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Universal Travel




Galactic pace of change
N\

Mobile Media Consumption Billion

TR N

Internet users
1.5 Billion
Internet users

. _ E# s

1Billion m

Videos watched on YouTube daily $aess E Commerce

¢ : e zza Billion

2.5 Million -

Tweets per day

Million

Tweets per day

Billion
Videos watched on YouTube daily

E- commerce




The Travel Landscape
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Image source : http://conversation.which.co.uk/transport-travel/travel-agents-book-holiday-online-or-high-street/



75% purchase travel online

44% search for travel in an

17 research sessions

average month

11different desktop sites visited
average visits per site
73 days before booking 2: 19 total research time

...plus additional research via smartphones & tablets



Measurement Challenge

Which campaigns are driving incremental
sales?

What proportion of sales are happening

offline?
(N

L
s
How can we measure performance across
different devices?



Attribution helps us to...

predict results decide which
from future actions
actions... to take!

better evaluate
past actions...



On the Beach uses attribution to gain increased
sales and improved ROl

Results:

= 25% ROl increase
= |Increased sales

= |[ncrease in traffic

“ “We did some analysis of brand sales assisted by generic search.
The growth we are seeing from this is much higher than we
expected; attribution is clearly working for us.” -

Danny Catapano, PPC Manager, On the Beach

Analysis run between Q1 — Q2 2012



We Interact with different devices in different
ways

Mobile Usage Increases as the day Device Usage by Device & Day for Travel
progresses
Bl B | B B Al
(desktop) (smartphone) (tablet) (desktop) (smartphone) (tablet)
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Hour!y Distribution of search by plat_form Google internal data for travel related queries by device in the UK.
Note: Does not reflect absolute traffic volumes

Source: Google Mobile Planet across all verticals
Source: Internal Data



43% of travel purchases are researched
across devices

Customer Search Conversion Report




Mobile Research > Travel Purchase

Purchased on a
smartphone

0 Purchased on a
66 A) D desktop/tablet

@ -J Purchased offline
Vertical = TRAVEL

Country = UK Q13-Q15: Which sources of information did you seek out to help you with [book/buy product]?
Q22: When you last [book/buy product], where did you actually purchase, book or order it?
Base: Product purchasers in the last 12 months who use a smartphone

Research

travel
on mobile

12



~60% of devices sold last year were
smartphones or tablets

Growing proportion of /
‘other’ devices






Universal Analytics

Future-proofing analytics with the Measurement Protocol

Point of
Sales

Wearables

Desktop
Website

Mobile Web
& App



New Dimensions to your Data

Bring additional data into

Google Analytics, to help
you segment your customer

base.
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Offline Conversion Tracking

answers what happens after the online action

RESULT: Properly attribute offline value to online marketing!



Mobile App Analytics

 Are your users doing what you expect?

* Where are they spending their time / money?
* Where are they stuck?

« What's blocking them?

* What do they want more of?

80% of mobile time is spent in Apps!






BigQuery at a Glance

QlikView

Other Bl Tools

Google
I_’ Spreadsheets

Scalable Storage App Engine
__|—> SQL API ‘
}“g Google Cloud
Corporate data 1 1 ﬁ Storage
3rd party data ,A g

f[‘

Google
Analytics




Programmatic Growth

In 2020 audience targeting
Investment is projected to

exceed search spend
Source: IAB UK 2013

58% YoY Growth
2013 Vs. 2012

Source: eMarketer Oct 2013, Global



Access. Empower. Act.

Act on data by

applying to
strategy

Access all your
data in one
place, fast

Empower with
powerful insights






Register for the Google Analytics Academy:

analyticsacademy.withgoogle.com




Analytics of the Future

1. Consumers are
accessing online
content via a growing
number of devices

2. Universal Analytics
helps you to measure
all these digital
touchpoints

3. Analytics Academy
MOOC live now!






