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An inline alert message designed for this feature deprecation.

In 2019, the product team responsible 

for ad budgets decide to retire a feature 

called “accelerated delivery”.  

Originally intended to allow advertisers 

to run rapid experiments, the feature 

was often misunderstood or set and 

forgotten, causing advertisers’ budgets 

to be spent quickly and to diminished 

effect. 

The goal was provide multi-point 

messaging about the change and to 

encourage advertisers to take action 

before Google did. We knew diverting 

people from their intended tasks would 

be difficult. 

Swimming 
upstream to 
inspire action

Sunsetting accelerated delivery in Google Ads
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worked on budgeting features, 

there’s a product team on Google 

Ads responsible for the type of in-

product messaging we wanted to 

use.

Stakeholders
Sunsetting accelerated delivery in Google Ads

Engineering (messaging)

Customer supportDesign

Product (budgets) Product (messaging)

Engineering (budgets)

Legal
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Understanding the context to 

provide the right details at the 

right time in the right format. 

Strategic thinking around how 

the entire messaging scheme 

works.

Adapting the 
message to meet 
goals

Sunsetting accelerated delivery in Google Ads

Goal: Advise people via an alert about the change. Show the impact to the advertiser. 
Encourage action. Offer more info.

Goal: Explain the timing and scope of the change. Encourage action. Offer more info.

Goal: Place warnings alongside budget settings. Summarize the timing and scope.  
Affordances are in close proximity, so no special CTA is necessary. Instead, offer 
more info (help center article). 

Full-width banner

Notification center

Inline alert

Goal: Summarize the timing and scope in contexts where multiple ad campaigns use 
the same budget. Encourage action. Notify people that choices can’t be undone.

“Quick edit” warning for shared budgets
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Full-width banner

Switch 35 of your campaigns to standard delivery. Starting October 7, 2019, accelerated delivery is going away for Search campaigns, Shopping campaigns, and shared 
budgets.For ways to use your budget more effectively, check out the Recommendations page. 
SWITCH NOW | LEARN MORE | DISMISS

Notification center

Switch 35 of your campaigns to standard delivery. Starting October 7, 2019, accelerated 
delivery is going away for Search campaigns, Shopping campaigns, and shared budgets. 
For ways to use your budget more effectively, check out the Recommendations page. 
SWITCH NOW | LEARN MORE | DISMISS
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Inline alert

Starting October 7, 2019, Search campaigns, Shopping campaigns, and 
shared budgets will switch to standard delivery.

“Quick edit” warning for shared budgets

Accelerated delivery is going away 
Starting October 7, 2019, campaigns using accelerated delivery will 
switch to standard delivery. You cannot go back to accelerated delivery 
if you change to standard. Learn more 
CANCEL | SWITCH TO STANDARD DELIVERY
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Getting people to take an 

action they weren’t intending 

to take is difficult. Historically, 

these alerts move the needle 

by a percent or two.  

Here, we saw a 10% drop in 

spending via accelerated 

delivery.

Did we make a 
dent?

Sunsetting accelerated delivery in Google Ads

A quick chat with the team, post-launch.  

1M people took action on the messaging, skewing toward people who had active campaigns using accelerated 
delivery. This resulted in a 10% decrease in revenue coming from accelerated delivery campaigns. 
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Major 
League 
Baseball 
mobile 
ticketing

StubHub
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Before: Messaging that made customers question if they received their tickets.

In 2017, StubHub was facing a growing 

problem. Support calls spiked from 

customers who’d purchased mobile 

tickets for MLB games. MLB’s fraud-

prevention tactics prohibit the display 

of a live QR code until 48 hours before 

the event. The current experience tried 

to make this point, but instead made 

people feel they couldn’t access, resell, 

or transfer tickets to people they were 

taking to the game - which wasn’t the 

case. 

Reducing 
customer 
anxiety

Major League Baseball mobile ticketing
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The team included a cross-

functional group with different 

insights, responsibilities, and 

areas of expertise.

The players
Major League Baseball mobile ticketing

Engineering

Customer support

Design

Partner (MLB)

Partnerships team

Product
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Input. Iteration. Feedback. 

Optimization.  

Message  
evolution

Major League Baseball mobile ticketing
Seller has delivered the tickets, per team restrictions, your barcode  
will show at 48 hours before the game.

