
SMART AFFILIATE'S TESTING SCHEDULES & PRIORITY MATRIX 

Your Systematic Approach to Never Missing High-Impact Optimizations 

 

TABLE OF CONTENTS 

SECTION 1: The Testing Priority Matrix ......................... Page 3  

SECTION 2: 30-Day Email Testing Calendar ....................... Page 7  

SECTION 3: Landing Page Testing Roadmap ........................ Page 11  

SECTION 4: TraƯic Source Testing Timeline ..................... Page 15  

SECTION 5: Advanced Testing Strategies ......................... Page 19  

SECTION 6: Testing Calendar Templates .......................... Page 23  

SECTION 7: Troubleshooting Testing Problems .................... Page 27 

 

INTRODUCTION: THE SCIENCE OF SYSTEMATIC TESTING 

Random optimization attempts waste time and money. Systematic testing, on the other hand, 
compounds results over time and ensures you're always working on the highest-impact improvements. 

What Makes This System DiƯerent: 

 Priority-based approach: Always work on what matters most 

 Time-eƯicient scheduling: Get maximum results from minimum testing time 

 Resource allocation: Know exactly where to invest your energy 

 Progress tracking: Never lose sight of what's working 

 Mistake prevention: Avoid common testing pitfalls 

How This System Works: 

1. Assess Impact vs. EƯort for all potential tests 

2. Schedule tests based on priority and resource availability 

3. Track results systematically to identify winning patterns 

4. Scale successful tests and eliminate unsuccessful ones 

5. Iterate continuously using data-driven insights 

 

 



SECTION 1: THE TESTING PRIORITY MATRIX 

THE IMPACT VS. EFFORT FRAMEWORK 

How to Use This Matrix: 

1. Plot each potential test on the matrix below 

2. Prioritize tests in the "High Impact, Low EƯort" quadrant first 

3. Schedule "High Impact, High EƯort" tests when you have resources 

4. Avoid "Low Impact, High EƯort" tests unless strategic 

5. Use "Low Impact, Low EƯort" tests as filler when time permits 

 



 

 

 

 

TESTING IMPACT ASSESSMENT GUIDE 

HIGH IMPACT TESTS (Focus Here First): 

Email Marketing Tests: 

 Subject line variations (can improve opens 20-50%) 

 Send time optimization (can improve opens 15-30%) 

 Email segmentation (can improve revenue 100-300%) 

 CTA placement and copy (can improve clicks 25-75%) 

Landing Page Tests: 

 Headline optimization (can improve conversions 25-100%) 

 CTA button text/color (can improve conversions 15-40%) 

 Form field reduction (can improve conversions 20-60%) 

 Social proof placement (can improve conversions 10-30%) 

TraƯic Source Tests: 

 Ad creative optimization (can improve CTR 50-200%) 

 Audience targeting refinement (can improve cost per lead 20-50%) 

 Landing page matching (can improve conversions 30-80%) 

 Budget reallocation (can improve ROI 25-100%) 

MEDIUM IMPACT TESTS (Schedule When Resources Allow): 

Email Marketing Tests: 

 Welcome sequence optimization 

 Email template design changes 

 Frequency testing 

 Content format testing 

Landing Page Tests: 

 Page layout changes 



 Image optimization 

 Copy length testing 

 Trust signal additions 

TraƯic Source Tests: 

 New platform testing 

 Content format experiments 

 Posting schedule optimization 

 Hashtag/keyword testing 

LOW IMPACT TESTS (Do Only When Everything Else is Optimized): 

 Button color variations (unless part of bigger design test) 

 Font family changes 

 Minor wording adjustments 

 Decorative image swaps 

 

EFFORT ASSESSMENT GUIDE 

LOW EFFORT (Under 2 Hours Setup): 

 Subject line changes 

 Button text modifications 

 Form field adjustments 

 Simple copy edits 

 Single image swaps 

MEDIUM EFFORT (2-8 Hours Setup): 

 New landing page creation 

 Email sequence writing 

 Ad creative development 

 Basic automation setup 

 Analytics configuration 

HIGH EFFORT (8+ Hours Setup): 

 Complete funnel rebuilds 



 Advanced automation sequences 

 Multi-page website redesigns 

 Complex integration setups 

 Custom tool development 

 

