demo-request conversions.

B Implementation: Over the 4-week testing period, the variant with prominent

CTAs placed directly beneath the hero section outperformed the control.
While overall traffic volume remained relatively limited and statistical
significance was not yet fully established, the directional trend has been
consistent throughout all four weeks.

Outcome: The test variant represented a +241% relative uplift in CR.

== The results supported the hypothesis that surfacing high-intent CTAs
above the fold increases visibility of key actions and improves trial-start
and demo-request conversions.
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Based on these findings, we implemented the variant as the default
experience, with continued monitoring as traffic scales to validate
long-term impact.



4. A/B-test: Pricing page CTA button color

Hypothesis: Changing the CTA buttons from grey to a high-contrast,
=— branded color will increase visibility, perceived interactivity, and overall
CTR for trial-start actions.

- Implementation: After three weeks of testing, the high-contrast branded
CTA variant consistently outperformed the grey CTA control on the pricing
page. As traffic scaled throughout the experiment, the improvement
remained stable, confirming that the effect was not caused by early-

stage variance.

Outcome: The variant represented a +92% relative uplift in trial-start
== actions. These results strongly support the original hypothesis that
increasing CTA contrast and visual prominence improves visibility and
user interaction on high-intent pages such as pricing.
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Based on these findings, we implemented the high-contrast branded CTA
as the default experience on the pricing page and continued monitoring
performance to validate the long-term impact.



