
Psychology of A/B Testing 
What Drives User Decisions?

Sonia May-Patlán
UX Edmonton, 17.05.2025



● Intro

● A surprising purchase
● 6 Behavioural Principles for A/B testing

○ Value - Framing Matters
○ Emotions - People before Pixels
○ Speed - The Power of Now
○ Keep it Simple - Less is More 
○ Relevance - Personalization Resonates
○ Trust - Endorsements Work

● Putting it together 

● Q&A 

Agenda

20 mins

5 mins

2/28



About Me

We help B2B SAAS Companies with 
Marketing Growth Analytics.

Custom WordPress design & 
data-backed UX for businesses that 

take their site seriously.

💙
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A/B testing isn’t just about button colors or CTA tweaks.

It’s about understanding how people think.

● Recognize repeatable decision-making patterns in users
● Turn behavioral insights into actionable test ideas
● Improve user engagement, satisfaction, and conversion
● Backed by real-world experiments 

What you will learn
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This isn’t theory — it’s proven insight from countless experiments



How I ended up spending $95 on a wallpaper…
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    Principle 1 of 6

💎 Value
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VALUE - Framing Matters

What is it:

People rely on shortcuts and emotional cues to 
judge if something is worth their time, money, or 
attention. 

Why it works:

Value is subjective — make it feel obvious and 
justified. When framed well, offers and options 
feel clearer, more affordable, and more 
desirable.

Examples:

✦ Power of Free: “Free trial,” “Buy 1, get 1 
free,” “Free shipping”

✦ Scarcity Bias: Limit time, quantity, access 
“Sale ends in 2:25h”, Only available to…

✦ Mental Accounting: Break prices into 
smaller chunks (“Only $2/day”)
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VALUE - Framing Matters

Experiment:

HP optimized their Instant Ink subscription by 
offering a free trial

� +37% subscription enrollment

→ Make the offer feel low-risk, high-reward, and easy to say yes to.

❌Overdoing Scarcity

Too many “Only 3 left!” messages feel sketch.

Better:

Use scarcity & urgency sparingly, rely 
stronger on other principles
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Principle 2 of 6

💖 Emotions

9/28



EMOTIONS  – People before Pixels

What is it:

People decide emotionally, then rationalize. 
Emotion builds connection, motivation, and 
loyalty.

Why it works:

Interfaces that feel human — rather than 
transactional — foster stronger bonds and make 
decisions easier.

Examples:

✦ Lifestyle imagery: Real people, not just 
products

✦ Pratfall effect: Admit mistakes, show 
behind-the-scenes, add mixed reviews to 
build honesty

✦ Endowment Effect: Let users customize, 
save, or preview (e.g. AR tools, “build your 
bundle”)
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EMOTIONS  – People before Pixels

Experiment:

Movember tested more prominent CTA with 
human-centric imagery vs standard “Ask for Donations” 
button

� 32% increase in Facebook fundraising asks 

→ If it resonates emotionally, it’s more likely to convert.

❗ Off-Brand Emotion

Emotional design can backfire if product tone or 
visuals clash with the audience. Eg. a playful or 
upbeat style in a serious or sensitive setting can feel 
off or even disrespectful.

Better:

Match emotional tone to your audience’s mindset, 
needs, and background — including age, values, and 
pain points. Aim for empathy, not assumptions.
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    Principle 3 of 6

🚀 Speed
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SPEED - The Power of Now

What is it:

Users prefer experiences that offer immediate 
results and minimal effort to receive what they 
want.

Why it works:

Instant feedback reduces anxiety and keeps 
momentum going. When delivery or access 
feels delayed, users are more likely to abandon.

Examples:

✦ “Download instantly” or “Get started in 2 
minutes” CTAs

✦ Fast autofill on forms or use previously 
stored data

✦ Quick delivery or pickup options (e.g. 
“Ready tomorrow”)

✦ Fast page load times and visible progress 
indicators
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Experiment:

Vodafone ran an A/B test on their landing page where 
the only difference was performance

� 8% increase in sales

SPEED - The Power of Now

→ The faster the value is delivered, the stronger the offer feels.

❗ Don’t forget about mobile

Many mobile sites are still lacking and not 
performant, especially if the desktop 
experience is overloaded

Better:

Optimize for a speedy experience that 
works even on low data
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Principle 4 of 6

⚪ Keep it simple
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KEEP IT SIMPLE - Less is More

What is it:

Users make faster, better decisions when 
content is easy to scan, design feels effortless, 
and functional choices are streamlined.

