
26 A/B Testing 
Ideas For 

Tour Operators
Your Guide to Optimising Travel Websites to Convert More Curious 
Travellers into Customers.



Introduction
Your website is one of the most powerful sales tools your travel business has. It’s not 

just about showcasing beautiful destinations—it’s about turning browsing visitors into 

excited, paying customers. However, not all websites are created equal, and even 

small tweaks can make a massive difference to your conversion rate.
That’s where A/B 

testing can make all the difference. 


This guide walks you through 26 strategic A/B testing ideas tailored specifically for 

your travel and tour operator website. Whether you’re an adventure tour provider or 

a boutique travel agency, these tests will help you better understand what your 

visitors want, how they behave, and how you can better serve them through data-

backed website improvements.
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What Is A/B testing 


A/B testing, also known as split testing, is a method of comparing two versions of a webpage or element (like a 

headline, image, or call-to-action button) to determine which performs better. You show version A to one half 

of your traffic and version B to the other, then measure key metrics like clicks, time on page, or conversion rate.


Maximise Your Marketing 

Spend: 

A/B testing ensures that your website is 
converting at its highest potential, giving you 
more return on your advertising and SEO 
investments.


Understand Customer 
Preferences: 

Do your customers respond more to 
price-driven promotions or immersive 
storytelling? Do they prefer to call or fill 
out a form? A/B testing helps you find 
out.

Why You Should Be Doing 
A/B Testing?

Travel is an emotional decision, and 
every element on your site contributes 
to how a user feels and whether they 
take the next step. Here's why A/B 
testing should be a core part of your 
digital marketing and CRO (conversion 
rate optimisation) efforts:


Drive More Bookings with 
Less Guesswork:

Every test builds your knowledge bank. 
Over time, you’ll have a clearer picture 
of what works for your audience and 
why.
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Navigation Label 
Optimisation
Clearer labels improve navigation and discovery 
by aligning with users' mental models and 
expectations.


Destinations About us Contact

Explore Tours Our Experts Contact

Test A

Label as "Destinations" - Geographic focus 
appealing to location-first decision makers.

Test B

Label as "Explore Tours" - Activity-focused 
approach for experience-driven travellers.

Metric to Track: 

Navigation clicks, engagement rate, and subsequent path through the site.
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Testing Short 
Navigation Menus
Short navigation menus with fewer items may 
simplify decision-making and improve the overall 
user experience. Users often experience choice 
paralysis when presented with too many options, 
potentially leading to reduced engagement.

Destinations Trips Why US Speak To US

Home About Destination Tours Offers Blog Contact

Test A

Navigation menu with 7 items or fewer, focusing 
on the most essential categories to streamline 
the user journey.

Test B

Navigation menu with more than 7 items, 
providing comprehensive access to all site 
sections.

Metric to Track: 

Click-through rate (CTR), user engagement, and time spent navigating before 
making a selection.




26 A/B Testing Ideas For Tour Operators
06

Default Sort Order
What users see first matters more than you think. 
Even with multiple sorting options available, most 
visitors stick with the default. Testing which order 
leads to more clicks and bookings can uncover 
powerful insights.


Trips

£1,400

£2,400

£1,800

£4,400

Most Popular

Trips

£1,400

£2,400

£3,800

£4,400

Price

Test A

Default sort by “Popularity” – Highlights top-
rated or most-booked tours, guiding visitors with 
social proof.

Test B

Default sort by “Price” – Surfaces lower-cost 
options upfront, which may appeal more to 
budget-conscious travellers. 

Metric to Track: 

Click-through rates, booking conversions, and how often visitors manually 
change the sort.
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Highlighting Seasonal 
Relevance in Trip 
Filters


Helping travellers quickly find tours that match 
their preferred travel months can improve 
relevance and reduce browsing fatigue. This test 
focuses on how prominently seasonal timing is 
displayed.

Top August 
Getaways

Trips
Select Month

Test A

Trip filters or Home Page blocks highlight 
popular or recommended months (e.g. “Top 
Picks for July” or “Best Time to Visit”). 

Test B

Month filtering is available but not promoted—
users must explore manually by destination or 
other filters.

Metric to Track: 

Interaction with filters, scroll depth, time to first click, and conversion rate.
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Tour Comparison Tool 
vs. Manual Browsing
Empower indecisive users with side-by-side clarity 
to reduce decision fatigue and boost selection 
confidence. Structured comparisons highlight 
competitive advantages across offerings.

