
17 Big  Testing Ideas

To Optimize Your Digital Channels



On-Site Search

The first chapter 
covers ideas for 

optimizing on-site search. Search 
is one of the biggest drivers for 
conversion in any industry, but 
too many organizations leave 
money on the table by not 
optimizing all aspects of search. 
This guide will give you ideas for 
optimizing the client-side and 
server-side aspects of your search, 
making sure that everything 
works together and you provide 
the best customer experience 
possible. 

Your customers expect a delightful and relevant online experience, but optimizing basic visual elements will 
get you only part of the way there. Make the most of your customer experience by testing everything from a 
simple button change to functional search results changes. Fill your testing plan with big ideas that have the 
potential to truly deliver a relevant, personalized customer experience, and as a result, help your 
organization achieve its business goals.

In this ebook, we’ll share 17 big testing ideas that are designed to do exactly that: create a big impact. 

Introduction

Checkout & 
Registration

The second chapter 
looks at ways to optimize your 
checkout, signup, or registration 
processes. Marketers tend to 
focus on reducing friction to 
conversion, and while that is a 
great start to improving the cus-
tomer experience it’s not enough. 
This chapter will give you ideas 
and examples of tests that will 
optimize your checkout flow.

Mobile Sites & Apps

The last chapter focuses 
on ways to optimize your 

mobile sites and apps. Over half 
of online purchases are made on 
mobile devices, so optimizing 
specifically for mobile is crucial 
and spans far beyond the look of 
your site. Performance is critical; 
slow load time kills conversions. 
This book offers test ideas to 
improve site performance, offer 
seamless omnichannel experienc-
es, and personalize your site or 
app for individual customers. 
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Customers navigate a website in one of two ways: 
they browse or they search. On average, 30% of 
visitors will perform an on-site search, and those 
visitors are twice as likely to convert. Given the 
prominence of search and the impact it has on rev-
enue, search should be one of the key areas in your 
testing plan.

Test how search results are displayed and sorted for 
visitors by changing whether results are arranged by 
relevance to the search term, customer rating, 
availability, or popularity. This simple change can 
make search results more relevant to visitors and 
keep them along the path to conversion. 

If you have multiple departments, ensure you are 
measuring the full cycle of how visitors interact with 
search, including measuring how changes to search 
affect key metrics to other departments. Based on 
the search performance by department, you can 
show a unique experience tailored for your 
customers based on specific departments.

In the context of on-site search, metadata is 
aggregate information about the search results data. 
For example, have you seen a star-rating system that 
summarizes all customer reviews, or an in-stock or 
out-of-stock badge on a site? That’s search 
metadata.

Metadata shows information that can help a buyer 
make an immediate purchasing decision, without 
having to comb through vast amounts of product 
information. Try testing different combinations of 
metadata to find out what converts and works best 
with your audience.

Because metadata can differ by product type, 
department, and company, consider your strategy of 
what metadata to show and how much. Some of the 
metadata elements you can test are the number of 
visitor reviews to show, local store availability, and 
showing information about what others purchased.

If you are part of a multi-department retailer, then 
measure and test these options by department.

1. Test Search Results Display

Optimizing On-Site Search

2. Optimize Metadata

https://moz.com/blog/on-site-search
https://moz.com/blog/on-site-search


3. Test Search Result Filtering 
     Options

Many search results pages have a list of product 
refinement options available. For example, if you 
search for a digital camera, refinement options may 
allow you to narrow the search criteria for price, 
brand, lens focal length, storage card type, and 
more.

One test idea is to alter the default state of 
refinement options that are shown, such
as making them collapsed or expanded. In addition, 
depending on the number of refinement options, 
how they are sorted and in which order allows for 
additional testing opportunities.

While this may not seem like a big change, 
enhancing your search capability to make the 
experience easier for the visitor can have a 
significant impact on conversions.
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4. Test Number of Search 
     Results Displayed

How many results are you displaying per page? Do 
visitors want more or fewer results than you are cur-
rently showing them?

Answer those questions by testing the number of 
default search results you display per page. If your 
current default is set to 25, try testing the
default at 30 or 35 results, and see how that per-
forms against the control. Also, if you have multiple 
departments, keep in mind that visitors may want 
a different number of results for electronics versus 
clothing, for example.

Optimizing On-Site Search

Enhancing your search capability to make the 
experince easier for the visitor can have a 
significant impact on conversions.