SECTION 2: 30-DAY EMAIL TESTING CALENDAR 

WEEK 1: SUBJECT LINE OPTIMIZATION 

Focus: Maximize email open rates through systematic subject line testing 

MONDAY (Day 1): SETUP & BASELINE □ Time Required: 30 minutes □ Tasks: 

 Review last 30 days of email performance 

 Identify lowest-performing email types 

 Choose first email to test (weekly newsletter or promotional) 

 Document current baseline open rates by segment 

□ Success Metric: Clear baseline established for comparison 

TUESDAY (Day 2): CURIOSITY VS. BENEFIT TEST □ Time Required: 45 minutes □ Test Setup: 

 Version A (Curiosity): "The mistake I made at 3am yesterday" 

 Version B (Benefit): "How to double your email open rates in 7 days" 

 50/50 split test 

 Minimum 1,000 subscribers per variation 

□ Success Metric: Test launched with proper tracking 

WEDNESDAY (Day 3): MONITOR & OPTIMIZE □ Time Required: 15 minutes □ Tasks: 

 Check test performance at 24-hour mark 

 Note any obvious winner emerging 

 Prepare next test variations 

 Document initial insights 

□ Success Metric: Early performance data captured 

THURSDAY (Day 4): NUMBERS VS. NO NUMBERS TEST □ Time Required: 30 minutes □ Test Setup: 

 Version A (With Numbers): "3 strategies that increased my revenue by 40%" 

 Version B (No Numbers): "The strategies that transformed my business" 



 50/50 split test 

 Same list segment as previous test 

□ Success Metric: Second test launched successfully 

FRIDAY (Day 5): ANALYZE & IMPLEMENT □ Time Required: 45 minutes □ Tasks: 

 Analyze results from Tuesday's test 

 Determine winning subject line pattern 

 Implement winner for regular use 

 Plan Week 2 tests based on insights 

□ Success Metric: Week 1 winner identified and implemented 

WEEKEND: WEEK 1 REVIEW □ Document Results: 

 Best performing subject line type: _______________ 

 Open rate improvement: _____% 

 Key insights for next week: ___________________ 

 

WEEK 2: SEND TIME OPTIMIZATION 

Focus: Find optimal sending times for maximum engagement 

MONDAY (Day 8): BASELINE ANALYSIS □ Time Required: 30 minutes □ Tasks: 

 Analyze historical send time performance 

 Identify current most common send times 

 Research industry benchmarks for your niche 

 Plan week's send time tests 

□ Success Metric: Historical patterns identified 

TUESDAY (Day 9): MORNING VS. EVENING TEST □ Time Required: 20 minutes □ Test Setup: 

 Version A: Send at 9:00 AM 

 Version B: Send at 7:00 PM 

 Same subject line and content 

 Split list evenly 

□ Success Metric: Time-based test launched 

WEDNESDAY (Day 10): WEEKDAY VS. WEEKEND TEST □ Time Required: 20 minutes □ Test Setup: 



 Version A: Send Wednesday 2:00 PM 

 Version B: Send Sunday 10:00 AM 

 Same email content 

 DiƯerent list segments (to avoid overlap) 

□ Success Metric: Weekend performance data initiated 

THURSDAY (Day 11): MID-WEEK OPTIMIZATION □ Time Required: 20 minutes □ Test Setup: 

 Version A: Tuesday 10:00 AM 

 Version B: Thursday 3:00 PM 

 Same content and subject line 

 Track both opens and clicks 

□ Success Metric: Mid-week timing data collected 

FRIDAY (Day 12): WEEK 2 ANALYSIS □ Time Required: 45 minutes □ Tasks: 

 Compile all send time performance data 

 Identify optimal sending windows 

 Create sending schedule for optimal times 

 Plan Week 3 content tests 

□ Success Metric: Optimal send times identified 

WEEKEND: WEEK 2 REVIEW □ Document Results: 

 Best sending day: _______________ 

 Best sending time: _______________ 

 Open rate improvement: _____% 

 Click rate improvement: _____% 

 

WEEK 3: CONTENT FORMAT TESTING 

Focus: Optimize email content structure and format 

MONDAY (Day 15): CONTENT AUDIT □ Time Required: 45 minutes □ Tasks: 

 Review best and worst performing emails by content type 

 Analyze story-based vs. educational vs. promotional performance 

 Identify content patterns that drive clicks 



 Plan week's content format tests 

□ Success Metric: Content performance patterns identified 

TUESDAY (Day 16): STORY VS. EDUCATIONAL TEST □ Time Required: 60 minutes □ Test Setup: 

