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4 stages of digital marketing maturity 2018

Z 5%l (Multi-moment)
LE—HEERE ERL/ETERASEBRMBEERE

E#E (Connected)
RS T ANME T EE— T A L9

#8 (Emerging)
FIE BRI EEFELBERUZR A BEMNAX

B H (Nascent)
RE—BMES TR, BEEEEREER

Source: BCG Studies, 2018
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Data-Driven Marketing#4% 73

R L R Eis 2R
43% 46%
% 5% B ST
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RAENER  mrpmeEpag  AINBEHRN gpeepem 00 BoHAE
EELBE 3BT

Source: BCG Studies, 2018
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Source: BCG Studies, 2018
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il 133% -10%  +32%

operational reduction in . improvement
efficiencies i mediawastage in CPA
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Analytics 360

Data Studio Measure deep insights Tag Manager 360
Data visualisation Easy tag management

~ Surveys 360 ™ o * = ° "' Pt - o Optimize 360
Digital panel surv(e&ugg; e a» ndS Web usability testing
‘ ..1 N

. ) Google Marketing Platform RN
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Display & Video 360
Plan, create, buy and Search Ads 360
Search engine management

measure ads
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#f H Creative Module
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Data-Driven Creative
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Parallax
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Flipbook
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Dispey& A > DV360 Dollar-a-Day

s R aa A\ = Merters Advertisers
— A =
q: H:H 7 Advertses (0K
X
S 3rd Party by Creda + 2 more.. = =
o Audences  ~
Ty Fiter  Status: Active @ Add fier X
Analysis. 0O e Neme Impressions v Clicks Conversions Revenue
- - Vazasl . =
B of — DG Oogl e Audlence gz Sy v | O 8 pperonisady s o o2 2 s038
1 ] T.
@ Insights v | O @ $denisgestest o441 26248 B 0 s
A — == O @ Platforms ASE Test DCM Linked 2902941 18243 10 0 $1.02
SiENComboR E
0O e kmikidom 567833 1,46 ] ) s0.18
Channels (new)
O @ $tkisnak T eas 1 0 s038
Settings v
O @ sideviSaday 201743 789 u 0 s022
History
O @ Testadvertiser.DOM_proel 364434 2917 7 0 5099
Eﬁi ﬁﬂ. %«( EEE E E}] E A g* ‘E 17 1758 o
- 1 b O @ (angg) Travel Mobile app 302255 as5 2 0 s082
-~ B I H a0 ] L ] ] Foodight
O @  sales Test Advertiser 108131 510 0 0 5037
O © lorawdbm advertser PR ) 0 0 s077
O e (sishmay) 3016831 139 0 0 $115
E 'I:F yk $ —r A ¥ ﬁ/ﬁ * F 0O e Ramis asss1 ® 0 0 $0.08
DR —L ’ Il\\1 I]\ O e Tedigul oas 3 o 0 s004
O @ atifsdollaraday ween 2 0 0 5004
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Total Reach: 4 Views
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Mobile

Tablet
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Desktop

Total Unique Reach: 2 Views
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O DoubleClick o DoubleClick 4\ DoubleClick
, Studio 4 Campaign Manager Bid Manager
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What media you buy How you buy it How you measure it
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Operating
system

g E)J 'ﬂ: E"J E g'li-t Demographics

Device
Search network

Browser
partner
. 4 e
i % RIS R Conversion Keyword Weekd Device
BB AT path bids eexday type
Conversion Audience
rate / value segment

Locations

Application Ad creative

Language
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People Data
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Q, Search Ads 360
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e Inventory Mgmt
e Budget Mgmt

e Bidding Controls
e 3P Integrations
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\ Deep integrations
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e xChannel Mgmt
e Unified admin
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Data
Ownership
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Level
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Today’s view Tomorrow’s view
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Paid Paid .. ...... >
Search Social

Yandex

NAVER
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Search Engine

Social Engine ‘

BB TENE

Search Engine

N

Q Social Engine
[HOY

Display (GDN & DV 360)

Search Ads 360

P> Display & Video 360
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SA360RILIEIRIEE
BB 1TEE:

Search -> Display
Social -> Display
Search -> Social

Social -> Search
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Customized
Feeds
Or
Merchant
Center

Seamless Integration

=

Q Search Ads 360

FES

e

INg
YAHOO!

