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Email Landscape
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Email Landscape

Email market share
June 2017
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Apple iPhone 31%
Gmail 22%

Apple iPad 117%

Apple Mail 7%

Outlook 6%

Samsung Email App 5%
Outlook.com 5%
Google Android 4%
Yahoo! Mail 2%
Windows Live Mail 1%



Email Landscape

Email evolution this
year and beyond
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Personalization
Big Data
Automation
Interactive Email

Video Content



Emails can be beautiful.



Beautiful Email

Make their favorite things even better. Merry Christmas

iPhone cases that go with their iPad covers. Apple Watch bands for
working out and for work. And magical new Mac accessories.

iPhone Cases
Shop now >

Apply Discount

*

/ e Discount Code Q The best offers

0 Great Surprises @ Amazing Bonus

Apple Watch Bands

Shop now >

Stay in the loop




Design

Emails can be clever.



Clever Email

JOPEW v e 5es oo s

THIS

is worth the

SCROLL

Use the medium in an
interesting way to
convey a clear single
message with content
that facilitates an
enjoyable interaction.



Clever Email

J;okmrcads

TOPDEALS SALES CLOTHING SHOES

DECEMBER FORECAST

WARM WITH A-100% CHANCE OF HANDSOMI

Use the medium in an
interesting way to
convey a clear single
message with content
that facilitates an
enjoyable interaction.

S5 UTIRWIAR

BALLS COLD




Design

Emails can be personal.



Personal Email

Your 2016,

wrapped.

Hey,

2016 has been a year. We made
you a playlist of this year's songs
that you loved the most. Play it
while you read our rundown of
your musical 2016, below,

ISTEN NOW

Your 2016

Using data, emails
can be personalized
to increase brand
loyalty and customer
appreciation.



Design

Emails must be responsive.



Responsive Design

An interesting decision

Responsive Email Design

Using media queries and other
means, responsive design changes
the content and layout of an email
based on the user's screen size.

VS

- Ensures beautiful content
optimized to any screen size.

Responsive-Aware Email Design

This approach uses responsive design
for the headers and footers, while
using mobile-aware design for the
primary content block and any
secondary content blocks.

- Optimizes key elements for
smaller screens while
minimizing dev time per email.



Responsive Design

Responsive

Unique layouts for all devices

Fully responsive emails require
custom html for all of their content.
This ensures perfect rendering at all
screen sizes but increases
development time and complexity.

Look Who's Spasking at Litmus Live

Meet the Speakers
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Responsive Design
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August 2-4
The Westin Waterfront
Saession ticket $1495
Sossion + workshop ticket: $2.190

Buy tickets

Look Who's Speaking at Litmus Live




Responsive Design
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Responsive-Aware

At the intersection of elegance and
informality, a witty handmade

family scrigt-sensation DearType.
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coded into email templates that focus
on mobile optimized layouts - single
column content, large text and easily
tappable CTAs.
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Responsive Design
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At the intersection of elegance and
informality, a witty handmade
family

At the intersection of elegance and
informality, a witty handmade family




Newsletter Optimization

The Future
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The Future

CINEMAGRAPH (STATIC + MOVING GIF)

Taking a step forward to provide a cinematic effect to the GIF -
Cinemagraph GIFs shall be used to fool the subscriber in believing
they are viewing a looped video.

KEYFRAME ANIMATION

People love to visualize more than reading. As mentioned earlier, GIF
manage to balance between a static image and a moving video but
the animation is very choppy and abrupt. However, animating using

/1 results in jons to be and frame change are

less obvious. Currently supporting in the Apple and Android devices, it
is a really a huge step forward in terms of animations within email.
Hover effects, linear and parallel movement of different elements
within emails makes it really eye catching.

S0%OFF

cooe EuTss




The Future

INCREASED IMPLEMENTATION OF
INTERACTIVE ELEMENTS

With an increasing amount of emall clients supporting CSS, interactive
elements such as Accordions, Menus, Countdown timers integrated
forms, sticky CTA shall be used in emails more frequently.

