0 Convertlab X @

Shopify A/B Tests
uncovered.

Find out what really works for Q4.
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y Q4: Quarterly share of annual revenue
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average seasonal trend of online sales (2019-2023)

s around 1/3 of the annual online revenue is generated in Q4.

www.convertlab.net Page O3



Q4:

More Money Than
Any Other Quarter

Q4 alone generates 30-
35 % of yearly online
revenue across most
markets.

In the U.S., shoppers
spent $352.9 billion online
iNn Q4 2024. It’s the
highest quarter ever
recorded.
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Q4

Holiday Events
Drive Massive
Traffic Spikes

Black Friday, Cyber
Monday, and Christmas
shopping push site visits
and orders to record
highs.

Shopify stores made
$11.5 billion over BFCM
2023, up 24 % year-over-
CE
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More Money Than
Any Other Quarter

Q4 alone generates 30-
35 % of yearly online
revenue across most
markets.

In the U.S., shoppers
spent $352.9 billion online
in Q4 2024. It’s the
highest quarter ever
recorded.
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hy Q4:

Holiday Events
Drive Massive
Traffic Spikes

Black Friday, Cyber
Monday, and Christmas
shopping push site visits
and orders to record
highs.

Shopify stores made
$11.5 billion over BFCM
2023, up 24 % year-over-
CE
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Shoppers Convert
Faster and Spend
More

During Q4, average order
values rise by up to 30 %,
and conversion rates jump
as much as 60 %. People
aren’t browsing. They’re
buying.

il

You Learn Faster
and Scale Quicker

The surge in traffic
means 3-5x more data
for testing and
optimization.

What usually takes
months can be learned
in weeks.
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(> Testing: The Biggest
Growth Lever in Q4

Even moderate increases in Q4 are, statistically speaking,
so high that they can easily result in year-round, average
increases in turnover of 10% or more:

Monthly:

1.000.000€ * 1,10 = 1,700,000€ La +100.000€

Per Year:

100,000€ x 12 Ca +1,200,000€




-

A single 10% uplift in conversion rate can add
over €1.2M In annual revenue.
Without increasing ad spend.
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But...Isn’t testing very
time-consuming and costly?!
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i Luckily, there are proven best practices
you can plug in right away.
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The proven best practices

Get your Case Study now -
see what worked and what didn’t!


https://varify.io/en/convertlab-best-practices/
https://varify.io/en/convertlab-best-practices/
https://varify.io/en/convertlab-best-practices/

Desktop (all Users)

New Visits
Visits Trans. Avg. Cart Revenue ARPY CR
Ref. 5140 1.875 42,89 € B042548 € 15,65 € 36,48%
Vi 5.089 1.765 4414 € 7791434 € 1531 € 34,68%
Comp. -2,17% -4,93%
Returning Visits
Visits Trans. Awvg. Cart Revenue ARPV CR
Ref. 2396 893 46,62 € 4163088 € 1738 € 37,27%
Vi 2377 B58 4700 € 40.324 34 € 16,96 € 36,10%
Comp. -2,42% -3,14%

Visits Trans. Avg. Cart Revenue ARPY CR
Ref. 267 108 48]2€ AL AR BRATE 40,45%
vi =L 84 4270 € 418278 € 2.0 43,98%
Comp. 12,48% 8,73%

Mobile (all Users)

Visits Trans. Avg. Cart Revenue ARPY CR
Fef 7193 2018 4379 € 114,654 85 € 1594 € 36,40%
W1 7218 2516 4495 € 113.103,69 € 1567 € 34,86%
Comp. -1,69% -4.23%

www.convertlab.net

Increased shipping costs from 2,95€ to 4,95€
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-2,22%

ARPV*
-4,56%
CR*
% .
Desktop (all Users) New Visits
Visits Trans. Avg. Cart Revenue ARPY CR Visits Trans. Avg. Cart Revenue ARPV CR
Pof 67 108 4810 € S 19771 € 1947 € 40,45% Ref 5140 1.875 42,89 € B0.425,48 € 15,65 € 36,48%
V1 5.089 1765 444 € 7791434 € 15,31 € 34,68%
V1 191 84 4979 € 418278 € 2190 € 43,98% sl AL oA =2 s
Comp. 12,48% 8.73% Comp. “2,17% ~4,93%
Mobile (all Users) Returning Visits
Visits Trans. Avg. Cart Reveriue ARPV cR Visits Trans. Awvg. Cart Revenue ARPV CR
Ref 7193 2618 4379 € 114.654,85 € 1594 € 36,40% Ref 2.396 893 4662 € 4163088 € 738 € 37.27%
V1 2.377 858 4700 € 4032434 € 16,96 € 36,10%
V1 7218 2516 44,95 € 113.103,69 € 1567 € 34,86% 4700 € 40.32434 € 626 €
Comp. -1,69% -4,23% Comp. -2,42% -3,14%

