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Increased Annual
Revenue by nearly
Y

Role: Lead Senior UX Researcher (A/B Testing & Analysis)

Client: Dollar Shave Club | us.dollarshaveclub.com

Project Takeaway: Through a two-week A/B test, we uncovered a key
psychological barrier, demonstrating that a design decision to hide reviews
drove an 11% increase in conversion rate and nearly $1 Million in annual
revenue growth.


https://us.dollarshaveclub.com/
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Client; Dollar Shave Club

Dollar Shave Club is an American e-commerce company
that built its brand on offering quality, affordable razors
and a full line of men's grooming products (shave

butter, washes, deodorants, wipes) through a
subscription delivery model.

Their core promise is providing simple, high-quality

grooming solutions delivered straight to the consumer's BuTTER
door at a great price, with a signature irreverent and ‘
honest brand tone.

My role was to improve their customer experience
across their website, with a focus on first-time
visitors, in order to increase acquisition and
subscription purchases.
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The Challenge & The Business Stakes

Reviews
64
Reviews from members like you
16%
Would recommend to a friend
1.8
Outof 5
* & 64
$7.50
The Core Problem (“The Why”) The Stakes
Despite high brand loyalty, the team suspected that poor product User reviews were undermining conversion, forcing the team to
ratings and negative reviews were causing friction and fear among make a decision: is the data we show hurting our bottom line?

potential buyers, particularly around recent formula changes.
Stakeholders were concerned reviews were actively suppressing
sales.
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The Research Strategy: A/B Testing

Hypothesis

If we hide user ratings & reviews from the site, we will

increase sales because users are fearful of buying products A B
with poor ratings and reviews, believing the product will be no

good to them.

Research Method

High-Volume A/B Testing on Product Detail Pages (PDPs).

Goal

Determine whether completely removing product reviews and
ratings from the site would impact sales and Conversion Rate

Duration

2 Weeks for initial evaluation, extended to 2 Months to ensure
statistical significance was achieved across the large user base.
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The Result: A Statistically Significant Win

Core Finding

The experiment confirmed the hypothesis: removing the reviews

immediately eliminated a major friction point, leading to a rapid

and substantial increase in conversions. +
o
0

Key Metrics Increase in Conversion Rate (CVR)

1. Conversion Rate: Increased by 11% and was statistically
significant, immediately indicating more purchases.

2. Churn Rate: Remained flat for repeat customers, showing
the change did not compromise repeat business.
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Impact: Content Investment ROI

Financial Outcome

The increased CVR (11%) led to an estimated $1M increase in annual revenue growth for the company.

Core Finding

Following the results, the client pivoted their strategy to:

1. Investigate ways to actively encourage higher product
ratings (mitigating the future need to hide reviews).

2. Conduct an internal review of the product formula changes
to address customer sensitivity at the source.

Value Added

Risk Mitigation: Provided definitive proof that customer sensitivity
to formula changes was hurting the bottom line, allowing
executives to re-allocate resources to product quality assurance.

Increase in Annual Revenue
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Learnings: Customer Sensitivity is King

Major Learning

The research highlighted how sensitive customers are to
formula changes in their favorite products. The product quality
(as expressed through poor ratings) had become a far greater
conversion barrier than previously estimated.

Strategic Takeaway

Sometimes, the best content strategy is removal. The project
proved that research can mitigate immediate financial damage
and force an internal pivot back to the core product quality.

Post-Test Action

The company executives went back to the drawing board to
reassess the product formula changes and how to proactively
address both current and future product reviews.
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Thank you!

If you have any questions or comments, feel free to send those to Contact
my email listed to the right. haley.rabiu@gmail.com




