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Search Analytics ôthe bookõ

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

+ Design(ing)

ð To intend for a definite purpose

+ Outcome(s)

ð Final product or end result

And òknowing is 1/2 the battleó
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They Createé

òAn Experience Design 

decision -making framework 

that utilizes online business 

models and data feedback 

loops to consistently achieve 
desired Outcomes.ó
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They Createé I PROMISE 4 THINGS TONIGHT.
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They Createé

òAn Experience Design 

decision -making framework 

that utilizes online business 

models and data feedback 

loops to consistently achieve 
desired Outcomes .ó

Yes, you can quote me.



Decision -Making

Barriers To Entry

+http://www.flickr.com/photos/tomspender/2318892668/
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Working Together In Silos

Business XD Analytics

Understand consumers
(visitors, not so much)

Understand visitor motivations 
(why)

Understand visitor actions 
(what)

Marketing Data 
(demographics, 
psychographics)

Qualitative data
(ethnography, user testing)

Quantitative data 
(clickstream, KPIs)

Business/marketing focused Visitor/audience focused

(subjective, attitudinal)
Data focused

(objective, behavioral)

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.

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

Statistics, computer science, 
data mining, CRM

Will the real Slim Shady please stand up?
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Decision Making - Whoõs Right? Whoõs Wrong?

òOur corporate colors are òcolor 1 & color 2óand 

are the background color on all our material. This 

includes the website.ó

~Client

òOhhhh we could so do that in Flash!ó

~Creative Director

òWe need to drive more traffic.ó
~Client & Account Mgr

òWhy do I need an IA? Weõll just reuse the copy from the package onlineó

~Client

ñThe client only cares about the number of Page Views.ò

~Account Director

ñBut our user testing shows that users prefer ñBuy Nowòover ñAdd To Cart.ò

~Information Architect

ñWe get to the óProduct Detail Conversion Rateô on page 127 of the (weekly) KPI report.ò

~Data Analyst 

Knowing your online business model up -front will solve these (and many other) issues
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Outcomes Worksheet

Assumes your online business model is already identified



Framework

A Basic Structure

+http://www.bisforbone.com/human_skeleton.jpg
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This is NOT and We Donõt Need Anotheré

Process

Methodology

Tools you see today, that you can use tomorrow 
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The hair on the back of your neck stands up in anticipation

What We Need 

1. Identify TRUE business goals

t How to move the business òup & to the rightó

2. Effective decision -making

t Align strategy, òthe big ideaó, etc. through execution

t Actionable data 

t òOne document to rule them alló

3.Unify and leverage multiple data sources

- Qualitative & quantitative 

- Feedback loops for both roles & deliverables

+A simple framework that everyone can use toé
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Outcomes

Data
Adapted from Avinash Kaushikõs Trinity Strategy Framework

Data & decisions pass from one group to the next

Designing Outcomes Framework
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Outcomes

Data

1. Goals ID

òBusiness Requirementsó
ÅStrategy

ÅTactics

ÅChannel Mix

ÅBudget

Designing Outcomes Framework

Data & decisions past from one group to the next

Adapted from Avinash Kaushikõs Trinity Strategy Framework



20

1. Goals ID

òBusiness Requirementsó
ÅStrategy

ÅTactics

ÅChannel Mix

ÅBudget

Outcomes

Data

2. Qualitative

òVisitor Motivationsó
ÅResearch

ÅUX Brief

ÅWireframes

ÅPersonas

Designing Outcomes Framework

Data & decisions past from one group to the next

Adapted from Avinash Kaushikõs Trinity Strategy Framework



21

1. Goals ID

òBusiness Requirementsó
ÅStrategy

ÅTactics

ÅChannel Mix

ÅBudget

2. Qualitative

òVisitor Motivationsó
ÅUser Goals

ÅEthnography 

ÅWireframes

ÅPersonas

3. Quantitative

òIntent & Inferencesó
ÅScenario Analysis

ÅSegmentation

ÅActions

ÅSearch

Outcomes

Data

Designing Outcomes Framework

Data & decisions past from one group to the next

Adapted from Avinash Kaushikõs Trinity Strategy Framework



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

Outcomes

Desired Results
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1.eCommerce

Å Buy now

Å Reoccurring 

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

Online Business Models

NOTE: 

+ Each business model comes òcompleteó with itõs own inherent KPIs

+Most sites fall into at least 2 models

2.Content 

Å Advertising

Å Subscription

3.Lead Gen

Å Data Collection

Å Branding

4.Support/Customer Care
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Establish Goals 

+ Provide clearly defined AND quantifiable objectives 

ñIncrease customer satisfaction by 7% across US market in the next 12 months via 

customer supportò+ Goal / + Quantifiable

ñCapture 100K visitor emails via online coupons over 3 months on 

our ñXYZò microsite for our CRM programò+ Goal / + Quantifiable

ñMake my bonusò
+ Goal / - Quantifiable

ñClean simple designò
- Goal / - Quantifiable

A 3-part process

1. Establish a baseline

ð Where are we now?

2. Set a goal

ð Where do we want to be?

3. Optimization

ð How will we get there?



Lead Gen: Trial - Applied

Measure, Monitor, & Optimize 