Bali 14 days Bali 14 days

Test A

Allow users to "Compare This Tour" in a simple 2-3 column 
layout showing key factors: group size, traveller ratings, difficulty 
level, price, included meals, accommodation standards, and 
unique experiences. Include "Best For" summary tags.

Test B

No comparison feature

Metric to Track: 

Comparison tool usage frequency, post-comparison click-through rates, 
decision time, booking completion rates from compared tours, and selection 
satisfaction in post-booking surveys.
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Video vs. Static Image
Engaging media significantly impacts user interest 
and conversions, with different formats appealing 
to different learning and engagement 
preferences.


Create unforgettable 
memories with your 
loved one

View Trips

Create unforgettable 
memories with your 
loved one

View Trips

Test A

Landing page with an introductory video 
showcasing destinations, experiences, and 
customer testimonials.

Test B

Landing page with a high-quality static hero 
image that captures the essence of the travel 
experience.

Metric to Track: 

Engagement rate, video play rate, completion percentage for videos, 
conversion rate, and time on page.
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Emotional Triggers in 
Headline
Emotions strongly influence user response and 
can create deeper connections with your brand 
and offerings.


Create unforgettable 
memories with your 
loved one

View Trips

View Trips

Explore over 100 
destinations 
worldwide

Test A

Headline using emotional appeal (e.g., "Create 
unforgettable memories with your loved ones").

Test B

Neutral or informational headline focusing on 
practical benefits (e.g., "Explore over 100 
destinations worldwide").

Metric to Track: 

Conversion rate, click-through rate, and emotional resonance measured 
through user feedback.
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Testing Personalised 
vs. Generic Headlines
Tailoring the first line a visitor sees can boost 
relevance and engagement. A simple location-
based tweak to the headline could make a travel 
experience feel closer to home.


Amazing escapes from 
London

View Trips

View Trips

Explore unique travel 
experiences

Test A

Headline personalised by location (e.g. “Amazing 
escapes from London” for UK visitors). 

Test B

Standard headline shown to all users, such as 
“Explore unique travel experiences.”

Metric to Track: 

Conversion rate, bounce rate, engagement metrics, and personalisation 
accuracy.
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Highlighting Limited 
Availability
Scarcity messaging encourages quicker bookings 
by emphasising the risk of missing out on desired 
experiences.


Test A

Showing limited availability prominently ("Only 2 
spots left!") with visual indicators of scarcity.

Test B

Standard availability messaging without 
emphasis on limitations.

Metric to Track: 

 Conversion rate, booking velocity, and impact on premium or high-demand 
offerings.
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Countdown Timer for 
Offers
Urgency may drive faster decisions by triggering 
fear of missing out (FOMO) and encouraging 
immediate action.


Limited Time Offer

Hours Minutes Seconds

: :08 23 16

Book Now

Offers

Book Now

Test A

Landing page with countdown timer for special 
offers, creating a sense of limited-time 
opportunity.

Test B

Landing page without countdown timer, 
presenting offers without time pressure.

Metric to Track: 

Conversion rate, time-to-conversion, and impact on average order value.



26 A/B Testing Ideas For Tour Operators
14

Single-Column vs. 
Multi-Column Page 
Layout
Layout significantly influences readability, focus, and 
the overall user journey through your content. 
Different layouts can dramatically affect how 
information is processed.

Test A

Single-column layout for simplicity, creating a 
clear narrative flow and reducing cognitive load.

Test B

Multi-column layout to show more content 
simultaneously, maximising screen real estate 
for information-dense presentations.

Metric to Track: 

Conversion rate, bounce rate, average session duration, and heat map 
analysis of user attention.
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Placement of 
Testimonials
Social proof positioning can enhance credibility at 
critical decision points in the customer journey.


Test A

Testimonials prominently displayed above the 
fold, immediately establishing trust and 
credibility.

Test B

Testimonials placed lower on the page, 
supporting decision-making later in the user 
journey.

Metric to Track: 

Conversion rate, scroll depth, interaction with testimonial content, and impact 
on new vs. returning visitors.
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Full Tour Story vs. 
Basic Itinerary
Immersive storytelling can sell experiences better 
than logistics by creating emotional connection 
and helping potential travellers envision 
themselves on the journey. 

Trip to Japan

Itinerary

A transformative Journey to the East

Testimonials From Past Travellers

ExclusionsInclutions

Met Your Expert Guide

Book Now

Trip to Japan

Itinerary

ExclusionsInclutions

Book Now

Test A

 Include a narrative-style introduction describing a day in the life 
on the tour, with emotional triggers, sensory details, and 
personal perspectives.  