 Version A: Personal story with lesson 

 Version B: Educational how-to content 

 Same core value and CTA 

 Track engagement and clicks 

□ Success Metric: Content format test launched 

WEDNESDAY (Day 17): SHORT VS. LONG FORM TEST □ Time Required: 60 minutes □ Test Setup: 

 Version A: 150-word email (short and punchy) 

 Version B: 500-word email (detailed and comprehensive) 

 Same topic and call-to-action 

 Monitor read time and response rates 

□ Success Metric: Length optimization test active 

THURSDAY (Day 18): BULLET POINTS VS. PARAGRAPHS □ Time Required: 45 minutes □ Test Setup: 

 Version A: Information in bullet point format 

 Version B: Same information in paragraph format 

 Track clicks and time spent reading 

 Monitor mobile vs. desktop preferences 

□ Success Metric: Format preference data collected 

FRIDAY (Day 19): WEEK 3 ANALYSIS □ Time Required: 45 minutes □ Tasks: 

 Analyze all content format results 

 Identify winning content structures 

 Create content templates for future use 

 Plan Week 4 automation tests 

□ Success Metric: Content optimization insights documented 

WEEKEND: WEEK 3 REVIEW □ Document Results: 

 Best content format: _______________ 

 Optimal email length: _______________ 



 Engagement improvement: _____% 

 Click improvement: _____% 

 

WEEK 4: AUTOMATION OPTIMIZATION 

Focus: Improve automated email sequences and workflows 

MONDAY (Day 22): AUTOMATION AUDIT □ Time Required: 60 minutes □ Tasks: 

 Review all automated email sequences 

 Analyze welcome series performance by email 

 Check automation triggers and timing 

 Identify optimization opportunities 

□ Success Metric: Automation performance baseline established 

TUESDAY (Day 23): WELCOME SEQUENCE TIMING TEST □ Time Required: 45 minutes □ Test Setup: 

 Version A: Emails sent immediately, then daily for 7 days 

 Version B: Emails sent immediately, then every 2 days 

 Track open rates, clicks, and unsubscribes 

 Monitor completion rates for sequence 

□ Success Metric: Timing optimization test implemented 

WEDNESDAY (Day 24): PERSONALIZATION TEST □ Time Required: 45 minutes □ Test Setup: 

 Version A: Standard welcome email 

 Version B: Personalized based on signup source 

 Track engagement diƯerences 

 Monitor perceived relevance 

□ Success Metric: Personalization impact measured 

THURSDAY (Day 25): AUTOMATION CTA TEST □ Time Required: 30 minutes □ Test Setup: 

 Version A: Educational focus with soft CTA 

 Version B: Direct promotional approach 

 Track click rates and revenue generation 

 Monitor unsubscribe rates 

□ Success Metric: CTA eƯectiveness data collected 



FRIDAY (Day 26): MONTH-END ANALYSIS □ Time Required: 90 minutes □ Tasks: 

 Compile all 30 days of testing results 

 Identify biggest impact optimizations 

 Create optimized email strategy going forward 

 Plan next month's testing priorities 

□ Success Metric: Complete optimization strategy documented 

WEEKEND: MONTH REVIEW □ 30-Day Results Summary: 

 Overall open rate improvement: _____% 

 Overall click rate improvement: _____% 

 Revenue per email improvement: _____% 

 Key winning strategies: _______________ 

 

SECTION 3: LANDING PAGE TESTING ROADMAP 

PHASE 1: HIGH-IMPACT QUICK WINS (WEEKS 1-2) 

WEEK 1: HEADLINE OPTIMIZATION 

Day 1-2: Baseline & Preparation □ Tasks: 

 Document current conversion rates for top 3 landing pages 

 Screenshot existing headlines for comparison 

 Research competitor headlines in your niche 

 Prepare 3 headline variations using diƯerent formulas 

□ Time Investment: 2-3 hours □ Success Metric: Testing plan ready with baseline data 

Day 3-5: Benefit vs. Curiosity Headlines □ Test Setup: 

 Version A (Current): Existing headline 

 Version B (Benefit): "Get 500+ Email Subscribers in 30 Days" 

 Version C (Curiosity): "The Secret Method That Built My Email List" 