Increased shipping costs from 2,95€ to 4,95€

www.convertlab.net Page 19



practices

BUT

Total

&L Profit/Visit

122.056,36 €| 52.362,10 €
Variation 1.
4. 95€ . 2.623(118.238,68 €| 53.549,95 €

+ Profit: +2,27%
> Profit/Visit: +3,23%

Increased shipping costs from 2,95€ to 4,95€
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Why Testing Always Pays Off
Even When a Test Faills



No Testing at all

www.convertlab.net
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No Testing at all
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No Testing at all
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-

Testing is essential because every store and audience is
unique. “Best practices” don’t guarantee results — they’re
guesses. Testing replaces guesswork with real data, so you

know exactly what works for your customers.
\-




How to set up an A/B
test in 5 minutes



A/B-Testing Tool: Varify.io

Plan: Agency

@m FY.IO e

v Show Onboarding

convertlab

Goal 6: Conversions

Dashboard for

Let's get started and optimize your website! pet Here

Create new Experiment

Variation 1 - smart search with not sticky header

Variation 2 - smart search with sticky header

Overview

Experiments
10 b

Varify Playbool
Go to experiments

Go to Best Prac

Goal 7: Revenue

recently updated v

‘~ation Redesign 2.0
Targeting Mutual=Excl

Variation 1 - smart search with not sticky header

Variation 2 - smart search with sticky header

Visitors

31.716

30.602

30912

Visitors

Event Count

2079

1.974

Revenue

70.472,27

66.591,66

Conversion Rate

Revenue [ Visitors

Improvement

Improvement

Confidence

Significant

Steffen Schulz
CEO

www.convertlab.net
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A/B-Testing Tool: Varify.io

e iphone 12 pro = varify a=b b b4 + T
- [ 23 https:/ivarify-a-b-testing. myshopify.com/products/iphone-12-pro O £ Incognito
ow Vara g I rinie
@ New Variation 0 standard (5 )
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Dos & Don’ts for
Valid A/B Tests




& Don’ts for Valid A/B Tests

N
ALWAYS... NEVER...
_ (%) test without a clear idea of what you
() conduct proper research before testing .
want to improve
@ define a clear test hypothesis and set 1 ® stop tests too early because the
clear main KPI results “look good”
@ run a proper QA before launch ® treat A/B testing as a one-time project
@ collect enough data ® distrust the testing if a test fails
@ keep your code “lightweight”
(¥) prepare for easy implementation
@ & be patient!
\ y
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When you follow these
principles, results like this
become possible:




It - Lowenkind

ained nationwide recognition through the German TV

erates a high 7-figure annual revenue.

Result

e 23 Tests Conducted over 14 months
e 549% Winning Rate

e X19 RO

e +929% Average revenue per Visit

e +829% Conversion Rate

ARPV
— ARPV
. 3.05 €
+ 91.8%
5
0]
Jul 1, 2023 Nov 30, 2023 Apr 30, 2024 Sep 29...
Sep 15, 2023 Feb 14, 2024 Jul 15, 2024

www.convertlab.net

Hohle der Lowen” - Germany’s version of “Shark Tank”.

Lowenkind

4

- e
iy/ it :
51/ 3
. ;
s. 4.

KRfUTERVPA_
FUR DICH UND
DEIN KIND

Unterstitze Dein Kind mit der Kraft der Natur!

Eltern Brigilte MAGAZIN
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esult - PetPrinted

rope’s market leader in personalized pet products,
generating an eight-figure annual revenue.

Result

e 74 Tests Conducted over 2 years

e 31% Winning Rate

e >20x ROI

e +41% Conversion Rate

e +83,5% Average Revenue per Visit*

—— ARPV ARPV

4 2.50 €

t 83.5%

Jul 1, 2023 Jan 1,2024 Jul 3, 2024
Oct 1, 2023 Apr 2, 2024 Oct 3, 2024

www.convertlab.net

petprinted

r". Produkt konfigurieren

1.2345

T ; :
" Johanna & Markus leben hier auch..

e
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At this point, you’ve got
two choices.



It yourself or get help from an expert?

~\

...do it yourself
A: Either you take our insights
and see how you can apply them
yourself with Varify —
including a Dos & Don’ts
checklist for Q4 tests with real
examples.

el
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7

...with professional support
B: We'll discuss your specific
case in a free strategy call and
explore what a successful
testing roadmap could look like
for your store.

\
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