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Google

WHY MOBILE 7?
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Google

43%

Ireland

il 637

Google Confidential and Proprietary 14



Google

21%
Ireland
[l 307

Mobile Devices UK

Google Confidential and Proprietary 15



GO "Ugle .,

_DeSktOp QUerieS

—Mobile Queries

Queries per day

WW‘H M““ljmlm. o

April 2012: Japan’s first crossover
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WHY MOBILE 7?
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Google

How does Mobile change our Value Proposition?
How does Mobile impact our Digital Destinations?
s our Organisation adapting to Mobile?

How can our Marketing Strategy adapt to Mobile?
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Google

WIin moments that
matter

How does mobile change
your Value Proposition?
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Google

89%

Have Searched for
Local Information

gl 90%

Took action as a
result

Source: Google/lpsos ‘Our Mobile Planet’ — Ireland, 2012 Google Confidential and Proprietary 23



Google

KEY TAKEAWAY

Define your value proposition

Find out how your customer wants to engage
with you via mobile



Google

WIin moments that
matter

How does mobile impact
your Digital Destinations?
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Google

055%

Say a Poor Mobile
experience changes
their opinion of a

brand
How does your 79%
Site appear to
MOb”e UserS? com-||;uertri]tct>?’gsite

after a poor mobile
experience




Google

MOblllse WHY GET MOBILE? TEST YOUR SITE BUILD YOUR SITE GET MOBILE GUIDES
GET your site
MOBILE now. Mobile Meter
Google

SEE WHAT YOUR
CUSTOMERS SEE

This tool shows you how your current site looks on a smartphone,
and provides a report on what's working and what you can do
better. To get started, click below.

© TEST YOUR SITE

http://mww.howtogomo.com/en-gb/d/test-your-site/

o find a store | track order

p J
wo sale \
857 styles found

search here...

Bestseller -

refine results clear refinements
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Google

KEY TAKEAWAY

Your #1 Priority Is to ensure that your website Is
Mobile-Friendly
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Google

WIin moments that
matter

Is your Organisation adapting to
Mobile?
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Google

Is Mobile a key focus within your Organisation?
Who knows what % of traffic comes from Mobile?
Who is looking at mobile users’ Site Interactions?

Who is monitoring your competition’s Mobile Offering?
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Google

GOOSIC Analytics

4 Dashboard

A Intelligence 5%

Overview
Benchmarking
Map Overlay
New vs. Returning
Languages
» Visitor Trending
» Visitor Loyalty
» Browser Capabiities
» Network Properties
vMobde

| Export v || 53 Email || B8 Add to Dashboard || - Visuaize |

Advanced Segments

Select up to four segments by which to filter
your report

Create a new advanced segment
Manage your advanced segments

® Visias (Tablet Traffic)
1,000

@ Visits (Phooas)

® Visits (Mcbile Traffic)

/
Jan 21 Jan 22 Jan 23 Jan 24 Jan 35
Visita Pages / Visit Avg. Visit Duration % Neww Visita Sounce Rate
1,949 2.68 00:02:00 68.19% 53.10%
'm| Traffic Tule 2.006% Aoy 202 i Acy 00D02:10 w Ay BREEIW W A SS 1%
oan AJan) 73N aram LAY
3,384 1.63 00:00:50 75.15%
Phones [ Tote 481% . Ay 282 3 DDA2NG 5 RN
113} 35 42%) foraeN aears
5,333 2.01 00:01:15 72.60% 64.05%
Mobile Traffic { Totes 73T% v Aoy 392 e Aoy DDA o Avy B59E% . Avy S221%
1 20 1A% 41.7TOY Gasm™ 18 BN
Default Segments Custom Segments

[”] Non-paid Search Traffic
{1 search Traffic

[7] Direct Traffic

{1 Referral Traffic

[7] visits with Conversions

Mobile Traffic
I

cancel
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Google

WIin moments that
matter

How can your Marketing
Strategy adapt to Mobile?
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Google