Why it works:

Cognitive load slows users down. Simplicity 
across content, design, and functionality keeps 
them moving forward without confusion or 
friction.

Examples:

✦ Content: Bullet points, section headings, 
TL;DR blocks, accessible language

✦ Design: Established design patterns, clear 
product attributes with badges or specs

✦ Functionality: Pre-filled forms, smart 
defaults (e.g. shipping method, donation 
amount)
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KEEP IT SIMPLE - Less is More

Experiment: 

DocuSign implified mobile sign-up by removing 
non-essential fields

� +35% increase in mobile conversion rates

“Clarity trumps Cleverness” - Steve Krug

❗ Too simple to trust

Oversimplified experiences deter if the 
purchase is complex and high risk

Better:

Context matters! Simplicity isn't about 
removing content — it's about removing 
friction. Find that balance with A/B testing.
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  Principle 5 of 6 
🎯 Relevance
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RELEVANCE - Personalized Experience

What it is:

Adjusting content, messaging, or structure to match the 
user’s needs, context, or segment. Make sure your 
content speaks to the user’s problem, not just your 
product.

Why it works:

Relevance builds trust and engagement. When users 
feel like something was “made for them,” they’re more 
likely to continue — even if the personalization is light.

Examples:

✦ Role selector for presenting targeted content: e.g. 
“I’m a student” vs. “I’m a parent”

✦ A product finder quiz for tailored product 
recommendations 

✦ Industry-specific landing pages, e.g. "Healthcare" 
vs. "Education"

✦ “Because you viewed...” or “You might also like...” 
modules
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RELEVANCE - Personalization Resonates

Experiment:
Crate & Barrel tested tailored content with product 
toggle to appeal to both parents of newborns and teen

� 20% increase in homepage conversion rates

"Customers don't care about your solution. They care about their problems." 
~ Dave McClure, Founder: Practical Venture Capital, 500 Startups

❗ Overeager Personalization

Scraping user data to hyper-target can feel 
creepy and invade privacy.

Better:

Optional input, or segmentation toggles to 
create the feeling of personalization without 
crossing a line.
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 Principle 6 of 6

🤝Trust

21/28



TRUST - Endorsements Work

What it is:

Users won’t act if the experience feels uncertain 
or unverified.

Why it works:

Trust signals reduce hesitation. Social proof and 
authority reassure users that this choice is safe.

Examples:

✦ Social Proof: Reviews, star ratings, “Most 
popular” badges

✦ Authority Bias: Logos, awards, 
endorsements from credible sources
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Experiment:
Forward Networks replaced all copy on demo page with 
social proof

� 4.4% lift in form submissions

TRUST - Endorsement Works

→ If users hesitate, they don't convert — build trust before you ask.

❗ Asking for too much too soon (NN 
Group)

Do not erode trust by not being upfront – 
requiring sign-up or personal details before 
showing value, concealing critical info like 
pricing and extra fees. 

Better: 

Be transparent with critical info and double 
down with authentic social proof

23/28



Putting it together
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Putting it together - 6 Behavioural Principles

Value

💎
Framing Matters

Emotions

💖 

People before 
Pixels

Keep it Simple

⚪ 

Less is More

Relevance

🎯 

Personalized 
Experience

Speed

🚀
The Power of Now

Trust

🤝 

Endorsement 
Works
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How I ended up spending $95 on a wallpaper…
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Etsy convinced me!
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  Questions?

  Thank you! 

www.digdata.us

Get solid CRO!

Connect!
/in/sonia-may-patlan/

 www.madebymomoko.com

Get an amazing website!
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slides & 
worksheet



https://www.thinkwithgoogle.com/_qs/documents/9998/Decoding_Decisions_The_Messy
_Middle_of_Purchase_Behavior.pdf

https://www.thinkwithgoogle.com/_qs/documents/18366/Decoding_Decisions_Marketing
_in_the_Messy_Middle.pdf

https://www.optimizely.com/insights/the-big-book-of-experimentation/

https://www.conductor.com/academy/page-speed-resources/

https://medium.com/digdataagency

https://www.nngroup.com/articles/trustworthy-design/

https://www.saleshub.ca/design-that-converts-how-emotional-ux-drives-better-results/

Resources
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