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PRICE MI NI STE R
PriceMinister integrates MV testing and increases
turnover by 5%1

1 On new clients.
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Founded in 2000, PriceMinister is now France’s second
e-commerce website. Based on a three-way commercial
concept: the Seller, the Buyer and the Trusted third party,
PriceMinister has broadened its activities, notably with the
purchase of travel website VoyagerMoinsCher. The group
now has 13 million members and continues to innovate. The
advanced use of the MV Testing2 feature falls precisely within
this continuing desire for progress and innovation2.

Key figures

• 30 million visitors
• 170 million pages views

Solutions

• AnalyzerNX
• DataExplorer
• MV Testing
Benefits

• Secure testing with no incidents
on KPIs
• Increase in total sales turnover
• Rise in the number of conversions,
and products added to customer
shopping baskets

OBJECTIVES
The product page: a key element
With over 40 million references on offer, the product description
pages are the most visited on the site and constitute a key
component of the purchase process. The objective is to improve
the ergonomics of these pages in order to increase the rate at
which products are added to customer shopping baskets and as
a result the final conversion rate.

Simplify & guide
The focus was to simplify product description pages. The
economic model of the PriceMinister marketplace requires
the display of all listings corresponding to a single product
reference.
The instinct here was that simplifying the product page
template, by bringing it closer to e-commerce models with
which users are more familiar, would reduce any ambiguity felt
by new customers and subsequently increase the purchase rate
on the site.

Fix complementary objectives
The main objective of the page is to place items in the basket.
However, PriceMinister’s product description page also contains
several links and secondary objectives:
•

•
•

The ‘make a wish’ feature alerts the user when a product
corresponding to certain criteria is available.
“This is a post-purchase conversion tool that we cannot neglect.”
states Justin Ziegler– IT Director and Co-founder of
PriceMinister.
The submission of product reviews.
Different monetisation supports etc.
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SOLUTIONS
"We use the MV Testing
feature with three goals
in mind: to confirm our
initial hypothesis, to
identify and quantify
our true profit, but also
to ensure that there
is no deterioration of
our main or secondary
objectives ."

A/B/C Testing
We built our test around three versions. The first version is the
past versions which are systematically maintained throughout
the testing process (version A). This version is followed by the
target version (version C) which integrates both the ergonomic
improvements and the ‘BuyBox’. The ‘BuyBox’ is the block on
the right of the product photo highlighting a specific seller and
an ‘add to shopping basket’ button, bringing the model closer
in line to those used by classic e-commerce sites. The seller
highlighted in the BuyBox is selected based on a particular
algorithm. Finally, the last version (version B) is an intermediary
version, integrating the ergonomic improvements without the
BuyBox.

Version A : Past Version
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Version B : whithout buy-box

Version C : with buy-box
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2 test phases: avoiding risks

”We combine the MV
Testing analyses with
the DataExplorer
module […] we can
therefore be assured
that the profit does not
cost us our secondary
objectives.”

Due to certain issues associated with the product description
page, the test was carried out in two phases.
“First of all, we had to ensure that neither of the two new versions
diminished the site’s performance, which would result in an
immediate loss of revenue!”
When the first “security” phase was launched, the past version
represented more than 90% of the exposure and 5% for each of
the other two versions. Considering that the results of this first
test were very positive and the risk eliminated, the ratios were
completely rebalanced: 33/33/33 during the whole of the second
phase.

• Complete performance assessment
The analysis first focused on evaluating the impact that
each version had on both the conversion rate and revenue.
Assessment is also based on a large number of other
variables:
“In practice, we combine the MV Testing analyses with the
DataExplorer module. This allows us to simultaneously monitor,
for each version, the rate at which buyers add items to their
shopping basket and the click rate for other sections on the
page; we can therefore be assured that the profit does not cost
us our secondary objectives.”
Likewise, crossing the tests with conversion funnels makes
it possible to verify that a rise in the rate at which items
are placed in shopping baskets is not cancelled out by even
larger losses in the subsequent phases of the process.

• Results filtered by profile and category
The results are also analysed according to user profiles:
new clients/returning clients. This is an analysis that is
rich in information as the tested modifications affect the
features which lead to changes in the behaviour of regular
clients. It is also possible to cross data per product category
and product sub-category.
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RESULTS
“The overall results
are rather impressive:
version C led to an
increase of 5 % in new
client revenue.”

Increase in performance
“The overall results are rather impressive: version C led to an
increase of 5 % in new client revenue”.
In reality, there are multiple benefits. In fact, when looking at
the target group consisting of returning users, the segmented
results showed an improvement; an increase of over 2% in
turnover was recorded.
Furthermore, the assessment revealed an unexpected benefit:
“We initially relied on an increase in the number of items placed
in baskets, as well as an increase in the number of conversions.
However, the good news is that this was also accompanied by an
increase in the average value of the transactions.“

Testing: Guaranteeing security
“MV testing guarantees the security of online modifications, whilst
using a reduced test group to verify that there is no major drop in
KPIs.”
Furthermore, monitoring all of the variables associated with
the tests allowed us to guarantee that each of the benefits or
increases that were recorded (based on the modifications) were
not detrimental to the other features found on the site.

“Today we use MV
testing in over 2/3 of our
projects.
In hindsight, we have
even come to regret
not MV testing certain
content before putting it
online!”

Objectivity is restored
“The ergonomic and graphical modifications are extremely
contentious subjects. The figures provided by this testing enable a
more objective approach to the debate and quash any occurrence of
the guy who speaks the loudest gets his way phenomenon”.

MVTesting: a systematised process
“Today we use MV testing in over 2/3 of our projects. In hindsight,
we have even come to regret not MV testing certain content before
putting it online!”

BENEFITS
• Secure testing with no incidents on KPIs
• Increase in total sales turnover
• Rise in the number of conversions, and products
added to customer shopping baskets
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About AT Internet

About PriceMinister

AT Internet is a leading Independent web and mobile analytics
solution provider, operating in 9 countries internationally. AT
Internet prides itself on its data integrity and customer centric
approach.

PriceMinister is a leading independent French pure play
company, which is dedicated to linking goods and services
between buyers and sellers.

Proud winner of the 2009 Platinum Distinction for European Seal
of E-Excellence, AT Internet provides a robust and reliable best
of breed SaaS analytics platform offering a complete solution to
enhance your marketing intelligence and business effectiveness.

According to the Nielsen Médiamétrie NetRatings, PriceMinister
was ranked the number 1 French e-Commerce site in terms
of traffic volume for the second half of 2010. Its 13 million
members provide more than 190 million products on the site.
After successive takeovers of different companies, PriceMinister
has become an Internet group which employs almost 200 staff.
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