 Run test for minimum 1,000 visitors per variation 

□ Success Metric: Test running with proper traƯic allocation 

Day 6-7: Analysis & Implementation □ Tasks: 

 Analyze test results for statistical significance 



 Implement winning headline 

 Document improvement percentage 

 Plan next week's CTA tests 

□ Success Metric: Winning headline implemented with results documented 

WEEK 2: CALL-TO-ACTION OPTIMIZATION 

Day 8-9: CTA Button Text Testing □ Test Setup: 

 Version A: "Download Now" 

 Version B: "Get My Free Guide" 

 Version C: "Send Me The Templates" 

 Keep button color and position consistent 

□ Success Metric: CTA text variations live and tracking 

Day 10-12: Button Color & Size Testing □ Test Setup: 

 Version A: Current button (baseline) 

 Version B: High-contrast color (orange vs. blue) 

 Version C: Larger button size (+50% height) 

 Use winning text from previous test 

□ Success Metric: Visual CTA optimization active 

Day 13-14: CTA Position Testing □ Test Setup: 

 Version A: CTA above the fold only 

 Version B: CTA repeated 3 times on page 

 Version C: CTA after social proof section 

 Track which position drives most conversions 

□ Success Metric: Position optimization results captured 

 

PHASE 2: CONVERSION ELEMENT OPTIMIZATION (WEEKS 3-4) 

WEEK 3: FORM OPTIMIZATION 

Day 15-16: Form Field Testing □ Test Setup: 

 Version A: Name + Email (current standard) 

 Version B: Email only 



 Version C: Email + Phone + Name 

 Track completion rates and lead quality 

□ Success Metric: Form friction impact measured 

Day 17-19: Form Copy Testing □ Test Setup: 

 Version A: "Enter your email to download" 

 Version B: "Get instant access (100% free)" 

 Version C: "Join 10,000+ subscribers" 

 Test diƯerent value propositions 

□ Success Metric: Form copy influence on conversions tracked 

Day 20-21: Form Design Testing □ Test Setup: 

 Version A: Standard form layout 

 Version B: Inline form (horizontal) 

 Version C: Pop-up form with exit intent 

 Monitor user experience and conversion impact 

□ Success Metric: Form design optimization results documented 

WEEK 4: SOCIAL PROOF OPTIMIZATION 

Day 22-23: Testimonial Testing □ Test Setup: 

 Version A: No testimonials 

 Version B: 1 detailed testimonial with photo 

 Version C: 3 short testimonials 

 Track credibility impact on conversions 

□ Success Metric: Social proof value quantified 

Day 24-26: Statistics vs. Stories □ Test Setup: 

 Version A: "Join 15,000+ successful subscribers" 

 Version B: Customer success story 

 Version C: Before/after transformation 

 Monitor which proof type resonates most 

□ Success Metric: Proof type preferences identified 

 



Day 27-28: Social Proof Placement □ Test Setup: 

 Version A: Social proof above CTA 

 Version B: Social proof below CTA 

 Version C: Social proof integrated with CTA 

 Find optimal positioning 

□ Success Metric: Placement optimization complete 

 

PHASE 3: ADVANCED OPTIMIZATION (WEEKS 5-6) 

WEEK 5: TRUST SIGNAL TESTING 

Day 29-30: Guarantee Testing □ Test Setup: 

 Version A: No guarantee mentioned 

 Version B: 30-day money-back guarantee 

 Version C: "Love it or leave it" guarantee 

 Track risk-reversal impact 

□ Success Metric: Guarantee eƯectiveness measured 

Day 31-33: Security Badge Testing □ Test Setup: 

 Version A: No security badges 

 Version B: SSL badge prominently displayed 

 Version C: Multiple trust badges 

 Monitor trust signal influence 

□ Success Metric: Security element impact tracked 

Day 34-35: Contact Information Testing □ Test Setup: 

 Version A: Minimal contact info 

 Version B: Full contact details + photo 

 Version C: Live chat widget 

 Measure transparency impact on conversions 

□ Success Metric: Contact transparency results documented 

 

 



WEEK 6: MOBILE OPTIMIZATION 

Day 36-37: Mobile Layout Testing □ Test Setup: 

 Version A: Desktop-optimized layout 

 Version B: Mobile-first single column 

 Version C: Mobile-specific simplified version 

 Track mobile conversion diƯerences 

□ Success Metric: Mobile optimization impact measured 

Day 38-40: Mobile CTA Testing □ Test Setup: 

