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YOU WERE PROMISED
A LOT










UNCOVERING THE

GUIDING PRINGIPLES
OF YOUR DIGITAL
TRANSFORMATION




TONIGHT:

A DEFINITION

A CASE STUDY

A FINAL THOUGHT







MY FOCUS:
COMMON GROUND



COMMON GROUND
CHA-CHING



COMMON GROUND
IMPACTFUL EFFORT



IMPACTFUL EFFORT

How are we going to channel all this effort

so that it solves the right problems, in
alignment with our values, and has the

greatest impact”



Impact of
One Unit

of

IMPACTFUL EFFORT SCALE

Motivation
Ownership
Self-Pride

—ffort

Discontent
De-motivation

Significance of Problem Solved



COMMON GROUND
GUIDING PRINCIPLES



“Guiding principles are the broad
ohilosophy or fundamental
peliefs that steer an
organization’s, team'’s or
iNndividual's decision making,
rrespective of the project goals,
constraints, or resources.”

- @\WhitheyHess
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GUIDING PRINCIPLES:
A CASE STUDY



OUR SITUATION

An eight-year-old platform
Loads of new market research
More competition

New e-Commerce strategy

A new brand

* Globalization

* Responsive design

* % ok of

*



SITE GOALS

Sased on all that we know and do
overall in Marketing, what do we need
the site to achieve”? How will we know
we’ve achieved it?




International Support and Platform Development
Increase Owner Satisfaction
Increase In-Market Consumer Satisfaction
Increase Trade Satisfaction and Specified Products
Increase Category Leadership
360-Degree Audience and Customer Insights
Increase e-Commerce Activity for Sub-Zero and Wolf Appliances
Increase Dealer Satisfaction
Increase Showroom Visits
Increase Living Kitchen Dealer Visits
Generate Online Sales of Small Kitchen Appliances
Increase High Quality, In-Market Leads
Increase Audience Participation
Increase Customer Care Effectiveness and Visibility
Increase Online Audience
Increase Distributor Satisfaction
Increase Installer Satisfaction

Support Business Continuation



BUT STILL
WHAT ARE WE GOING
TO BUILD?




AND HOW SHOULD
WE BUILD IT?




OUR “SITUATION”

* A site that reeked of outdated decisions.
* A design incongruent with our status.

* Loads of new content to develop.

* Stodgy content management workflow.
x Fragmented product info ownership.

* Small, historically siloed teams.

* Constant requests for tools and features.




OUR GUIDING PRINCIPLES

* Depth before breadth.

* It's not about us, it's about them.

* The Jerry Maguire Principle.

* Always have an answer for “Why is that
there?”

* Create once, publish everywhere.
(C.O.PE.)




GUIDING PRINCIPLE:
DEPTH BEFORE
BREADTR.
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HEY GUYS
WE MANUFACTURE
APPLIANCES.







GUIDING PRINGIPLE:
IT’S NOT ABOUT US,
IT’S ABOUT THEM.




WHEN OUR OWN
GOALS BEING MET
EQUALS
OUR USERS’

NEEDS BEING MET,
THAT IS
WEBSITE MAGIC




SUB+2ERDO WWIOLF

PROPOSED FRAMEWORK FOR CUSTOMER-CENTRIC SITE FEATURE
PRIORITIZATION AND ORGANIZATION

Created by: John Kuehl

Last Updated: 9/3/2013

ERAMEWORK BACKGROUND AND DEFINITION OF TERMS

The new subzero-woll.com will be diligently and purposefully constructed 10 connect our visitors with
the tools and resources they need while also meeting our own goals for customer satisfaction, lead

generation, product sales and more.

In 3 customer-centric world, GOALS are met on our site when USER NEEDS match up with site features
GOALS are quantified by KEY PEROFRMANCE INDICATOR(S) (KPis) that represent how and how many
times 8 GOAL was met

STRATEGIES serve to identify and organize groups of features in such 3 way as 10 most-efficiently meet
our GOALS.

There are five main types of features

Conversion Features
Qualifying/Funneling Features
Core Features

Trap Features

Analytics Features

A CONVERSION FEATURE is a feature of the site which, when used, is equol to at least one GOAL being
met as measured by at least one KPI. Each KPI for each GOAL should be supported by at least one
CONVERSION FEATURE (in other words, a XP1 with no conversion features represents 3 goal that wil
never be met), With rare exception, the efficacy of each CONVERSION FEATURE should be measured

A QUALIFYING/FUNNELING FEATURE (QFF) is a feature of the site that, on its own, does not count
toward 3 KPl, but serves to directly or indirectly move a visitor closer to an appropriate CONVERSION
FEATURE.

Each CONVERSION FEATURE on the site should be supported by at least one QFF. |deally, the
effectiveness and contribution of any QFF to its assigned KPI(s) can be isolated and measured (with the
help of ANALYTICS FEATURES).

A CORE FEATURE Is an unavoidable, standard element that would be part of any website for any product
similar to ours (or any modern product website, for that matter). To some extent, CORE FEATURES
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GUIDING PRINCIPLE:
“*YOU HAD ME
AT HELLO.”




GUIDING PRINCIPLE:
ALWAYS HAVE AN

ANSWER FOR “WHY
IS THAT THERE?”







THE BIRTH OF THE
PATH MAP
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PATH MAP BENEFITS

* A high-res look at how we planned to
meet our users’ needs, and our goals.

* A guide and reference for traditional site
map development and true feature
prioritization and definition.

* An evaluation tool for future ideas and
opportunities.



GUIDING PRINCIPLE:
CREATE ONCE,
PUBLISH
EVERYWHERE.




READ THIS!

\ 4

ADAPTING OURSELVES TO
ADAPTIVE CONTENT




CREATE ONCE...

x Chunks, not blobs.
* A CMS workflow to match.

* Images, video, words, product specs.
* Love your API.

* Once. Not four times, not twice. ONC




PUBLISH EVERYWHERE

x Thrilling efficiency - no “cloud-hopping”

* More value from existing systems

\ platform ripe for new digital
opportunities

* A competitive advantage



OUR GUIDING PRINCIPLES

* Depth before breadth.

* It's not about us, it's about them.

* The Jerry Maguire Principle.

* Always have an answer for “Why is that
there?”

* Create once, publish everywhere.
(C.O.PE.)




UNCOVERING THE

GUIDING PRINGIPLES
OF YOUR DIGITAL
TRANSFORMATION




UNCOVERING THE

GUIDING PRINCIPLES
OF YOUR DIGITAL
TRANSFORMATION




GUIDING PRINCIPLES:
A FINAL THOUGHT



“Guiding principles are the broad
ohilosophy or fundamental
peliefs that steer an
organization’s, team'’s or
iNndividual's decision making,
rrespective of the project goals,
constraints, or resources.”

- @\WhitheyHess
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| ys aC thmgs
the rlgh 'way, the wrong way and

the way thatl do it.”

Casino / www.geckoandfly.com



THANK YOU!

john.kuehl@subzero.com
@kuehl
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