5. Test Search Result Layout: 
      Is a Grid Better Than a List?

Most search results are shown in either a list or grid 
format that follows a pattern familiar to visitors. 
However, testing a different layout or a hybrid 
approach, especially if it’s targeted by audience 
segment and department, can give visitors a better 
experience.

In general, if your product requires customers to see 
visual details of the item, try showing results in a grid 
layout. If your product is more technical, try a 
list-style layout. These layouts are commonly 
accepted as the standard, but testing how each is 
displayed can provide an easier experience to your 
visitors, resulting in more conversions.

6. Does Product Type Impact 
     Search Display Preference?

Visitors searching for a 42” HDTV versus a sweatshirt 
are likelyto have different shopping behaviors. So 
why should their search and shopping experiences 
be the same?

A visitor searching for a product within electronics 
may want to see a list of results, whereas a visitor 
searching for apparel may want more product 
images. But, these preferences vary from site to site. 
What works in one case may not work in another.

Knowing your visitors’ patterns will enable you to 
test different search experiences by department and 
find the optimal experience for each visitor.
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7. Test Underlying Search
      Algorithms

The search algorithm that powers your on-site 
search functionality is the underlying mechanism to 
all of the on-site search testing ideas in this e-book. 

Testing a new or updated algorithm can provide data 
into where your current on-site search functionality 
falls flat, as well as areas a new algorithm could help 
improve.

We recommend you test different algorithms from 
different vendors to ensure you’re using the
one that’s right for your site.

8. Test Ancillary Search 
Features

In our world of lightning-fast connectivity and 
communications, we are bound to unintentionally 
misspell words. Look into your own on-site search 
analytics for the terms that visitors are searching, 
and you will likely see a few accidental misspellings 
and interesting search trends.

Many search algorithms have ancillary features that 
support showing the visitor a suggestion based on 
the term they typed. For example, if you mistyped 
“calandar,” the suggestion would likely show “calen-
dar” and the results for that term.

These ancillary features can have a dramatic benefit 
to bottom-line search and business results.

Testing this search functionality alongside your algo-
rithm can provide significant insight into search be-
havior so you can design and build the ideal search 
experience.
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One SiteSpect customer increased conversion 
rate by 12% and saw more than $1 Billion in 
additional revenue by optimizing a search 
algorithm.



Checkout and 
Registration



9. Find the Ideal Checkout 
     Form Length

The common assumption among many conversion 
rate optimization experts is that shorter forms equal 
higher conversion rates. But that’s not always the 
case. Depending on your product or service, 
interface, and messaging, longer or shorter forms 
can work.

Test variant form fields, page length, and copy, and 
be sure to test different checkouts across different 
devices. Customers purchasing on a smartphone 
may prefer a quicker checkout flow, while a longer 
flow may appeal to a desktop user.

One SiteSpect client saw a 3% lift in conversion on 
desktop and tablet by shortening its checkout flow, 
while the same variation produced no change in 
conversation rate or revenue on smartphone. Make 
sure your checkout optimization is device specific 
and that you emasure every user segment.

10. Personalize 
        Location-Based Content

If you have an international customer base, use 
multivariate testing and targeting to optimize 
content based on customer location. Test informa-
tion relevant to the visitor’s location and customize 
your checkout or registration process accordingly.

For example, if a visitor from London is looking to 
purchase an item from your store, test displaying the 
UK flag, showing prices in pounds instead of dollars, 
and giving relevant international shipping estimates.

You could also customize the site and the checkout 
form for British English rather than 
American English, helping to increase the likelihood 
the visitor will complete the checkout process.

Optimizing Checkout and Registration

One SiteSpect client increased form completion 
rate by 8.75% by optimizing form length.
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11. Use Location to Test 
      Weather-Related Content 

A visitor’s location can play an important role in 
what they are searching, shopping, or just looking 
for. For example, winter visitors from Vail, Colorado, 
which receives significant yearly snowfall, should 
be far more interested in snow-related items (such 
as shovels, ski boots, or winter jackets) than visitors 
from Florida.

By testing, you can determine regional demand. Try 
showing relevant offers and merchandise to visitors 
based on their location.

12. Test Checkout for New vs. 
        Returning Users

Try testing two different checkout flows, one for 
visitors who are already logged in, and another for 
new or returning visitors who are not logged in. 
Ideally you can direct the logged-in visitor to a single 
checkout form to complete a purchase, whereas new 
visitors may have to enter their name, address, and 
payment information.

This simple idea can help drive repeat customers to 
purchase more, increase their average order value, 
and drive additional business metrics. Test checkout 
experiences for known versus unknown visitors.
 