Test B

Only show a factual day-by-day breakdown with times, locations, 
and activities listed in a structured format without emotional or 
sensory elements.

Metric to Track: 

Scroll depth on page, time spent reading tour descriptions, social sharing of 
content, enquiry rates, direct bookings, and qualitative feedback about 
decision factors.
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"Meet Your Guide" 
Teaser Card
Personal connection with guides may enhance 
trust and create an emotional bond with 
potential customers. Putting a face to your 
service could significantly improve conversion 
rates.


Trip to Greece

Itinerary

Inclusions Exclusions

Met Your Expert Guide

Book Now

Trip to Greece

Itinerary

Inclusions Exclusions

Book Now

Test A

 Landing page featuring a teaser card about the 
guide, including a professional photo, brief 
personal biography, and credentials that 
establish expertise.

Test B

Standard landing page without a teaser card, 
focusing purely on destination information.

Metric to Track: 

Conversion rate, engagement duration, and interaction with guide-specific 
content.
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Total Trip Price vs. 
Per-Day Breakdown
Pricing transparency helps reduce sticker shock 
and can better communicate value through 
contextualising costs within the overall holiday 
experience. Breaking down the total cost can   
alter perceived value and affordability.


12 days in Egypt

 Price: £1,200

Book Now

12 days in Egypt

 Price: £1,200
That’s only £100/ per 
day all  inclusive

Book Now

Test A

Show "From £2,450 / 10 Days" with a per-day 
cost beneath: "That's £245/day, all-inclusive" - 
highlighting the comprehensive value and 
making the investment seem more reasonable 
when viewed as daily expenditure rather than a 
lump sum.

Test B

 Show only the total price without 
contextualisation, presenting the holiday as a 
single financial decision point.

Metric to Track: 

Clicks on "Book Now" button, form engagement levels, enquiry submission 
rates, time spent reviewing the pricing section, and conversations with sales 
team about costs.
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Emphasising 
Discounts and Savings
Highlighting savings can increase perceived value 
and create positive feelings about the purchase 
decision.


7 day Safari

Price: £1,500

save £300
original: £1,800

Book Now

7 day Safari

Price: £1,800

Book Now

Test A

Prominent discount messaging near pricing, with 
original and discounted prices clearly displayed.

Test B

Standard pricing display without emphasis on 
savings or discounts.

Metric to Track: 

Conversion rate, average order value, and uptake of specifically discounted 
offerings.



26 A/B Testing Ideas For Tour Operators
20

Call To Action (CTA)

Button Text
Button copy affects user action intent and can 
significantly impact conversion rates through 
subtle psychological cues.


Book Now

Talk to an Expert

Test A

"Book Now" “Enquire Now!” - Direct, action-
oriented text suggesting immediate 
commitment.

Test B

"Talk to an Expert" - Less committal, 
emphasising guidance and support in the 
decision process.

Metric to Track: 

Click-through rate, conversion rate, and subsequent engagement with the 
booking process.
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Instant WhatsApp Call 
vs. Standard Enquiry 
Form
Allowing quick, personal contact can reduce 
friction and build trust faster. 


Talk to an 
Expert Now

Enquire

Submit

First Name

Last Name

Email

Enquire

Submit

First Name

Last Name

Email

Test A

Show a floating WhatsApp/chat button or “Call a 
Tour Expert” prompt on tour pages.

Test B

Keep only the traditional contact/enquiry form 
as the next step.

Metric to Track: 

Enquiry volume, time-to-enquiry, and lead-to-booking ratio.



26 A/B Testing Ideas For Tour Operators
22

Framing the Payment 
Flexibility

Making a booking feel low-risk can increase 
conversions, especially for high-ticket tours. If the 
option to pay later or leave a deposit exists, how 
you communicate it can make all the difference.


Trip to Greece

Book Now

Trip to Greece

Reserve for only £200

Flexible bookings

Guaranteed departures
Test A

Prominent “Reserve Now, Pay Later” message—
clearly visible near the CTA, with supportive sub-
text to reduce commitment anxiety.

Test B

Standard payment messaging with no emphasis 
on flexibility—focused on confirmed booking 
and security.

Metric to Track: 

Conversion rate, drop-off at payment step, and whether customers revisit the 
booking later.
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Number of Form 
Fields
Reducing friction in forms may enhance 
completions by minimising the perceived effort 
required from users.


