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How to 
prioritize? 

What are the 
trade-offs? 

How to 
allocate 

resources? 

We’re often asked.. 



Identify: what feelings do you want your customers 
to have when they interact with your brand? 
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If you’re a luxury hotelier or cruise line, perhaps 
you want them to feel pampered or relaxed… 



If you’re an economy sector hotel or car rental 
brand, perhaps you want them to feel efficient… 
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..or if you’re a family destination, perhaps you want 
them to feel excited and prepared throughout. 
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Step 1: 
Get agreement on how 

you want your 
customers to feel 
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Forget what you know about your role, brand and 
company objectives. 



Google Confidential 

Step 2: 
Pretend that  

you’re the customer 
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Meet Avinash 
Digital Marketing Evangelist 

and user experience advocate 

@avinash 

+avinash http://www.kaushik.net/avinash/ 

To keep up, you must be your own Avinash 
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Step 3: 
Experience “finding” and 

“doing” as a customer 
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How easy is it for customers to FIND your brand, 
across devices? 



When it comes to DOING, users expect sites to be 
relevant, fast, and easy. 



57% 
Won’t recommend a business with a 

poorly-designed mobile site 

40% 
Have turned to a competitor’s site after a 

bad mobile experience 

Source: Google www.themobileplaybook.com 2012 

Negative user experiences tarnish your brand 
and can impact your bottom line. 
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Bring them to the most relevant page for the door 
they opened. 



3 star 
Cancun 
hotels 

= 
Home 
page 

:(   



 1 second delay  
in page response 

can result in a  

7% decrease in 
conversion 

 

Sources: Aberdeen Group 2012; eMarketer 2012 

28% of people expect a 
tablet to load quicker 
than its laptop/PC cousin 

 

Connecting to the right first page is just one 
expectation.   Speed is another. 



How many hurdles must one jump over to 
accomplish the desired task?  Try booking the most 
expensive thing on your site as a test. 
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Step 4: 
Do an honest 
assessment  



find    do   feel    
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What does your customer scorecard look like? 



Google Confidential 

Broadly speaking – many hotels emphasize the on-
property experience, and miss opportunities to 
meaningfully engage guests before they arrive. 
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Airline websites and mobile apps are generally 
well-designed for customers, but fliers (even elites) 
are often treated like cattle. 



Exception: Virgin America is focused on innovative 
marketing and brand experiences: see 
experiencevirginamerica.com 
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Born on the web, OTAs have put forth solid digital 
experiences, but sometimes overwhelm users with 
too many choices and promotions. 



find    do   feel    
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Sample score card: now what? 
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Step 5: 
Establish your priorities 
and allocate resources 



Identify your most valuable customer segments. 
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Where does your product fall on this chart for your most important customer 
segments?  Prioritize device strategy accordingly. 



find    do   feel    
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Prioritize fixing the most important areas for your product 
and key customer segments. 
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Is anyone  
batting 1.000?

   

find    do   feel    



Booking.com probably comes closest. 



Good “do” example – Airbnb’s home page is 
the opposite of overwhelming and cluttered. 



Non-travel good “do” example – Songza is 
clean, simple, and easy to navigate. 



Good examples of “do” for mobile web. 



La Quinta’s “Instant hold” app function is a brilliant 
“do” – reserve a room with your mobile number. 



Four Seasons does an excellent job of evoking the 
feeling of luxury throughout their very functional site. 



Visit Brasil’s YouTube channel is easy to use, 
innovative, fun, and reinforces their exciting brand. 



Thomson Modernizes Welcome Meetings with Holiday Hangouts and Hashtags  (August 2012) 

Thomson cleverly uses Google+ Hangouts as a way 
to personally greet and inform guests before they 
arrive – great hospitality! 
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Action Items 
1)  Know how you want your customers to feel 
2)  Pretend that you’re the customer 
3)  Experience “finding” and “doing”  
4)  Do an honest assessment 
5)  Establish priorities and allocate resources 

  a) Identify your key customer segments 
  b) Prioritize your device strategy 

 



find    do   feel    

Google Confidential 

:)   
:)   

:)   

:)   

:)   :)   :)   

Who will deliver across the board for next year? 
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Thank you! 