 Version A: Standard button size 

 Version B: Thumb-friendly larger buttons 

 Version C: Swipe-optimized CTAs 

 Monitor mobile user behavior 

□ Success Metric: Mobile CTA optimization complete 

Day 41-42: Final Analysis & Implementation □ Tasks: 

 Compile all 6 weeks of testing results 

 Calculate cumulative conversion improvement 

 Implement all winning variations 

 Create an optimized landing page template 

□ Success Metric: Complete optimization results documented 

 

SECTION 4: TRAFFIC SOURCE TESTING TIMELINE 

MONTH 1: BASELINE ESTABLISHMENT & FACEBOOK OPTIMIZATION 

WEEK 1: BASELINE DATA COLLECTION 

Day 1-3: Current Performance Audit □ Facebook Ads Analysis: 

 Review last 30 days of ad performance 

 Document cost per lead by campaign 

 Analyze audience performance data 

 Screenshot top-performing ads 

 



□ Organic TraƯic Analysis: 

 Google Analytics traƯic source breakdown 

 Pinterest analytics review 

 Social media engagement rates 

 Email traƯic generation assessment 

□ Success Metric: Complete baseline performance documented 

Day 4-7: Tracking Setup Optimization □ UTM Parameter Implementation: 

 Create UTM templates for all traƯic sources 

 Set up Google Analytics goals 

 Configure Facebook Pixel tracking 

 Test email click tracking 

□ Success Metric: Comprehensive tracking system operational 

WEEK 2: FACEBOOK AD CREATIVE TESTING 

Day 8-10: Image Testing □ Test Setup: 

 Creative A: Product/result focused image 

 Creative B: Lifestyle/benefit image 

 Creative C: Text overlay on relevant image 

 Keep ad copy identical across all versions 

□ Success Metric: Image creative test launched 

Day 11-14: Ad Copy Testing □ Test Setup: 

 Copy A: Problem-focused approach 

 Copy B: Benefit-focused approach 

 Copy C: Curiosity-driven approach 

 Use winning image from previous test 

□ Success Metric: Ad copy optimization active 

WEEK 3: FACEBOOK AUDIENCE TESTING 

Day 15-17: Interest Targeting Testing □ Test Setup: 

 Audience A: Broad interests (large audience) 

 Audience B: Specific interests (smaller, targeted) 



 Audience C: Lookalike from email list 

 Use a winning creative combination 

□ Success Metric: Audience targeting test running 

Day 18-21: Age & Gender Testing □ Test Setup: 

 Version A: All ages and genders 

 Version B: Narrow age range based on data 

 Version C: Gender-specific if relevant 

 Track performance diƯerences 

□ Success Metric: Demographic optimization data collected 

WEEK 4: FACEBOOK BUDGET & SCALING TESTING 

Day 22-24: Budget Allocation Testing □ Test Setup: 

 Campaign A: $10/day spread across 3 ad sets 

 Campaign B: $30/day on single best-performing ad set 

 Campaign C: $20/day with automatic budget optimization 

 Monitor cost per result 

□ Success Metric: Budget eƯiciency testing active 

Day 25-28: Scaling Strategy Testing □ Test Setup: 

 Method A: Gradual 25% daily increases 

 Method B: Duplicate winning campaigns 

 Method C: Increase audience size while maintaining budget 

 Track scaling sustainability 

□ Success Metric: Scaling methodology optimized 

 

MONTH 2: DIVERSIFICATION & ORGANIC GROWTH 

WEEK 5: PINTEREST TRAFFIC TESTING 

Day 29-31: Pinterest Account Optimization □ Setup Tasks: 

 Create business Pinterest account 

 Optimize profile with keywords 

 Create 5-8 relevant boards 



 Pin existing content with optimized descriptions 

□ Success Metric: Pinterest foundation established 

Day 32-35: Pin Design Testing □ Test Setup: 

 Pin Style A: Text overlay on branded background 

 Pin Style B: Product/result screenshot 

 Pin Style C: Lifestyle/benefit image 

 Create 3 pins for same blog post 

□ Success Metric: Pin design preferences identified 

WEEK 6: SEO & CONTENT OPTIMIZATION 

Day 36-38: Keyword Optimization Testing □ Test Setup: 

