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- How are my counts this bi-week? - What's back in my docket today? - Did | make a previous OA like this? - | have so many questions about how to move forward on this... - Are claims properly addressed? - Do | have all the required attachments?
- How is my Tier 2 bonus target? - Has that review been completed? - How can | template this paragraph®? - Am | addressing every limitation in this claim? - I'll correct this, instead of a note.. - Did | renumber the claims?
- Must work on Examiner’'s Answer - | should review the notes first... - Remember to finish and submit an interview summary... - This isn't the right paragraph
THINKING INTERVIEWS, USABILITY TESTING, CONTEXTUAL INQUIRY, SURVEYS © e« < = = = = = = = o -}
- Needs for my productivity goal - Which OAs are most urgent? - Which form paragraph do | need? - What is the best reference for each of the claims? - Which OA should | review first? - Should | write an allowance?
- Needs for docket management - Which OAs meet my count goal? - Should | consult with my mentor? - Is this ready to send for review or an informal consult first?  Return to PE or sign and submit?
- Which OA is this case ready for? - Which OA should | work on first? - Which prior office action can | use? - Is this office action ready to close and submit? - Should | reassign this case?
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SAYING
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Task or goal-level measures of affectation (e.g., PANAS), correlated with SDT evaluation (e.g., autonomy, competence, relatedness) and self-efficacy. Outcomes can guide focus on
@ features which target and prioritize the mitigation of negative experiences (those which inhibit “flow"), as well as offer a basis for assessing the importance and value of each feature.
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Opportunities
_[]eﬂne overall satisfaction levels at each stage for Define ways to address differences in experience between novice Help users make better decisions
Improvement and expert users
EXAMINE IDENTIFY CREATE WRITE REVIEW > SN 3 MAIL
Five dimensions: lens, the journey model, qualitative insights, quantitative information, and takeaways Information sources
Usability testing Focus groups Help desk records (IT)
Contextual inquiry Text analytics Performance data
Surveys (inc. embedded) Kano studies User groups
Interviews Scenarios Prior stories, writeups
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Low Importance

Reverse option
on trip planning

(opting in)

emails

Annual inspiration

Travel planner:

keep and share
travel plans (we
make suggestions
based off choices,
saved to Outlook)

REVPAC

Integrate on

sales (with
scheduling)

Marriott UX Strategy Map

Trip insurance tick
box

Hotel features on
Facebook

Easy access to
recent searches
and recently
viewed hotels

Ability to access
recently stayed &
completed trips

offer Tree)

Ability to provide Integrate rental Trip aggregator
feedback that user car offers on a bid (incentive with
likes or dislikes an model (i.e. Lending points)

Give users access to an interactive map (i.e. plot hotels, maximize map, data overlays, attractions, directions, custom POls, etc)

Ability to provide
brand specific
interaction models

Google Latitude
for guest's friends/
colleagues on
conference

“Marriott 911" via
mobile phone (i.e.
get me out of hole!)

rFurchase tickets and scredule local activities and events

Community
questions: Guest
asks questions

& concierge and
other guests reply

property services

Integrate local
partner products

High Importance

* Help guest find the “foundation” (air, main transgortation, hotel) that prayid
optimal local area information

REVPAC guest needs

REVPAR guest needs

High Importance Map

Lower text
importance and
optimize map

Display
comparisons on
map (proximity of
hotels to desired
attractions)
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Provide useful
alternative to

search results map

REVPAR

Low Importance

* If guest is undecided, provide compelling argume

Brand
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presentation

v. France)

Better brand
differentiation

by attributes and
value propositions

Brand presentation
by location/culture
(i.e. Courtyard

different in Kansas

Consider

* Help guest find the best hotel for his/her trip
* If guest is undecided, provide compelling argume

Flexible date rate
calendar

ts for guest to choose g ho

ts for guest to choose d ho

Rate/Room

Detailed property
rate and room
comparisons

Simply display of
room/rate products
(post-transient

pricing)

Based on city

to where guest

is going, ask a

targeted question
about trip purpose
(propensity model)

Create one's own
custom package
(via a la carte
selections w/

Inegrate itinerary
planning (for
both individuals
or collaborative
members)
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Display some more
hotels like this one

Surface cont based
on user attributes
(from SGl or search
keywords)

Appropriately
timed ancillary
offers, partner
offers, a la carte
discount or pre- options

map itineraries
& attach to MR
account (allow
mobile access)

Let user control Pass information
sort preferences from search
before submitting engines to M.com
search platforms to power
property & room

night selections

Appropriately
timed room upsell
opportunities
(presenting
differential cost &
indicating value)

Recommend room
& hotel products
based on wisdom
of crowd

Ability to provide
brand specific
interaction models

Ability to support
brand specific
content

Ability to support
brand specific
content

Customize search results & and available guided nav (based on SEO or click patterns)

Distribute local area knowledge via mobile device

Geo-identification
of the guest must

Provide location-
based, relevant

Communication
tool serves as

“dashboard” offers in transit (i.e. trigger & reflect
for trip/trip airport restaurant geo-sensitive
participants discounts during information
layovers)
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Offer discounts on
higher rooms for
low-sold inventory
(i.e. suites)

Consider local activity & see events info based on stay dates

.

Give users access to an interactive map (i.e. plot hotels, maximize map, data overlays, attractions, directions, custom POls, etc)

“Basecamp” style project (event traveler) management extranet keeps event bookers their stakeholder and their hotels in control

Geo-coded check-

Mobile app

with tonight's
recommendation,
food & places to

Ability to supply
brand-specific skins
along relevant
touchpoints
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Upgrade room at Facebook

Hotel features on
Facebook

Easy access to
recent searches
and recently
viewed hotels

Ability to pull in
information from
competitor sites for
comparison

Integrated
opportunities to
engage hotel's
concierge

Individual payment
& booking for
individual rooms in
a small group res

Eliminate 4-9 room
booking gap

Sell adjoining &
connecting rooms

in from device check-in slideshare for all
event attendees
(share photos of
event)
Hotel notifies guest when room is ready

Group booking

Geo-identification
of the guest must
trigger & reflect
geo-sensitive
information

page where group
RSVPs, statistics,

& points real-time
information shown

Give others in
group to modify
trip

Pre-select products (i.e. movies) to display on M.com & Interactive TV based on all that is known about guest

Email property
attributes to guest

Last night specials:
SMS with link to
mobile optimized
web page

Message about
next reservation/
next trip

Property associates
can add to profile

Let guest provide
referrals to friends
post-stay
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Let guest provide

referrals to friends
post-stay

Post-stay emails
with offers in city
of residence

Post-stay emails
with offers in city
of residence
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Ask for feedback
on stay

Ability to aggregate
digital photos
taken by trip
participant(s)

& order photo
products post-stay
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