(ACCORDION)

INCREASED DYNAMIC CONTENT

e of personalized emails. One wrong move and you risk to lose

a subscriber who shall unsub

SEARCH IN EMAILS

Imagine a scenario wherein you may be able to go through a retailer's
entire collection by inputting a search term right in the email’s
embedded search bar. AirBnB has already included a search option in
their emails and it is possible that many other brands shall jump into
the bandwagon soon.

SEARCH ON YOUR WES OR ON
‘GOOGLE DIRECTLY FROM YOUR







Marketing

Re-Targeting

Friendly Reminders

Automate your Inntopia Commerce interface to
create guest traits and data fields synced to
IBM Watson to re-target guests who received a
quote but did not book.

Data Collected

- Resort interest

- Non-booking reason
- Reason for stay

- Assigned agent

@ airbnb
Hi,
If you've been eyeing Greensboro, look no further.

To kick off your search, try checking out some of our travelers’ favorite Greensboro
homes:

Country Cabin SPA Retreat Pool House in Chapel Hill nea...
Ent! 3| Entire I apt

$150 + Cab En ) ap $135 + Hous Entire horr

Mountain Feeling,Spa and gar... Full Size Treehouse in Carrboro!

$95 + Apartment - E ome/af $70 + Apartr
Find More Listings

Learn more about staying with local hosts in unique accommodations, anywhere.

Thanks,
The Airbnb Team

®®®@



Marketing

Anniversaries

Friendly Reminders

Reminders sent out to guests who booked one
year ago and have not yet made a reservation
in the current year.

Considerations

- Hundreds of reminder emails sent per
day x 365 days a year
- Average return of $2.20/email sent

MR PORTER

HOW TIME FLIES...

It has been one whole year since you first shopped on MR PORTER.
To celebrate your anniversary, here is a [£50/$50/€50] gift card to be redeemed against
your next purchase. Your gift card is valid until [date here system text].




Marketing

Cart Abandonment

Encourage a purchase

Reminders sent out to guests who have
abandoned a reservation before completing
the checkout process.

Considerations

- Hundreds of reminder emails sent per
day x 365 days a year
- Increase in conversion rates

View in Browser

MCM

WOMEN MEN TRAVEL W GIFTS COLLECTION CART

You Left Something

BEHIND

Return 1o Shopping Bag

STARK BACKPACK
Color: Black
Size: Medium
$980

STARK BACKPACK
Color: Cognac
Size: Medium

900 |

SUBTOTAL: $1960.00

CONTINUE CHECKOUT




Marketing
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Pre Arrival

EVERYTHING YOU NEED FOR YOUR
HOLIDAY TRAVEL

Warm welcomes

Automated emails sent out to guests who have
booked a specific product, activity, or service
to help them get the best experience.

Approaches

- What to expect

- How to get around
- What to bring

- Where to meet

- Cross promotion
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Pre Arrival/On Site

Give them more YOUR PRIVATE TRAVEL ITINERARY

Kanuhura - Lhavivani Atoll, Maldives

Hello [firstname] [lastname]

Automated emails sent X days in advance of
the guest's arrival or during a guest's stay.

Thank you for choosing the Century Plaza Hotel & Spa for your upcoming stay in
Maldives. We really appreciate your patronage and wish to provide you with the toois
to make your stay absolutely perfect

We have created your private Guestfolio based on your trip information and invite you to
explore he curcent weather conditions, travel tips. photos, and what to do and bring
to make your stay more enjoyable. | have attached a link here for your convenience.

Below are your confirmation details:

The Inntopia Marketing Cloud will determine i

Departing
Room Type: |
Adults

what is included in the original reservation and ot {Eavacrsren
automatically Oﬁer additional products’ Please explore our Isiand offerings at your convenience:

C . £ ¥ ew
activities, or services. SR
Promotions based on the guest's type of o o]

anuhura.com
contents 4o ol CONINAS @ comentment by Sun Resorts Limited and SRL Kanuhura Lid except

reservation and preferences. e

wikton agreoment botweon you and Sun Resorts Limitod and SRL Kanuhura Ltd. Any unauthorised disciosure, use of Gsser
pacti. s proniited. 1 you are not the intended recipiont of the MOSSA0E, Piease N 1o Sender immodatoly.