 Post A: Target short-tail keyword 

 Post B: Target long-tail keyword phrase 

 Post C: Target question-based keyword 

 Track ranking and traƯic diƯerences 

□ Success Metric: Keyword strategy eƯectiveness measured 

Day 39-42: Content Format Testing □ Test Setup: 

 Format A: How-to guide (2,000+ words) 

 Format B: List post (1,200 words) 

 Format C: Case study (1,500 words) 

 Monitor social shares and organic traƯic 

□ Success Metric: Content format preferences determined 

WEEK 7: EMAIL TRAFFIC OPTIMIZATION 

Day 43-45: Email Frequency Testing □ Test Setup: 

 Segment A: Daily emails for 1 week 

 Segment B: 3 emails per week 

 Segment C: 1 email per week 

 Track engagement and website traƯic 

□ Success Metric: Optimal email frequency identified 

 



Day 46-49: Email Content-to-TraƯic Testing □ Test Setup: 

 Email A: Newsletter with multiple links 

 Email B: Single-focus email with one main link 

 Email C: Story-based email with embedded links 

 Monitor click-through rates and site engagement 

□ Success Metric: Email traƯic generation optimized 

WEEK 8: NEW PLATFORM TESTING 

Day 50-52: Platform Selection & Setup □ Research Tasks: 

 Analyze competitor presence on YouTube/TikTok/LinkedIn 

 Assess content requirements and time investment 

 Choose one new platform for testing 

 Create optimized profile and initial content 

□ Success Metric: New platform presence established 

Day 53-56: Content Strategy Testing □ Test Setup: 

 Content A: Educational/how-to focus 

 Content B: Behind-the-scenes/personal 

 Content C: Direct value/quick tips 

 Track engagement and traƯic generation 

□ Success Metric: New platform content strategy optimized 

 

MONTH 3: OPTIMIZATION & SCALING 

WEEK 9-12: INTEGRATED OPTIMIZATION 

Focus: Combine best-performing strategies from all sources 

 Scale winning Facebook campaigns by 50% 

 Implement top Pinterest strategies across more content 

 Apply successful email tactics to larger list segments 

 Expand content creation around winning topics 

 Test cross-platform promotion strategies 

Success Metric: 3x overall traƯic improvement from Month 1 baseline 



 

SECTION 5: ADVANCED TESTING STRATEGIES 

MULTI-VARIATE TESTING APPROACH 

When to Use Multi-Variate Testing: 

 You have 5,000+ weekly visitors 

 Multiple elements need optimization simultaneously 

 You want to test element interactions 

 You have advanced testing tools available 

Multi-Variate Test Example: Email Optimization 

Variables to Test Simultaneously: 

 Subject Line: Curiosity vs. Benefit 

 Send Time: Morning vs. Evening 

 Content Length: Short vs. Long 

 CTA Style: Button vs. Text Link 

Test Matrix: 

Version 1: Curiosity + Morning + Short + Button 

Version 2: Curiosity + Morning + Short + Text 

Version 3: Curiosity + Morning + Long + Button 

Version 4: Curiosity + Morning + Long + Text 

Version 5: Curiosity + Evening + Short + Button 

...and so on (16 total combinations) 

Required Sample Size: 800+ per variation (12,800 total minimum) 

 

SEQUENTIAL TESTING STRATEGY 

Best Practice Approach for Most Businesses: 

Phase 1: Foundation Testing (Highest Impact) 

1. Headlines and primary value propositions 

2. Call-to-action buttons and placement 

3. Email subject lines and send times 



4. Form fields and conversion friction 

Phase 2: Optimization Testing (Medium Impact) 

1. Social proof and testimonials 

2. Page layout and visual hierarchy 

3. Email content format and length 

4. TraƯic source audience targeting 

Phase 3: Fine-Tuning Testing (Lower Impact) 

1. Color schemes and visual elements 

2. Copy refinements and tone adjustments 

3. Advanced segmentation strategies 

4. Micro-conversion optimizations 

 