Optimizing Checkout and Registration

Copyright 2019, SiteSpect, Inc. All rights reserved | 275 Grove St, Suite 3-400, Auburndale, MA 02466 | 617-859-1900 | www.sitespect.com



13. Optimize Free Shipping 
        Thresholds

Free shipping can be one of the best incentives 
to convert browsers into buyers. But this benefit 
should be tested until an optimal threshold for 
increased conversion rates has been found. What 
works for one organization may not work for anoth-
er.

A small increase in threshold, such as from $30 to 
$35, could increase average order values and thus 
increase bottom-line revenue — but it could also 
have an opposite effect and cause fewer visitors to 
convert. Look at your own internal pricing data and 
the current free shipping threshold to determine the 
cost to achieve free shipping within your test, and 
then iteratively roll-out the test to your audience.

Be sure to measure these free shipping cost changes 
thoroughly so you can make decisions based on the 
most thorough possible data.

14. Test Checkout Plug-Ins

Throughout the checkout or registration process, 
there are numerous areas where a visitor can give-up 
and exit. That’s why most e-commerce sites feature 
plug-ins designed to alleviate anxiety; for example, 
the option to chat with a representative when 
making a purchase.

It’s worth testing whether these plug-ins are 
performing the way you expect. You can run a sim-
ple A/B test by using your testing tool to turn off a 
third-party plugin for half of your audience in order 
to validate that the plug-in is helping increase con-
versions for the other half.

Optimizing Checkout and Registration
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15. Test Mobile Display for
        Tablets and Smartphones

Many marketers treat tablets the same as 
smartphones and group them under a general head-
ing of “mobile.”

The truth is, mobile visitors have vastly different 
behavior when using a tablet versus a smartphone.

With this in mind, consider your overall mobile 
experience and what that looks like on both a 
smartphone and a tablet. Ensure you are taking ad-
vantage of the increased screen real estate afforded 
by tablets and the time that tablet users are 
spending on your site to make the most of the 
mobile shopping experience.

If your site isn’t yet optimized for the screen size of 
tablets, consider testing sending them to the full 
(desktop) version of your site instead of a 
smartphone-optimized version. 

However, in the best case scenario, you should have 
a unique experience designed for smartphone, 
tablet, and desktop visitors that optimally utilizes 
the screen size for each device.

16. Test Checkout Flow in 
        Mobile App

As visitors continue to spend more time within apps, 
testing the visitor experience of your app becomes 
crucially important to success. Try testing a different 
flow than is standard within your app. Depending on 
your business, this may be a checkout flow, 
registration flow, or something else entirely.

For example, if an app user wants to register, but 
they have to select multiple steps to enter all of
their personal information on a tiny screen, you are 
likely to lose them. You may want to target some of 
your app audience and give them the option to login 
using Twitter or Facebook to make the process much 
easier.

17. Test Mobile Search Layout

We shared a number of important tests to try for 
your on-site search earlier in this e-book, but mobile 
devices are used much differently and search should 
reflect this.

Consider testing how search results are oriented and 
the relevance of results. Don’t overlook how 
important mobile is to local search. For example, if a 
visitor is near your store you may try testing 
geo-located results and directions to the closest 
store that has that item in stock.

Optimizing Web and Mobile Apps

You should have a unique experience designed for smartphone, 
tablet, and desktop visitors that optimizally utilizes the screen size 
for each device.
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Visit our library for case studies and guides to optimization with SiteSpect.

SiteSpect is leading the advancement of customer experience management. We offer 
optimization, testing, targeting, and personalization  empowering the world’s most 
successful digital businesses to create a superior customer experience that drives reve-
nue, reduces costs, and mitigates risk.

SiteSpect developed the industry’s first digital optimization platform from the ground 
up. We offer a purpose-built, end-to-end optimization solution developed with our 
extensive knowledge of what leading digital businesses need. Our objective is to help 
our customers acquire, grow, and retain customers and ultimately achieve market 
leadership. Our patented approach, together with our thorough understanding of the 
business and technical realities of optimization, has put SiteSpect at the forefront of 
enterprise-level customer experience optimization and testing.

We are passionate about our customers’ success. Not only are we dedicated to deliv-
ering superior optimization solutions, we focus on providing comprehensive services, 
support, and training. SiteSpect’s world-class services team provides companies with 
as much or as little support and expertise as they need to ensure success.

Contact us today to learn more about customer experience optimization with 
SiteSpect.

About SiteSpect

https://www.sitespect.com/library-item/