Co mossoge et confidontiel: s0n conteny no reprsents en ducun cas un engagomen da o part de Sun Rosorts LIJ sous son
par 6cnt ontro vous of ko sockid Sun Resorts L. Touto publication, utiisation ou diftision, méme partiele. dok 4re autodisbo
1ibtos pos lo dostnataio de co message, merci don avet immédiatement foxpdditou.

stay connecteo | B3 (58



Marketing

Post Departure

Keep them coming back

Capitalize on timing when satisfaction is high
and offer incentives to book again before
departing or recently after.

Considerations

-  Offer same rate or a preferred rate
- Automate to optimize timing

3.0 3
TENAYA LODGE.

AT YOSEMITE

COME BACK FOR MORE YOSEMITE.

Thank you for staying at Tenaya Lodge at Yosemite. We wouid love to have you return with your
family and friends, for more and more awe: scenery. Every season in
Yosemite has something unique and different to offer you. So come explore the High Sierra and
check everything off your itinerary.

Book your next stay with us and receive

a complimentary 7-day Yosemite National Park Pass.*

Refer to promotional code BBOFFER2 when booking online
at TenayaLodge.com or by phone at 877-514-2363.

BOOK NOW




Marketing

Post Departure

Enhanced analytics

Get a better understanding of which
campaigns are working / which are not, which
markets are increasing / which are decreasing,
which CSRs are selling or servicing / which are
not, and which CSRs are capturing customer
information / which are not.

Surveys will provide you preference data
allowing you to move more towards a
data-driven organization.

Last Chance for Our Lowest Logo Price of the Year!

® TAILOR
BRANDS

(AND GIVE YOU 50% OFF)

Let's Begin!

Thank %&w!

©@ 0 0 O

Copyright © 2016 Tailor Brands, All rights reserved.
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Our Question

How can we make our email uniquely Jay?



By creating a connection

Build a relationship
with the user

We need to create
communications that
remain on the minds of the
customer, all while
evoking a sense of

interest and excitement

Create an
understanding

Make subscribers feel like
they are part of a special
club by using email
communication as a way
to define Jay's culture

Direct the user

Build emails that are
task-oriented with clear
and concise content
hierarchy



Action + experience

When we make each point of communication
within the customer journey feel unique and
positioned to be something more than just
content, it will play an integral part in the culture
building around the Jay brand.

Ultimately, this leads to better retention and action
within our email subscribers.



How we will achieve this

Each email template
will have an
illustrated theme

4

All templates will
use a consistent
framework




How it works

pmmmmem oo Ilustrated header

Content block

Diversity in :
page layout Themed lustration Templated
based on :
content

priorities

Content block

S Illustrated footer

Legal footer



YOUR EXPERIENCE:




Portfolio

Planning email
(3 days prior)

s e e e

JAY & PEAK

TAKE THE GUESSWORK OUT
AND PUT MORE FREEDOM IN
WITH THESE TIPS FOR YOUR
UPCOMING VACATION TO JAY.

No vacation should inyolve gue king, let alone g k

Let us hel I| u put the final tou h S € ir stay at Jay before you

rrive, so you can be sure to have the pothest, most exfoliating
n\pcricn«-r when you finally do. (Loofahs sold separately.)




Portfolio

Planning email
(3 days prior)
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CHECKING IN: WHERE TO GO

Stateside vs. Tramside. Hotel vs. Condo. Where you check in
depends on where you are staying.

If you're staying at Hotel Jay, Tram Haus Lodge or Stateside
Hotel, check in at the front desk of your respective hotel.

If you're staying in a Golf & Mountain or Timberline unit, check
in at the Clubhouse over at Tramside.

If you're staying in a Village Slopeside, Mountainside, Trailside,
or Stoney Path unit, check in at the Stateside Hotel.
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== Being Raised Jay means being prepared. Know what to expect
P l . . l —— and what to bring to your ski or snowboard lesson.
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RESTAURANTS




Portfolio
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Planning email -
By g
( d avs r | 0O r) = OFF-HILL FAVORITES
YS P el
el oo Chill time or thrill time, be sure to check out some of our favorite,
= = but lesser known, ways to spend a down day.
—_— —_—
R
LY X
e TAIGA SPA
: Massages, body and
— beauty treatments
L ——
) e

VISIT THE SPA




Portfolio

Planning email
(21 days prior)

fﬁ 'f!%f;“

TAKE YOUR SKING OR
SNOWBOARDING TO THE EDGE.

