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I The next step in XD & Business. Bringing quals & quants together. I




You Can Expect To Lean

1 . Experience design framework

+  Overview

2. Online business models

+ 4 types

3 . Tools to help you, clients, & visitors achieve their goals

+  Outcomes Worksheet

+  Monetization Model

4 . Incorporating qual/quant data

+  Testing

+  Scenario Analysis
+ Keywords

+  Surveys

+  Functionalism
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What Is Meant By Designing Outcomes

e
+ Design(ing)
O To intend for a definite purpose

+ Outcome(s)
O Final product or end result
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| And oknowing is 1/2|the battl eo




They Createcée

© . [Experience Design
decision -making framework
that utilizes online business
models and data feedback
loops to consistently achieve
desi red Out come
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0 A kxperience Design
decision -making framework
that utilizes online business
Toces anc data feedback
loops to consistently achieve
desi red Out come

8




consistently achieve



They Createcée

0 A kxperience Design
decision -making framework
that utilizes online business
models and data feedback

loops to consistently achieve
desired Outcomes  ©
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Barriers To Entry

+  http://www.flickr.com/photos/tomspender/2318892668/



Working Together In Silos

Q Understand consumers

Understand visitor motivations

Understand visitor actions

Q Marketing Data

Qualitative data

Quantitative data

Q Business/marketing focused

Visitor/audience focused

Data focused

May or may not understand
large &/or small data sets

Not trained to work with large
data sets

Prefer 95% statistical difference

@ Brand architecture, marketing
personas, creative brief, etc.

Visitor/user personas,
wireframes, comps,
development, etc.

Scorecards, KPI reports, web
analytics, business intelligence,
etc.

Q Business, marketing, finance
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Library science, psychology,
design, computer science

[ Will the real Slim Shady please stand up? ]

Statistics, computer science,
data mining, CRM



Decision Making -Whoos Right? Whoos Wi
|

0Our corporate colorso@wéeé or 1 & col/ amd 20

are the background color on all our material. This
i ncludes the website. o

AnThe client only cares about |
oOhhhh we could so do that 1in
owhy do | need an | A? Wedll just rel

OWe need to drive mor ¢

AWe get to the OProduct Detail Conversion R

ABut our user testingBehootveritAbat Tos €n
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| Knowing your online business model up  -front will solve these (and many other) issues I




Outcomes Worksheet
[

= A B C D E
1 Business Goal User Goal Tactic Scenario Outcome
Brand Awareness Internal Goal Advertising: Rich Media 10 months:
* Promaotion Stefanie opens her browser to  * 500k new email addresses
Have Stefanie recognize and is * What is my * Adwvertising check her email. As her for future CRM program
correctly associate her hair care  probem/deficet/loss/need? * Banner homepage (Yahoo.com) opens * 500k samples
needs with a our product lina * Solve a need; current or * Rich Media she sees an ad for a free trial
future * Text for "product". She clicks on the
* How is Stefanie going to find out  * Who can | trust to help me * WidgetAds ad and the ad expands and asks
that our product exists? solve this need? * Incentive her to enter her email address.
* Where does Stefanie go to find * Amplified WOM
information? * Organic WOM
* How will we differentiate * S5EO
ourselves so Stefanie notices us? * SEM
* What type of advertising is
Stefanie most likely to respond to?
2
Engagement Needs Assessment SEO * Links are not generic
* Mobile Stefanie leaves Yahoo and goes | * Links from keywords are
Behawvioral Engagement * What is my minimum success * Social Media to Google to perform a search  taken to specific product pages
criteria? * Sponsorships for "shiny hair". She gets her * Links from keywords that do
* What are Stefanie's decision * Who meets the minimum * Email SRL and sees our product not have specific product
touch-points? criteria? * Behavicral Targeting  (shampoo) within the Related pages are taken to custom
* What type of content does * What high-level information do * SEQ Search & Image list. Stefanie landing pages
Stefanie consume? Where? | need? * SEM clicks on the Image link and is * Links from keywords that do

* What level of communication will
effectively influence Stefanie’s
perception and behavior?

* Who does Stefanie already have in
mind or know in this space?

brought directly to "}XXX" product
detail page. Stefanie learns
about the product and is driven
to the Free Trial page...

e

I Assumes your online business model is already identified I

not have specific custom
landing pages are taken to
custom group landing pages
* Listed in alternate SRL
(images & video)



Framework

A Basic Structure

+  http://www.bisforbone.com/human_skeleton.jpg
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| Tools you see today, that you can use tomorrow I




What We Need

+ A simple framework that everyo

1. Identify TRUE business goals

{ How to move the business oup & to t

2. Effective decision -making
t Align strategy, Othe big idead6, etc
{ Actionable data

t Oo0One document to rule them all oo

3 . Unify and leverage multiple data sources

- Qualitative & quantitative

- Feedback loops for both roles & deliverables
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| The hair on the back of your neck stands up in anticipation I




Designing Outcomes Framework

{Business]

O
e\?e

-

Data

Adapted from Avinash Kaushi kds Trinity Strategy FrameworKk
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I Data & decisions pass from one group to the next I




1. Goals ID

oBusiness Requirementso

Business AStrategy
ATactics

A Channel Mix

Designing Outcomes Framework
ABudget

>
B S
Q

Analytics UX

Data

Adapted from Avinash Kaushi kds Trinity Strategy FrameworKk
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I Data & decisions past from one group to the next I




Designing Outcomes Framework

Business
3
& S
Q‘D
Analytics
2. Qualitative
Data oVisitor Motivationso
Adapted from Avinash Kaushi kds Trinity Strategy Framework AResearch

AUX Brief

Awireframes
Data & decisions past from one group to the next APersonas
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Designing Outcomes Framework

Business

3. Quantitative

olntent & Inferenceso
AScenario Analysis
ASegmentation
AActions
ASearch

LAnaIytics UX W

Data

Adapted from Avinash Kaushi kds Trinity Strategy FrameworKk
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I Data & decisions past from one group to the next I




Outcomes

Desired Results

+  http://www.flickr.com/photos/valpopando/2125883501/



Online Business Models

1
1.eCommerce

A Buy now

A Reoccurring

2 . Content
A Advertising

A Subscription

3. Lead Gen
A Data Collection

A—B-randh-rg—
4. Support/Customer Care

NOTE:
+ Each business model comes ocompleted with itds own i nl
+ Most sites fall into at least 2 models

23—

I Every decision you make is based on your business model(s) I




Establish Goals
[

+  Provide clearly defined AND quantifiable objectives

1. Establish a baseline

0

2. Setagoal
0

3. Optimization
0

Al ncrease customer satisfaction by 7% acr oss
Cust omer +soul/p Putialleo

AnMake my [

nClean __S l-mp e des I+(90arl]/pQuantifiable
- Goal / - Quantifiable

ture 100K wvisitor email s via onlin
our AXYZO microsite-+chadrbuanimer CRM pr ogr a

| A 3-part process I




Lead Gen: Trial - Applied

Measure, Monitor, & Optimize



