[TEST NAME]
Time frame: [ 14 days, mm/dd/yyyy – mm/dd/yyyy]
Prepared by: [Name of Analyst]
Prepared Date: [mm/dd/yyy]


***All red text is to be updated and/or deleted before distributing***

DEFINITIONS
· OBJECTIVE: [What business problem are you trying to solve?]
· HYPOTHESIS: [If we change X (experience), then Y (metric) will increase/decrease because (reasoning)]
· TARGET AUDIENCE: [US mobile traffic, new visitors only, etc]
· MEASUREMENTS: [Define your main metric to measure]
· EXPERIENCE BREAKDOWN:
· CONTROL (A): [Functional difference], [Traffic Allocation]
· CONTROL (B): [Functional difference], [Traffic Allocation]

FINDINGS
· MEASUREMENT: [List main metric for both experiences and note difference]
· Present test metric table or screenshot from dashboard
***All metrics are artificial and for presentation purposes only***
	 
	SESSIONS
	ORDERS
	CONV. RATE
	AOV
	REVENUE
	$ LIFT

	Control A
	153,267
	10,344
	6.75%
	$8.47
	$87,568
	 

	Experience B
	153,351
	10,168
	6.63%
	$8.79
	$89,326
	2.01%

	
	
	
	
	
	$1,758
	



· Lift Evaluation: Hypothetical if content were presented to 100% of all experience B sessions, conv. rate and AOV, the potentially influenced revenue for the remainder of the year would be $2,066,589 [enter total amount of Potential Influenced Revenue total if modeled out based on monthly sales volatility]



RECOMMENDATIONS
· [Write your recommendations as if you owned the business area that was just tested]
· Recommend running Experience B as it will lift revenue based on increased AOV
· The Control is still very functional – see how we could incorporate it in a different part of the customer journey
· Re-test at a different time of the year when shopper mentality switches, ie…BTS shopping vs. Holiday Shopping vs. Spring shopping

TOTAL USAGE
[Show any screen grabs or graphs that will support your findings and recommendations]