JAY SPEAK

TAKE YOUR SKIING OR
SNOWBOARDING TO THE EDGE.

The Jay Peak Ski & Ride School has new tricks for every dog in the book,
but ski and snowboard lessons do sell out—especially with our kids'
programs, Before you arrive at Jay, book a lesson in advance and
guarantee a ski or snowboard instructor who will take the mystery out of

learning,

BOOK A LESSON

ADVANCED
CLINICS




Portfolio

Planning email

(21 days prior)

ADVANCED
CLINICS

BEGINNER
LESSONS

AGES 13+

MORE INFO

KIDS' LESSONS




Portfolio

Planning email
(21 days prior)

TAKE YOUR SKING OR
SNOWBOARDING TO THE EDGE.

ﬁ KOS LESSONS.
, PRIVATE LESSONS
&

A e
RS0 o
P

MORE INFO

KIDS' LESSONS

Kid. di l 2

AGES 312

MORE INFO

PRIVATE LESSONS

Personal th streamlined

instn hing.

ALLAGES

MORE INFO

RESERVE IN ADVANCE AND GUARANTEE A LESSON

BOOK NOW




Portfolio

Welcome email

JAYSPEAK
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Ty

OUR WELCOME WAGON IS
BEING WINTERIZED

So we asked Steve Wright (who runs the place) t
roll out a welcome email instead.

You made it. You've arrived. How you got here is irrelevant, but
how you choose to be here is a whole other matter. Below, you'll

find what you need to make your stay at Jay

great as it can g

Have any questions? Need advice? Track down a resort host, stop
by the front desk at any hotel, or send me an email directly. I'd be

happy to talk to you. Thanks for visiting.

Steve Wright
General Ma

Peak Resort

JAY SYZ PEAK

MMA, g ) AMA[.\



Portfolio

Feedback email

JAY S PEAK

YOUR EXPERIENCE:

NO NEED TO GET AWKWARD,
BUT LET’S TALK ABOUT YOUR
FEELINGS.

Distance makes the heart pinionated. So we're checking in on

kend to Jay Peak simply for sharing your

thoughts.

SPILL YOUR GUTS

JAY N PEAK

MMA, “a~ ALY



Portfolio

Postcard email

JAY S PEAK

WANT FREE LIFT
TICKETS?

Then book this lodging deal.

SKI/WATERPARK Vacations from $19¢
nd (11/18 & 11/19) AND nex

(11/24-11




Portfolio

JAY HEPEAK
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SNOW REPORT

Dec 6, 8:50am

Snow report email

skies with the chance of a few flurries.

11 trails are currently open and that sur wn as Patrol

0 AM and

r rounds. The Tad Qu

ated for 2 9:00 AM xpi

continees 1

the Jet T Be sare your edge arp, Last chair

for all lif

14200 PM.

ommended for

Please be advised: Terral

advanced skiers und rider.

PHOTO OF THE DAY

December 05



Portfolio

Newsletter template

LOREM IPSUM DOLOR SIT AMET,
CONSECTETUR ADIPISCING
ELIT. PROIN MAXIMUS, SEM AC
SCELERISQUE PELLENTESQUE.

Quisque pretium, purus vestibulum consectetur molestie, mauris elit
laoreet urna, cursus molestie eros orci quis lorem. Nulla fringilla quam
mauris, ac ornare eros luctus ut. Cras viverra pretium tostor, noa
{ringilla orci dictum quis. Nam eu Jorem eu mautis pellentesque dapibus
In imperdict turpis magna, vel lobortis nibh finibas et




Tips from Kim Hewitt, Jay Peak
Marketing Manager



How do you
approach
budgeting for
something like
this?