We search for everything

lories in latte
calo Dyson D35 vacuum

Weather forecast

Pizza Delivery Directions to Belfast
Arnott’s hours
Romantic getaways w ,

Mattress sales

Bose headphones

Café Dublin City

Movie reviews
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Google

We search for everything... at any time

Calories in latte
Dyson D35 vacuum

@ 9:06 am

Weather forecast

@ 7:10 am

@ 7:26 am

Pizza Delivery Directions to Belfast
: ORELL Arnott’s hours Nail salons ® 11:22.am
Romantic getaways . ,
@ 2:35 pm @ 12:40 pm

@ 9:18 pm

UCI show times
@ 3:40 pm

Mattress sales

@ 2:30 pm

Bose headphones

Café Dublin City
@ 1:45 pm

@ 2:42 pm

Movie reviews

@ 4:30 pm
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Google

We search for everything... across devices

Calories in latte

Pizza Delivery

@ 7:30pm Arnott’s hours

‘L@ 2:35 pm

Mattress sales

@ 2:30 pm

Romantic getaways

L@ 0:18 pm

UCI show times

L? s

Movie reviews

@ 4:30 pm

Dyson D35 vacuum

@ 9:06 am

Directions to Belfast

@ 11:22 am

Nail salons

@ 12:40 pm

Bose headphones

@ 2:42 pm

Café Dublin City

LE/) 1:45 pm
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Google

We search for everything... from anywhere

Calories in latte

Dyson D35 vacuum

@ 9:06 am

Pizza Delivery| Directions to Belfast
@ 7:30 pm Arnott’s hours | Nail salons (® 11:22.am

Romantic getaways
g y , I () 2:35pm @ 1240pm

’ & 9:18 pm
Mattress sales

UCI show times @ 2:30 pm

iLQ) 3:40 pm

Bose headphones

@ 2:42 pm

Café Dublin City

he) 1:45 pm

Movie reviews

@ 4:30 pm
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Google

Each person wants relevance — to each of their own moments




Google

Search gives us intent

INntent

What's on her mind
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Google

A constantly connected world gives us context

Intent + Context

What's on her mind Device
Location

Time of day

Google Confidential and Proprietary 41



GO\/gle

Together, intent & context explode possibilities for relevance

pizza

Intent X Context ...

@ m.saratogapizza.com
Enjoy our $3 counter slices.

Whatls on her mlnd DEVICG Limi Or try a $10 carryout dinner.

Directions - $10 Dinner Specials

Location
T| me Of day ;:ll(z'a for pizza near San Francisco, CA

W) Update precise booatwn




Google

Relevance is not one-size-fits-all

2N O Pizza [N

D On phone J;L On laptop

™ Downtown ﬁ At home

@ 7:30 pm ™ 11:14 am

Saratoga Pizza $3 Slices

Saratoga Pizza for Lunch — Order online, ready in 15 mins.
' m.saratogapizza.com www.saratogapizza.com/
>

Enjoy our $3 counter slices Ly Fast, free delivery or dine in.
Limi Or try a $10 carryout dinner. o 118 people +1'd or follow Saratoga Pizza

- . . Order Online Now 2 Large Pizzas for $15
Directions - $10 Dinner Specials el e Party Menu & Delivery

Google Confidential and Proprietary 43



Google

AdWords Enhanced Campaigns

Powerful tools
for the multi-device for varying user

February 2013

world

Smarter ads

contexts

AN

Advanced reports
to measure more
conversion types
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Google

AdWords Enhanced Campaigns

Ads incorporating
elements from
Google Maps, GPS
and Phonecall
Tracking Technology

February 2013

Different ads for
different devices,
times of the day and
locations

AN

Segmentation and
reporting based on
context
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Google

KEY TAKEAWAY

Take 5 minutes today and search for your brand
on mobile as a customer would

What is the experience like for a potential customer trying to
connect with you?
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Google

Conclusion

Mobile represents a sociological shift with how
people relate to both the digital and physical world

Businesses that understand and act on this change
will win.
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