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http://www.bbc.co.uk/iplayer/episode/b01nvmsy/Click_03_11_2012/ 



Google Confidential and Proprietary 3 

www 

Understanding  
the value of 
mobile 
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Applying the 
desktop 
model to 
Mobile: 

The right approach?   

£600K 
Q3 Investment  

£300K 
ROI (-50%) 

10K 
Orders @ £30 
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Mobile 
conversions 
take new 
forms 

*Source: Deloitte Digital 2012  

On the mobile 
web 

From apps 

Cross device 

Via phone call 

In-store 
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Assigning Value to Mobile Conversions 
Considering all mobile conversion types 

£600K 
Q3 Investment  

£300K 
ROI (-50%) 

10K 
Orders @ £30 
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Assigning Value to Mobile Conversions 
Considering all mobile conversion types 

£600K 
Q3 Investment  

£780K 
ROI (+30%) 

60K 
Calls  

@ £3/call 

100K 
Direction 

clicks 
@ £2/click 

20K 
App downloads  
@ £5/download 

190K 
Total 

conversions 

10K 
Orders @ £30 
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11 
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20 
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Convenience Size of screen Info ‘on 
the go’ 

73% 78% 47% 

Source: 3 screen owners only 
Base: Reach for tablet first (51); smartphone (45); PC/laptop (75)   
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Source: 3 screen owners only 
PC5/MO5: When you used your [DEVICE] would you have done this at this specific moment had you not had 
access to it? (Base: Behaviours followed up – Search (169) 

Could have done on any of the 3 
devices 

Proportion of total searches that could have only happened on one of the devices 

Additional searches from mobile 
and tablets 
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12:00 AM 3:00 AM 6:00 AM 9:00 AM 12:00 PM 3:00 PM 6:00 PM 9:00 PM 

Tablet Mobile Desktop 

Hourly Distribution of Searches by Platform and UK Television Viewing���
(Searches do not reflect absolute traffic volume)	


% of each platform’s traffic shown hourly for one day.   
Does not indicate absolute or relative traffic volumes 
TV Viewing figures are weekdays, January – March 2012.  

Television 

Source: Google Internal data, Broadcast Audience Research Board (BARB) 
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Develop a cross platform digital strategy 

WHAT SHOULD YOU BE DOING? 

Ensure your customers have a great user 

experience across all platforms by developing 

mobile and tablet optimised sites 
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KEEPING UP WITH 
THE CONSUMER 

 

In this age of multi-device usage, we 

thought consumers would find it useful if 

they could quickly access their open tabs 

across multiple devices. 

TAB SYNCING IN CHROME 
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Live Demo – 3D Maps 
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Google Maps results 
list can be filtered by 
preference. 
 
My colleague Chris is 
in my Google+ 
Circles so his review 
is instantly included.  

Live Demo – Social in Google Maps 
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Google Glass 

h"p://www.youtube.com/watch?v=9c6W4CCU9M4 
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Thank you! 
 
Stephany van Willigenburg 
@Svdubs 
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1.  Ourmobileplanet.com 

2.  Howtogetmo.com 

3.  TheMobilePlaybook.com 

4.  ThinkWithGoogle.com 

5.  Google Mobile Ads Blog 

Online Tools – Live Demo 