Your ticket will be ready 48 hours before the game.

You’re good to go. 

Your mobile tickets are in your account. To prevent fraud, we can’t show a scannable ticket  
until 48 hours before game time. Check back here before you go to the game.

Your Ticket(s) are delivered, QR code will be visible 48hrs prior to event.

You’re good to go. 

Your mobile tickets are in your account. Due to team rules, we can’t show a scannable ticket  
until 48 hours before game time. Check back here before you go to the game.

Feedback from internal teams: Fraud?! That’s scary. And this is too wordy for mobile.

Feedback from the Yankees: “Team rules? So, you’re blaming us? Uh, no.” 

Starting point:

Customer support’s draft:

Developer’s draft:

First iteration:

Second iteration:
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After: A more complete and reassuring message for our customers.

After understanding the 

specific customer concerns and 

the metrics we were trying to 

improve, we put a more 

reassuring message in place. 

The revised messaging sets the 

right level of expectations 

around where customers can 

find their tickets if they want to 

resell or transfer them and 

includes details around MLB’s 

fraud-prevention measures.

The right 
level of 
detail 

Major League Baseball mobile ticketing
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Customer support saw a 3 point 

reduction in contact rate for 

MLB mobile tickets (66 fewer 

contacts per day), bringing 

numbers back in line with 

average call volume for mobile 

ticketing across all event types. 

Operating costsSupport contacts

- 3% - $277,000
Over a six month MLB regular 

season, the reduced contact 

rate and “make it right” costs 

saved StubHub about $277K.

“Make it right” costs

- $877/day
The amount StubHub was 

crediting unhappy customers 

dropped by $877 per day.

Understanding the issues 

our customers were facing 

and collaborating with our 

partners internally and at 

Major League Baseball 

(who had final approval 

authority over all copy 

changes) proved 

successful. 

The results
Major League Baseball mobile ticketing
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Voice, tone, 
and brand 
alignment

StubHub
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Humanizing 
the brand 

In February 2017, I organized 

and led a week-long workshop 

with our international Content 

Strategy team and our partners 

on our Localization team. 

One of our main goals was to 

take StubHub’s brand attributes 

- too vague to use as guidelines 

for tone & voice  - and turn them 

into a persona with a relatable 

voice reflective of StubHub. 

Brand, tone, and voice

StubHub’s brand attributes - too vague to be practical.
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Where to 
begin? 

To start, we gathered a 20-

person group from 

Product, Design, and 

Marketing, because brand 

is a reflection of who we all 

are. 

Then, we brainstormed and 

shared our thoughts on 

other brands that had traits 

similar to StubHub’s.  

Lastly, we drafted short 

messages and keywords 

around different scenarios.

Brand, tone, and voice

An emerging vision and vocabulary. 
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Synth. Lots 
and lots of 
synth.

We clustered and 

unclustered. Discovered 

trends across attributes. 

Cross-checked that we 

weren’t straying too far.  

Then, we elaborated. But 

just a bit.

Brand, tone, and voice

Boiling it all down.



JE
FF

 R
IV

ER
S

20

Now that’s 
more like it 

What we ended up with was a 

tool that helped us identify how 

our messaging should feel. We 

accounted for some volume 

adjustments due to cultural 

differences around the world, 

but we now had a shared 

personality. 

If you were to bump into 

StubHub at a party, this is who 

we wanted you to meet. 

Brand, tone, and voice

StubHub’s product persona.
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We strive to be…

Dialed in 

Magnetic and fun 

Energizing 

Trustworthy 

Proactive 

People say we’re…

As part of StubHub’s 

“Brand Tracker” 

assessment - a measure of 

how people perceive the 

StubHub brand - we asked 

people what comes to 

mind when they think of 

StubHub.   

Here are the results for Q3/ 

2017 - six months after we 

implemented. For the most 

part, we executed on our 

vision.

So, how’d 
we do?

Brand, tone, and voice 

Informative 

Approachable 

Witty 

Honest  

*Insatiably curious

*Admittedly, this one had us 

scratching our heads. Our best 

guess was that marketing 

sends regular post-event 

emails asking ‘How was your 

time?’ and ‘Ready for another 

great event?’ - that sort of 

thing - making us curious in 

our customers’ minds. 



Questions and comments? Let’s chat. 

jeff@jeffrivers.com 