Test A

Minimal form fields required (3-4), collecting 
only essential information needed to progress 
the booking.

Test B

Extensive form with additional fields (5-8), 
gathering more detailed customer preferences.

Metric to Track: 

Form completion rates, abandonment points, and time spent on form 
completion.
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Optional vs. 

Required Fields
Testing flexibility in form completion can help 
determine the optimal balance between 
gathering information and reducing barriers to 
conversion.


Test A

Several optional form fields clearly marked, 
giving users control over how much information 
they share.

Test B

All form fields required, ensuring comprehensive 
information collection but potentially increasing 
friction.

Metric to Track: 

Form abandonment rate, completion rate, and quality of submitted 
information.
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Mobile-Optimised 
Form Layouts
Improving form usability on mobile devices can 
enhance completion rates and reduce 
abandonment. As mobile traffic continues to 
grow, optimised mobile forms become 
increasingly crucial.


Enquire

Submit

First Name

Last Name

Email

Phone

Travelling Date

Number of Travellers

Budgets (per person)

Enquire

Continue

First Name

Last Name

Email

Contact Details Trip Details Payment

Test A

Stacked vertical form layout with touch-friendly 
elements and minimised keyboard switching.

Test B

Horizontal scrolling or multi-step form layout 
that breaks the process into manageable 
chunks.

Metric to Track: 

Form completion rate on mobile, time to completion, and drop-off points in 
the form flow.
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Trip Matchmaking 
Quiz
Offering a quick quiz to help visitors find their 
ideal tour may boost engagement and direct 
them toward more relevant options.


Find Your 
Ideal Trip

5 questions

Personalised results

Trip Quiz

Test A

Add a 3–5 question “Find My Ideal Trip” quiz on 
homepage or listing pages, with a personalised 
recommendation at the end.

Test B

 Keep tour browsing entirely manual, starting 
with destination or category filters.

Metric to Track: 

Completion rate of quiz, click-throughs from quiz results to tour pages, and 
booking conversion rate from quiz-generated recommendations.
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Email-Gated 

Packing List
Offering a downloadable, tour-specific packing 
list taps into travellers’ desire to feel prepared, 
while also serving as a compelling lead capture 
tool.
 Packing List

Download

First Name

Last Name

Email

Curated by Experienced Travellers

Test A

Display a teaser for a downloadable PDF: “See 
what our past travellers wish they’d packed for 
this tour” – access gated by email entry.

Test B

Display the full packing list openly on the tour 
page without requiring an email. 

Metric to Track: 

Email submission rate, packing list engagement (opens/downloads), and 
booking conversion from users who viewed/downloaded the list.
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Enquiry Follow-Up 
PDF vs. Plain 
Confirmation
Most tour enquiries don't convert immediately — 
helping potential customers feel committed and 
informed can significantly impact conversion 
rates. The quality of post-enquiry materials can 
maintain momentum in the decision process.


Enquiry Submitted

Tour Itinerary

Download PDF

Enquiry Submitted

Thank you we will 
be in touch soon!

Test A

After form submission, send a branded PDF guide about the tour 
featuring professional photography, detailed highlights, 
comprehensive packing list, authentic client quotes, and 
suggested pre-trip reading materials.

Test B

Send a standard "Thanks, we'll be in touch" email with minimal 
information, focusing solely on confirming receipt of the enquiry.

Metric to Track: 

Follow-up email open rate, click-through on additional links, website re-
engagement patterns, enquiry-to-booking conversion rate, and time between 
enquiry and final booking decision.
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Shareable Wishlists
Facilitating sharing could boost user engagement 
and leverage social networks for organic 
promotion of your travel offerings.


Your WishListYour WishList

Share Wishlist

Test A

Wishlist with prominent sharing options across 
multiple platforms and personalised messaging 
capabilities.

Test B

 Standard wishlist without easy sharing 
functionality, focused solely on individual user 
experience.

Metric to Track: 

Number of shares, social media engagement, repeat visits from shared links, 
and eventual bookings attributed to shares.



Let’s Turn Ideas Into Bookings
This guide brings together 26 proven A/B testing ideas created specifically for 

multiday and adventure tour operators. These aren’t just “best practices” — they’re 

real, practical experiments that can move the needle on your bookings, your 

enquiries, and the trust you build with your travellers.

Want help implementing these on your site?

Trusted by Leading travel Brands

Vsourz Group of Companies

Book A Free Strategy Call


