
Optimize landing page design elements for better user activation 

Every experiment starts with a hypothesis and the subsequent steps are executed in alignment with 

the said hypothesis. That is why it is very important to outline the hypothesis explicitly and precisely 

at the start of the experiment. Most importantly, our hypothesis dictates the selection of the key 

outcome to be tracked inn order to decide if the experiment was successful or not. In this experiment, 

we wanted to test two design element changes and check if these changes will lead to better user 

activation. 

 

   Variant A     Variant B 

Figure 1: Change the title of the ‘News’ section to ‘Buzz’ as it is more contemporary and in 

alignment with the type of articles being shared in the section 

 

   Variant A     Variant B 

Figure 2: Move the ‘Search’ banner to landing page (Feed page) to make it easier for user to search 

for content on their first interaction with the app 



 

 
Figure 3: Grade distribution across control and intervention 
 

 
As mentioned above, the key 
objective of these changes 
was to increase new user 
activation, hence only new 
users who registered on the 
app after the change went 
live formed the target 
segment and were split into 
control and treatment 
subsets in a random fashion 
evenly. 

 

 

 
 
The randomized allocation 
ensured that control and 
treatment arms are equal on 
all the other relevant factors 
such as grade / user type etc. 
Figure 1 and 2 on the left 
show the show the split of 
the users across grade and 
user type for both Control 
and Treatment group. The 
graphs show that the split is 
evenly matched. 

Figure 4: User distribution across control and intervention  
 

The experiment was carried out for a month on the app. All the user activity was logged in the 

database and analyzed at the end of the experiment. The result show that renaming the News section 

increases the %ge of users who interact with the news section in the first couple of days leading to 

higher activation of News section by 25%. But the results are not statistically significant because of 

low power and hence we plan to rerun the test with larger sample size in the next cycle to ensure 

that these gains are statistically significant. Also, we explored if these effects persist over time by 

tracking the usage of the news section for 10 days. We observed that, though the usage is higher for 

the Treatment group in the first 2 days, the difference disappears in subsequent days which is not 

unexpected given that users now know what to expect from the News section. 
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Figure 5: Impact of the ‘News Title’ AB test 

 

In case of the second proposed change, new users in the Treatment group tapped on the magic 

banner feature significantly more in comparison to the control group in the first couple of days after 

registration. The lift for the experiment was around 40% which is significant. Also, unlike the News 

section change, the difference in usage here persisted over time which means that users searched 

for stories more when the Magic story banner was placed on the Home page instead of the Story 

page. 

  
Figure 6: Impact of the ‘Magic Banner’ AB test 

 

Both the experiments lead to positive user engagement and will undoubtedly be integrated in the 

app in subsequent releases for all the users. It is worth noting that though the team could already 

have guessed the winning variant based on simple design intuition, it would have been much harder 

to predict the lift in the engagement each feature brings to the table. So, in this case the main value 

add of the AB test was to quantify the lift in engagement. Also, running intuitive experiments helped 

us validate the testing methodology and set the team up for running more complex tests in the future 

with confidence.  
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