GEMINI

YaHOO!

JAPAN
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airbnb korea

All Images News Maps

About 22,600,000 results (0.56 seconds)

2018

v Q

More Settings Tools

"___l

Airbnb.com | Airbnb: Rentals FromlS$59 |. Don’t Go There. Live There

(Ad) www.airbnb.com/Korea ¥ —_————

Widest Selection Of Accommodations. Rentals In 65000+ Cities Worldwide! Room. Apartment. Villa.
Pay Less Upfront. Paris. LA. London.Tokyo. 5.3mil Listings Worldwide. Types: Villas, Apartments, Flats,

Entire Homes, B&Bs.

View most popular rentals
Beautiful, Inspirational Spaces
Browse our Most Popular Listings

Learn how Airbnb works
Great offers, seamless bookings on
Airbnb for Reservations in a snap

Create an Airbnb account
Find your Ideal Vacation Spot
Quick, simple, easy to use

View our special offers
Explore Great Airbnb Listings
and Find the Best Prices
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Floodlight Data
Google Analytics Data
Offline Data
Search Engine Data
Paid Social Data

Conversion Data-3rd Party

Prediction

Feedback
Real-time data

Opportunity Modifier 4—’
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Product Info
Landing Page
Account Structure

Labels

Events

Keyword Semantics

Performance
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Floodlight

/ Variables

— Adobe
$7.38K $7.32K ormula Anal t|CS
$25.5K $26.8K I's g I Columns y

Budget Advanced Targeting 3rd Party
Bid Strategy Bid Strategy Integration

A 0 Analytics 360

( e\ Google Ads )
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Data-Driven Attribution

[l O Y

'\ blng Cross Real Time
YAHOO! YaHoO! Channel Smart Bidding

GEMINI JARAN DDA using DDA

-

"""""""""""""""""""" Search Ads 360

@ To Be Integrated...
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BiddingZ ZI| 5 41 B Rk 3K

+21% +19% -16%

in Overall
Conversions ROAS P

in Overall in Overall
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Campaign Strategies
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Everyone e o am» o -° o ea=E» o aa» Target o am» o
audience

Find the right

’!\?’!\?!\??T target audience *’mm’w?’m?w*

?@??ﬂ@’ﬂ\? iﬁtﬁli\@lﬁtﬂlitlﬂ\@ Q. search Ads 360
RRRRNANA 8] Analytics 360 A Google Ads

D Display & Video 360

Analytics 360
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- ¢ al) ¢ am o @mSicvisiors® ¢ @ o @) = o - o == Converters
tretene Cheen reTeTe
TATATAN T Thenen

11 Optimize 360

Q Search Ads 360
N\ Google Ads

D Display & Video 360

Analytics 360



think platforms

Google Analytics= K IZh&E 2018
01 ----- r
Aggregate
.' - =-02
¢ Analyse
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Activate
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Google Ads

Display & Video 360 > - ° —O\- ° am D Google Cloud
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Salesforce
N

P .l Analytics 360 C o
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Search Ads 360 Q -
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Demographics w

Added item
to cart

Q

Affinity grou il
y group multiple times
Google Observed
data behaviour
Purchased
Interests @ in the past
\
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A T Google Ads /DV360#Y
APrES S 818 FAnalytics LB
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1. Customer clicks on ads

2. Customer arrives on site = on B B/ $R R 55
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Aggregate k& L ER A AR EY

Explorer

Conversions ~ | VS. Select a metric

@ Conversions
500

February 2018 April 2018 June 2018 August 2018

Conversions Conversion Value

32,261 $18,453,558.36

% of Total: 1.06% (3,047,731) % of Total: 0.83% ($2,228,001,969.89)

