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What Matters?

EXPERIENCE MATTERS




What Matters?

WHOSE

EXPERIENCE MATTERS







There is a perceived value gap

Percentage of respondents that say.... “Getting value for my “Money spent on
travel dollar is very travel is money
important to me” well spent”

Happily infrequents
Glad to travel less than average because travel takes 62% 56%

a toll

Occasional luxurists 02% 61%

Enjoy short and frequent getaways and will spend when
necessary

Unfortunately,
Perpetual searchers 99% 1 3% most segments are

Constantly searching for a travel deal and looking to cut not satisfied with
costs on all trips the current travel

value equation

Cautious calculators

Make buying decisions carefully because travel is highly 99% 82%
valued

Carpe deists

Willing to seize an opportunity to travel with few 98% 9%
advanced plans

Source: IBM Institute for Business Value analysis, IBM-Frost & Sullivan Travel Survey March 2011.

Figure 2: Diverse traveler segments share a desire to get value for their travel expenditures, but consumers are not satisfied with the prevailing
value propositions in the market.



Doesn’t just affect travelers

% Average look-
to-book ratio
~ 1000 looks
per book
~ 300 looks
per book
~ 100 looks
per book
Cost savings per booking
(net IT support costs)
>

2000 2005 2010 20157 20207

Source: IBM Institute for Business Value analysis.



Paradox of Choice
Dynamic Pricing
+

Disintermediation
_|_

Digital Transparency

INCREASE PERCEIVED
OPPORTUNITY COST +
PERCEIVED COMMODITIZATION
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WHAT YOU DO

BRAND

WHO YOU
ARE

WHAT YOU SAY

PRODUCT



Brand / Belief
INTEGRATED BEHAVIORAL TEMPLATE

Do Stuff =====eeemmmeme—————- > Tell People

ACTIONS ADVERTISING

BRAND/BELIEF

Behavior

TOOLS CONTENT

Help People Entertain/Inform People
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What Matters

WHICH

EXPERIENCE MATTERS?




Seamless Experiences

This is more than a flight in Business Class lt’s-a sea nl {
experience that includes everything youheed to be your best.
From complimentary Chauffeur-drive service® and expedlted

check-ins to multi-course gourmet meals and 1,400 channels
of entertainment, you're free to focus on what matters most—you. 3

“It's a seamless exper:ence...”;zf&

Hello Tomo




Date: 3/22/10

Eric - Repeat Customer
Purpose: To work/drink coffee

@ Starbucks Experience Map

ENRICHED EXFERIENCE
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Super-Satisfied > Loyalty Locked

“Authentic loyalty can only be generated when companies
consistently go beyond the consumers’ best
expectations and leave them feeling

These customers will not only be more likely to remain loyal but, in
addition, become unpaid mavens, recommending the

company to friends and colleagues.”

David Lewis, The Soul of the New Consumer
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What tters

The search and booking

EXPERIENCE MATTERS




Kayak: NYC>LON
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Skyscanner: NYC>LON
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It’s not all about the money...

Our survey of more than 2,000 global travelers
revealed that 20 percent required more than
to search and book travel online.

This affects travelers

with the system.

More than half of leisure travelers and nearly 40 percent of
business travelers needed more than two hours to

accomplish these tasks.
Source: IBM Travel 2020 The Distribution Dilemma:



What tters

The service
EXPERIENCE MATTERS




Current Perception = brand vs service gap
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Why Companies Stress Brand Promotion Over
Customer Service

Author: Kaeel Sakakeeny
Published: March 20, 2012 at 8:53 am Sharem 15 o Tweet ' 32  +1 | 2



Real Time Customer Service

will American A1r11nes First Class Tw1tter Strategy

By Kylie Jone Wokedeld, under Cose Swdies, Sodel Medio. Kifie Jone Wekedeld is o Los Angeles bosed beelonce waiter ond publicist

160
REACTIONS

his post is part of the Twitter for Brands Series, which features winning
strategies from the top brand pages on Twitter and provides tips on how GET OUR FREE E-BOOK:
to emulate their successes. The B

32 For American Airlines, Twitter is a tool to enhance the customer experience. Guide to Bl

& Content
American Airlines ©

site, American Airlines has over B”ﬁ AmericanAr Strategy

- 416,000 fans, fifth place among all
the airlines.

[ share On the microblogging

Solving Customer Service Issues B

3

Ei Like From 6 a.m. to midnight, customer service representatives are on American DOWNLOAD 8 SUBSCRIBE!
Airlines’ Twitter to answer questions from customers, as well as take care of
any problems that may arise, according to the company’s Social Media
Specialist Stephanie Scott.

Amencan Artines The stream is mostly made up of
& Traveing atroad? Orger Curmency oniing with aliorex.com. Free ) o .
SNPONG 0N $500+ W Promo CO0e AAMKIGCRO B y/AMF X these inquiries. On June 12, for
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What Matters

EXPERIENCE MATTERS




Content: The Unseen Experience




What tters

The memory of the

EXPERIENCE MATTERS




Experiencing Self
US
Remembering Self



Memories > Stories > Decisions
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What Matters

new memories

change the story



Small defining brand gestures = experience

"A brand is a living entity,
and it is enriched or
undermined cumulatively
over time, the product of a
thousand small gestures.”

- Michael Eisner, [former] CEO
of The Walt Disney Company

The Progression of Economic Value

Differentiated

[

Stqge -
experiences —
—Af
| |
lX‘”.VeY
Competitive services
Position i /Y
Make
goods
L o
Undifferentiated commodities
| | | | |
Market Presnium

Pricing




The Cookie Hotel

The Obsession with DoubleTree
Hotel's Warm Chocolate-Chip Cookies

DoubleTree seemed
““““ 5 like just another hotel

chain to me, until I
stayed there—and
il was handed a warm
; cookie with my room

o card.

‘D:m DoubleTree seemed like just another hotel : . . .

8 ;hai;u;omc':. until[;itayt_?d;hcre-—andv.'as Ah) that S rlght) thlS lS

¢ 84 anded a warm cookie with my room card. )

[ Like Ah, that's right, this is the cookie hotel! the COOkle hotel!

The front desk lady pulled cut the paper

2 bag from a warming drawer next to her
¥ Twee computer. (This has to bethebest purpose
o for a drawer. ) And somewhere around the

world that day, about 30,000 warm




Small Defining Brand Gestures

Cheeky souvenir

based on observed
behavior

Creates Goodwill
_|_

A Story




Bloomberg Businessweek

Global Companles & | Politics & Technology Markets &
Economics Industries Policy “Inance

“Jjust one of McMillin’s
playful “winks”—his term
for distinctive personal
touches”

® 9F

“The idea is to encourage business
passengers searching for the cheapest,
fastest, and most painless way from
point A to point B to slow down and

actually enjoy the trip.”

Virgin America: All Aboard the Party Plane

By Ben Paynter on July 26, 2012 | £l in I8 0 Comments



What does a
digital ‘WINK’
look like?



What Matters

EXPERIENCE MATTERS




The Story is not the Experience




Habituation is the greatest challenge to
super-satisfaction

What delights the first time 1s expected the
second time

We need to change the story

Because we need constant reminding

of the MAGIC of the experience....
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