SEASONAL TESTING CALENDAR 

Q1 (January-March): NEW YEAR, FRESH START 

 Test goal-oriented messaging 

 Optimize for "new year, new me" mindset 

 Focus on transformation and change themes 

 Test longer-term commitment oƯers 

Q2 (April-June): SPRING GROWTH 

 Test action-oriented campaigns 

 Optimize for increased activity and energy 

 Focus on growth and expansion themes 

 Test seasonal content and oƯers 

Q3 (July-September): SUMMER & BACK-TO-SCHOOL 

 Test vacation-friendly content delivery 

 Optimize for back-to-school preparation mindset 

 Focus on education and skill-building 

 Test automated systems for low-maintenance periods 

Q4 (October-December): HOLIDAY & YEAR-END 



 Test holiday-themed campaigns 

 Optimize for gift-giving and special oƯers 

 Focus on gratitude and reflection themes 

 Test year-end urgency and planning oƯers 

 

 

SECTION 6: TESTING CALENDAR TEMPLATES 

WEEKLY TESTING TEMPLATE 

WEEK OF: [Date] 

PRIMARY FOCUS: [Email/Landing Page/TraƯic/Other] 

 

MONDAY: Setup & Launch 

□ Test Title: ________________________ 

□ Hypothesis: _______________________ 

□ Variables: ________________________ 

□ Success Metric: ___________________ 

□ Launch Time: _____________________ 

 

TUESDAY-THURSDAY: Monitor & Adjust 

□ Day 2 Check-in: ___________________ 

□ Day 3 Status: _____________________ 

□ Day 4 Preliminary Results: __________ 

 

FRIDAY: Analyze & Plan 

□ Final Results: ____________________ 

□ Statistical Significance: Y/N _______ 

□ Winner: ____________________________ 

□ Implementation Date: _______________ 

□ Next Week's Test: __________________ 



 

NOTES & INSIGHTS: 

_______________________________________________ 

_______________________________________________ 

 

 

MONTHLY TESTING OVERVIEW TEMPLATE 

MONTH: [Month, Year] 

OVERALL THEME: [Focus Area] 

 

WEEK 1 PRIORITY: 

Test: _____________________________ 

Expected Impact: ___________________ 

Resource Required: _________________ 

 

WEEK 2 PRIORITY: 

Test: _____________________________ 

Expected Impact: ___________________ 

Resource Required: _________________ 

 

WEEK 3 PRIORITY: 

Test: _____________________________ 

Expected Impact: ___________________ 

Resource Required: _________________ 

 

WEEK 4 PRIORITY: 

Test: _____________________________ 

Expected Impact: ___________________ 

Resource Required: _________________ 



 

MONTH-END REVIEW: 

Total Tests Completed: _____________ 

Significant Wins: __________________ 

Key Learnings: ____________________ 

Next Month's Focus: ________________ 

 

QUARTERLY TESTING STRATEGY TEMPLATE 

QUARTER: [Q1/Q2/Q3/Q4] [Year] 

STRATEGIC OBJECTIVE: [Main Goal] 

 

PRIMARY FOCUS AREAS: 

1. ____________________________________ 

2. ____________________________________ 

3. ____________________________________ 

 

RESOURCE ALLOCATION: 

Time Budget: _______ hours/week 

Tool Budget: $_______ /month 

Priority Level: High/Medium/Low 

 

MONTH 1 GOALS: 

_____________________________________ 

_____________________________________ 

 

MONTH 2 GOALS: 

_____________________________________ 

_____________________________________ 

 



MONTH 3 GOALS: 

_____________________________________ 

_____________________________________ 

 

SUCCESS METRICS: 

Metric 1: __________________________ 

Target: ____________________________ 

 

Metric 2: __________________________ 

Target: ____________________________ 

 

Metric 3: __________________________ 

Target: ____________________________ 

 

QUARTER-END REVIEW: 

Objectives Met: ____________________ 

ROI on Testing Investment: __________ 

Key Breakthroughs: _________________ 

Next Quarter's Priority: ____________ 

 

SECTION 7: TROUBLESHOOTING TESTING PROBLEMS 

COMMON TESTING PROBLEMS & SOLUTIONS 

PROBLEM 1: "My tests never reach statistical significance" 

Likely Causes: 

 Sample size too small for the eƯect you're testing 

 Testing period is too short 

 Variations are not diƯerent enough to detect 

Solutions: □ Calculate required sample size before starting □ Test more dramatic diƯerences between 
variations □ Run tests for minimum 7 days or 1,000 conversions □ Focus on high-impact elements first 



 

PROBLEM 2: "I'm getting conflicting results from similar tests" 

Likely Causes: 

 External factors aƯecting results (holidays, news, seasonality) 