We try to build the templates so they can be
used across 2 seasons with edits/changes in
year 2 to refresh them without having to
completely redo them

Year 1 we budget for a complete redesign
and year 2, we budget a lot less for smaller
updates/changes

As long as the structure of the template
doesn't change you can make the templates
feel quite different by changing all the images
and copy



How do you
convince the
boss that this is
worth it?

Whenever we send an eblast or newsletter
promoting the latest vacation deal there is
always a direct spike in reservations,
particularly online.

Of course our communications include sales
& marketing info but there's also a lot of value
in helping departments communicate
information (ie check in details/locations) to
get in front of what could become a guest
issue (so they don't arrived heated because
they tried 2 other locations before landing on
the right one).



How do you brief
your agency on
this kind of

project?

Be honest about your own skills and what you can and
can't do.

Make sure your agency knows and understands email
design. They need to be connected with Kurt or your
Inntopia rep and understand deliverables.

At Jay - we start by sharing what some of our specific
goals are for the upcoming season (ie. increasing Ski
School reservations for adult and group lessons, clearly
directing guests to various new lodging check in locations)

We work on NOT serving up the standard marketing speak
that guests might be seeing from other companies

We let ourselves be a little more irreverent in
tone/creative esp with current and past guests. They
clearly know and (hopefully) love Jay Peak so we can let
ourselves speak to and with them in a very authentic way.



How do you brief
your agency on
this kind of

project?

| think it's important to also clearly
understand what functionality is available
prior to even the briefing process. If you need
a communication to do something specific (ie
dynamically pull in info from your site) and
that's not possible, you'll want to know that
from the outset. There are usually
workarounds but it will likely require you
building out the templates in a different way.



What workflow
do you have to
get the right
people to help
contribute?

| try to build out as much of the details
myself and then have the department heads
review/approve.

There are always things | miss that the
departments fill in but it's easier for them to
know what's expected when they have a
baseline to work from. | also like to have them
review/approve the final creative when it's all
in place.

Sometimes things need to be tweaked when
you see it designed. Plus, it's good that they
see exactly what guests are receiving so
there's less room for confusion on what's
been communicated.



Any advice?

Developing out a full suite of new templates can
be overwhelming. With so many templates it's easy
to get a little lost in what each is supposed to
communicate so it's important to keep in mind how
they'll be flowing to guests and how information
from different templates can work together.

When Origin feeds me info ina way | can more
easily review, this helps:

Starting with the brief, then building out the copy
and approving the general creative before it's all
finally brought together in the templates.

So working deliberately in phases to keep it all
easy to digest. And start earlier than you think - it
takes some time to get these right.



Any advice?

Each year we try to add something to our
suite of templates to improve how we're
communicating with guests. Depending on
where you're starting it might be daunting to
build out a full set of automated
communications (or maybe not if you have a
huge marketing team and a big budget). Pick
a couple/few that you think will have the
most impact and start there. Kurt has always
been really helpful in guiding us here.



Whistler Montréal

T h a n k yo u #201-1002 Lynham Road 55 Mont-Royal Ouest

Whistler, BC VON 1B1 #603
Montreal, QC H2T 256

T 604 932 8482 T 514 842 5252
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Looking to UX to Change the Game

What is UX?



What is UX?

Say hello to Don and Jakob

. Y
‘wa-

Don Norman Jakob Nielsen



What is UX?

‘User experience encompasses all
aspects of the end-user's interaction
with the company, its services, and
its products’

Nielsen Norman Group



What is UX?

88% of online consumers are |@ag——=< .
likely: urn to a site after a bad




Veopix Design



What is UX?

We will be looking at how UX Design
can affect user behaviour



Looking to UX to Change the Game

Users



Users

They are the squishy, emotional
humans, prone to making mistakes
and rash decisions who visit your site
to accomplish a specific task or goal.



Users

Say hello to Xennials

Millennials just got picker

A microgeneration aged 30 to
45—older than typical millennials,
but younger than (most of)
Generation X




Users

Gen Z in the house

Unlocking smartphones before
their first birthday

Gen Z makes up 25% of the US.
population, making them a larger
cohort than the Baby Boomers or
Millennials.