Primary Dimension: MCF Channel Grouping Path  Default Channel Grouping Path ~ Source/Medium Path ~ Source Path  Medium Path ~ Other ~ Channel Groupings

Secondary dimension ¥

paid T advanced |H{ @

MCF Channel Grouping Path Conversions v Conversion Value

1 [ Paid Search [Orgamc Search ]

2. | Paid Search

3 [ Organic Search [ Paid Search ]

3,186 (9.88%) $1,802,489.14

2,985 (9.25%) $1,008,493.38

1,977 (6.13%) $896,015.84

4. | Paid Search x 2 I 1,311 (4.06%) $412,046.78
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~n BEFEP BEsmart lists

@ Audience definition

Create New Import Segment

Recommended Audiences

All Users

() Smart List

New Users

ed 2 spegi¥s pecific section of my site (e.g. /index.html, shirts, /cart/)

Returning Users

i a goal cor

Users who completed a transaction

sers who visited a speg

Audience name

) Audience destinations
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ol 7Y 15

. .. ° Lotte Hotel boosts bookin
e e o e SjteyiSitfors e=» o e o e a» o e o aw Converters rates by 49% with Google

....... ot T S
YYYYTY 3¢ Optimize 360 YYYYY

Try here today
goo.gl/De3FuF
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Ol= - =« =
Campaign
performance ' — e e . 02
‘. Understand

03— . \ full impact

Auto -

activation
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Automate . Democratise . Leverage custom . Real-time
data delivery . data insights . Machine Learning . insights
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Aggregate

Conversion Probability

Which of my users are most likely to convert? Learn more ¢
All Users + Add Segment
100.00% Users
Sessions Sessions with Transactions
70,677 2,347
% of Total: 100.00% (70,677) % of Total: 100.00% (2,347)
% Conversion Probability Sessions
0-1 ik 49,901 I
@ |25 ik 12,003 N
®  6-20 H H 8,276
®  21-50 5 497 |




BigQuery ML

Get insights quickly
Democratise
Machine Learning

Bnguery ML{%E,

Iteration

7

6

5

AR FEAIR A

Training data loss
0.0859
0.0871
0.0922
0.1026
0.1213
0.1604
0.2633

0.4651

Evaluation data loss

0.0873

0.0879

0.0933

0.1026

0.1207

0.1597

0.2629

0.4649

Learn rate

6.4000

12.8000

6.4000

3.2000

1.6000

0.8000

0.4000

0.2000

think platforms

SQ L 2018

Completion Time (seconds)
17.84
15.10
17.82

18.28

18.68

16.88 SQL analyst:

s goo.gl/tkBr23

11.86
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INfE{E FAData Studio E ith B4

insightsf5 8 %

= Google Data Studio = Report Gallery

OVERVIEW GALLERY CONNECT TO DATA HOME

A [E] 52

> J

Data Studio marketing templates

O Featured

O Marketing Templates & Dasnbosrd - Overview

an Community

&» Submit your report

Display & Video 360 Performanc. r
By Data Studio Team

Connect to Display & Video 360 data

GA Behavior Overview
By Data Studio Team ol

View what users are doing on your website.

Search Ads 360 Performance Re... Q
By Data Studio Team

Connect to Search Ads 360 data.

68404 92700 391,087 453%

Acme Marketing Website
By Data Studio Team ol

Branded report created for the fictitious

GA Audience Overview

By Data Studio Team ol

Customize the classic Google Analytics
audience overview report.

S0 g Merchandico Store

Ecommerce Store

By Data Studio Team ol

Shows data from an example Google

think platforms

2018

GA Acquisition Overview
By Data Studio Team ol

Quickly see how users came to your website.