 DiƯerent audience segments responding diƯerently 

 Testing setup inconsistencies 

Solutions: □ Document external factors during testing periods □ Segment results by traƯic source and 
audience □ Standardize testing procedures and tools □ Rerun tests in diƯerent time periods to confirm 

 

PROBLEM 3: "My winning variations stop working after implementation" 

Likely Causes: 

 Novelty eƯect wearing oƯ 

 Audience fatigue from repeated exposure 

 Seasonal or market changes 

Solutions: □ Refresh winning elements regularly (every 3-6 months) □ Create variation cycles rather than 
static winners □ Monitor performance post-implementation □ Continuously test new approaches 

 

PROBLEM 4: "I don't have enough traƯic to test eƯectively" 

Likely Causes: 

 Testing elements that require large sample sizes 

 Trying to test too many variations simultaneously 

 Focusing on low-impact elements 

Solutions: □ Focus on highest-impact tests first □ Test one element at a time □ Use qualitative feedback 
to supplement data □ Invest in traƯic generation before optimization 

 

PROBLEM 5: "My team doesn't follow the testing schedule" 

Likely Causes: 

 Testing schedule is too ambitious or complex 

 Lack of clear ownership and accountability 

 No visible progress tracking 



Solutions: □ Simplify testing schedule to match capacity □ Assign clear ownership for each test                
□ Create visible progress tracking (dashboard/calendar) □ Celebrate wins and share results regularly 

 

 

TESTING EMERGENCY PROTOCOLS 

WHEN A TEST HURTS PERFORMANCE: 

Immediate Actions (Within 24 Hours): □ Stop the test immediately □ Revert to previous control version 
□ Document the negative impact □ Analyze what went wrong 

Recovery Actions (Within 48 Hours): □ Communicate with stakeholders about the issue □ Implement 
damage control measures □ Review testing procedure for flaws □ Plan recovery strategy 

Prevention Measures: □ Always have a rollback plan □ Set performance alerts for major metrics □ Test 
on smaller segments first □ Get multiple team member reviews before major tests 

 

WHEN EXTERNAL FACTORS AFFECT TESTS: 

Examples of External Factors: 

 Major news events 

 Seasonal changes 

 Competitor actions 

 Platform algorithm changes 

 Economic events 

Response Protocol: □ Document the external factor and timing □ Pause current tests until situation 
stabilizes □ Analyze if results are still valid □ Decide whether to restart or continue test □ Adjust future 
testing calendar for known seasonal factors 

 

CONCLUSION: BUILDING YOUR TESTING CULTURE 

THE TESTING MINDSET 

Successful Optimization Requires:  ࿨࿩࿪ Patience over perfection: Small, consistent improvements 

compound  ࿨࿩࿪ Data over opinions: Let results guide decisions, not assumptions  ࿨࿩࿪ Systems over 

tactics: Build processes that work long-term  ࿨࿩࿪ Learning over winning: Every test teaches something 

valuable  ࿨࿩࿪ Focus over scattered eƯorts: Prioritize high-impact tests first 

 



YOUR TESTING SUCCESS FORMULA 

Week 1: Choose one high-impact, low-eƯort test from the priority matrix Week 2: Run the test following 
the calendar template Week 3: Analyze results and implement the winner Week 4: Plan next month's 
testing priorities 

Monthly: Review all tests and update your priority matrix Quarterly: Assess overall optimization strategy 
and adjust focus 

FINAL IMPLEMENTATION CHECKLIST 

□ Priority Matrix Completed: All potential tests plotted by impact/eƯort □ Calendar Selected: Choose 
email, landing page, or traƯic testing focus □ Tools Ready: Testing tools configured and tracking verified 
□ Team Aligned: Everyone understands the schedule and their role □ Success Metrics Defined: Clear 
goals for each test established □ Documentation System: Process for recording results and insights 

Remember: The goal isn't to test everything — it's to systematically optimize the elements that matter 
most for your business. Use this system to ensure every hour you spend testing drives meaningful 
improvements in your results. 

 

This testing system is part of the Smart AƯiliate's Advanced Optimization Pack. For ongoing testing 
support and advanced optimization strategies, Email: Support@Makincheddar.com 

START YOUR FIRST TEST TODAY: Choose one Quick Win from the Priority Matrix and schedule it for this 
week. Your systematic optimization journey begins with a single test! 

 