Users

The next generation of adults will soon
command significant disposable
income: $1.4 trillion in annual spending
iNn the United States alone by 2020.

JWT Future 100



Looking to UX to Change the Game

UX Expectations



Users

esese orange F 5:24 PM 99% ..

Nashville, TN

Close to Downtown in a
Tour Bus!

Book It

- T

Star Wars The Black Series Imperial Stormtrcoper Electroni Veice Cranger Helmet

wi! ROGERS ¥ 1136 AM

< Photo

* originoutside
British Conmbia

Starbucks

Hi Phil! You are near Starbucks
Oxford st. Currently 50% off on your
favorite drink: Vanilla Latte!



Users

“Where to?"

oo 756 AW -

. 2600rumes st > %2
« Wi t
Q o

¥ % -
"3 Indie Electronic Radio
6 Invincible (feat. Ida Hawk)
8ig Witd

»
“ Premium
\
» o =
‘Q Select Black
$1¢ $215¢

B a3t

| ® O
Work Home Zinc Gym REQUEST SELECT

%k %J 3534 Ratings



UX Expectations

Easy and enjoyable to use.



Users

If Uber, Instagram, and Amazon make it
easy for us to instantly solve a problem
or satisfy a need, we expect the same
from every other brand.

Fast Company



Looking to UX to Change the Game

—xperience Travel
Platforms




Experience Platforms

Tides of change

Empowering Consumers

Travel brands have been offering
more and more services striving
to become experience platforms
- single destinations for every
aspect of a traveler's journey.

@@ tripadvisor’

priceline.com

6 Ctrip

O GoogleTrips

aExpedid@



Experience Platforms

Airbnb leading the way

The only platform you'll need

With the introduction of
Experiences in 2016, they shifted
the focus of travel from cookie
cutter vacations to authentic
cultural experiences.




Experience Platforms

Airbnb Products & Platforms

Airbnb Superhosts - improving the platform from within
Airbnb Superguests - exclusive perks and concierge service
Airbnb Plus - hand selected and vetted properties

Airbnb Categories - in-depth property type curation

Airbnb Collections - type of trip curations

Airbnb Beyond - customized excursions by an expert



Experience Platforms

Successful travel brands will be able
to offer control over the consumer's
entire trip, not just their part of it.



Looking to UX to Change the Game

—merging Ecommerce



Emerging Ecommerce

eoees 10:00 AM -

Q

10:00 AM -

Chatbots == 5"

i

\E Hi John, | some marvellous hotel options for
Hi Mezi! I'm going to New York for your staycation. All the properties have
business on Dec 14-16. Can you stellar service and a fantastic location. Let
help me book a flight and hotel? me know if you would like me to book any

of these options! &

Sure thing, John! _& Any particular part of
town you'd like to stay?

Going beyond the search bar S

Great. And would you like to fly first
class as usual? @

&

Chatbots, or digital assistants

Langham Place, New Y« ( Gr.

You got it! & 3 . 8. 0.8.¢ 189 revie B

are expected to become 70% vl
of all digital booking by 20190. 5961 s

per night



Emerging Ecommerce

Social Purchasing

Follow the leaders

Social giants are now offering
the ability to purchase
products directly from their
platforms with a tap.

o000 T

9:00 AM

< Home Kathy, Ray-ban

]

Your order is confirmed John!

?ﬂ‘l'gﬂ‘ RDFQT2
@ ﬂ Aviator Gradient

12 Grand St.
New York, NY 10003

Tomorrow / 3pm-4pm
$145.00

View Details

50% W)

& o




Emerging Ecommerce

Ok Google..

Our new best friends

Voice activated personal
assistants like the Alexa, Home
and Homepod are well beyond
trendy tech, they're becoming
staples within the home.

Google Home



Emerging Ecommerce

‘User experience encompasses all
aspects of the end-user's interaction
with the company, its services, and
its products’

Nielsen Norman Group



Looking to UX to Change the Game

Building things for squishy,
emotional humans




Building things




Building things




Building things




Building things

you tell them aboUtt 1t they &

Maybe..