AdWords Report \
By Data Studio Team L4

Shows key conversion metrics.
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INEFIRIE —#EAFaudience

insights 8L =GR

R/

Ac

' d

All Users el
Membership duration
Audience Builder x
Raiogiaphica Demographics
Technology Segment your s by demographic information
Behavior Age 1) 18-24 1) 25-34 [] 35-44 ) 45-54 [) 55-64 [ ] 65+
Date of First Session Gender ) Female [/ Male [/ Unknown
~  Traffic Sources Langiidge PP
Audi
- Enhanced Ecommerce
Affinity Category contains ~
Advanced (reach)
Conditi No Filters
onditions In-Market Segment contains  ~
Sequences
Auc
e Other Category contains  ~
Location Continent ~ contains ~
Apply Cancel
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More user data '
® . Leverage

O3_ ..... \ Machine Learning
Sharing detailed

audiences across teams
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Can you see yourself or colleagues
in any of them?

Leverage the full depth and breadth
across Aggregate + Analyse + Act

Seek collaboration with your colleagues
to flexibly build solutions
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l o Certified
. . o Google Marketing Platform

Sales Partner
GA/GA360 user

Google Marketing Platform
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Audience Insights
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1st Party
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3rd Party
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PeRERET  RORERAD  RARETAT - PETET4T

Bounce Ave. Session Sessions ) Goal
Rate Duration Purchase
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Chill out 3rd Party
Your Summer Audience

Improvement Increased Contributed

Increased

87% 11%

Sales Sales Conversion ROI
Coffee Machine Ice Coffee
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In-market
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Prospect
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SFEREBNREFR A

AD CANVAS MESSAGING

Everyone
X
Tailor your message to your audience
e 6 :
ﬁ- =
I =
Audi.ence [ Context Mestéage
Define the people you want Define the moments when Choose the ad you want

to reach you want t chth them to see
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Storytelling in DV360

X New insertion order

Line item reach @

In cBalm - Caily Regir Draft ~ &
Based on fist 7 days of line ftem fight

Inventery ®

Line ltem Sequence @ viceo: 2 creatives Impress ons 2598
v 5 Viewsble impr. 48.48

Cookies 1438

cbalm - peach 15sec spot
a

us  15sec spot
Video - Proce: ing

g p:l
@ oivior 1 crewve . Ij] -ﬁ\E

@ Display 3 creatives

ADD STER
Flignt detes Sep1,2010 ~ tc Dec91,2070 =
Budget Select your budget ype
ust ~

Spesfythis Inserticr order’s flight dates ard budget segmen:s
Budget Start date Enc date

s 40000 Sop1,2018 - Dec31,20°8 -

A BeERES Show actualized

Auto budaet alocation
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Consideration Action

\? k'- {_ 1 m Beauty by cBalm

Soft an ; : .-s.f‘ al
gentien tt ral e £ o] et hall
ingre ! —— Hydrating Rose Night 8alm &3 |
: ¢Balm
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1T MINUTE

think platforms
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347,222
Tweets
2,083,333 I 120
Skype Minutes | LinkedIn accounts
created

142,361,111 X
Emails
216,000 =
Instagram Posts

2,4 Million

Google searches

— A= 50,200
- D Mobile apps
= downloaded
1,389
Uber rides
iy AN a6
Video hrs uploaded on
9 YouTube

$203,579

Amazon sales
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A
Tensorflow -

Aut >
utoML and {J
CloudML APIs

BigQuery ML @
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746 BN A ROAE 2 R 44 Cloud API ATAEMI ML ER

OO @

SPEECH TRANSLATE DIALOGFLOW
Google BigQuery

e @ @ o

VISION NATURAL VIDEO
LANGUAGE INTELLIGENCE

Cloud AutoML

LA M,

think platforms

EEETEEMN
ML = E

o

Cloud ML
Engine

f

TensorFlow

2018
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\ Google Cloud Platform (Google BigQuery) )
N'ITORI 2. BB AHREE D e
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0 Google Marketing Platform
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N

0%

25%

50%

75%
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Thank You