Building things

bur booking
S mobile op |
Accessibility Standards according to the
Web Content Accessibility Guidelines,
following UX conventions and principles.




Building things

Make something
easy and enjoyable to use.

Avoid difficult and frustrating.



Building things

Fogg Behavior Model

Setting a foundation

The Fogg Behavior Model shows
that three elements must
converge at the same moment
for an action/behavior to occur:
Motivation, Ability, and Trigger.

High
Motivation

motivation

Low
Motivation

For permissions,
contact BJ Fogg

triggers

fail here

Hard to Do

Fogg Behavior Model

P=mat

bmamm:anrab.rngs
same moment

triggers
succeed here

www.BehaviorModel.org © 2007 BJ Foge

ability Easy to Do



Building things

If the advertising and marketing
departments have done their job,

Motivation people will be motivated to
experience your product, that's

step one.



Building things

Fogg's Elements
of Simplicity

Time

Money

Physical Effort
Mental Cycles
Social Deviance
Non-Routine

Ability

Do~ W DN R



Building things

Fogg's Elements

of Simplicity UX Designer’s Influence
1. Time Clear instructions & steps
e 2. Money  —mmmmmmmmmmmeeee-
Abi Uty 3. Physical Effort Obvious interactions
4. Mental Cycles Easy decisions
5. Social Deviance = --=-=----momoee--
6. Non-Routine Follows conventions



Building things

Depending on your product or
: iIntended behavior, this could be an
Tnggers email, social post, or correctly
labelled button in a checkout flow.



Building things

Paging Dr. Cialdini

Dr. Robert Cialdini



Building things

Principles of Persuasion

Reciprocity
Scarcity
Authority
Consistency
Liking
Consensus

Pulling thelr
strings

OO~ W DN



Building things

- Outbound journey

One way

S 3 56 Newcastle to Amsterdam

19 22 people currently looking at this route

Sca 'C | ty 3 seats left Wed290ct Thu300ct Fri310ct [3)

No flight on this £ 4999
da

5 Dep 10:50

Arr 13:15

One way

>408



Building things

Consistency
/ Authority

I'm not a robot .

Verify your MasterCard ---1915

Enter the 3-digit CVC from the back of
your card

(]

Cancel

Keep a copy of this card on this device (3)



Building things

consensus

(@)(@)(@®)(@)(0) 1,234 reviews

& Certificate of Excellence

2 Pool ¥ Restaurant
L[] Hotel website

Star Score & Average Rating (i ]
DY Recency (1]
* 9 6 % Reputation (i)
Responsiveness 1]

Reviews by rating (past 12 months) “
Great @ best of 2018
Average WINNER 11 TIMES

Poor @



Building things

Excitement, anxiety, anticipation, oh my!
Great UX design considers the squishy
human's emotions at every step of the

experience.



Looking to UX to Change the Game

Time for some stats to
prove my points



Baymard Institute



. R ——
‘g\

A well-designed user interface

- could raise website's

conversion rate by up Q24206

ate ;EWO 6.

 —

CONVersion

ter Research



Looking to UX to Change the Game

The $300 Million Button




$300 Million Button

Can you think of an example where a
change in a form's design made a
noticeable difference in business?

Luke Wroblewski



$300 Million Button

You mean like $300 million
of new revenue?

Jared Spool



$300 Million Button

Yes, like that.

Luke Wroblewski



$300 Million Button

Email

Password

LOGIN REGISTER



$300 Million Button

Email

Password

CHECK OUT CHECK OUT FLOW
LOGIN REGISTER



$300 Million Button

Email

Password

LOGIN CONTINUVE

You do not need to create an account to make
purchases on our site. Simply click Continue to
proceed to checkout. To make your future
purchases even faster, you can create an
account during checkout.




$300 Million Button

The number of customers purchasing
went up by 45%. The extra purchases
resulted in an extra $15 million the first
month. For the first year, the site saw an
additional $300,000,000.

Jared Spool



Whistler Montréal

T h a n k yo u #201-1002 Lynham Road 55 Mont-Royal Ouest

Whistler, BC VON 1B1 #603
Montreal, QC H2T 256

T 604 932 8482 T 514 842 5252
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