For Better Mobile Results in Canada,
Start With a Mobile Assessment
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In the days of one computer per household,
last-click measurement made a lot of sense.

Now that consumers shift constantly between
devices, cross-environment measurement is a
must. Conducting a mobile assessment is a great
place to start capturing the true return on your

media investments.
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e don't go online anymore; we live online. Eighty-seven

percent of smartphone users now say they have their device

at their side day and night.! More than half of all global YouTube
views come from mobile devices? and 2.3 million Canadians now use
mobile exclusively.®

Those numbers point to big opportunities for marketers, but mobile
strategies aren't one-size-fits-all. Mobile numbers vary widely by industry—
what works for a big bank may not work for a chain of car dealerships.
That may leave marketers unsure of how much to invest in mobile.

A mobile assessment—performed with the help of a DoubleClick
representative—can give marketers a clear view of mobile usage for their
industry and business so they can make smart budget choices.

Looking at the right data for cross-device measurement

The rising tide of mobile usage is creating a lot of data that can help you
determine the best ways to allocate your marketing budget. As you're
sorting through all the data available to you, one of your key focuses
should be customer behaviour across devices: mobile-only unique visits,
desktop-only unique visits, and cross-platform unique visits. There are
several different ways you can get at these data.

As a first step, study your own website analytics to see how consumers
interact with your brand (these best practices from DoubleClick can
help you get started). You can also get a feel for how consumers more

generally are turning to mobile by reading up on the latest trends.

When we conduct a mobile assessment for marketers, DoubleClick can
combine its extensive data with the data you have on hand with numbers
from sources like comScore’s Media Trend analysis, which looks across
sites, publishers, and industries going back more than a year. This can
give you a well-rounded view of the mobile landscape in your industry so
you have something to benchmark your budget against.
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https://www.doubleclickbygoogle.com/articles/four-best-practices-make-most-cross-device-conversion-metrics-doubleclick/
https://www.thinkwithgoogle.com/collections/canadian-micro-moments.html

As an example, here's comScore* data showing the variations in unique
visits from four industries: automotive, financial services, retail, and telcos.
In finance and retail, more than half of all consumers make use of both
desktop and mobile devices, while telcos have the smallest cross-platform
segment of this group—only about 18%. Yet the mobile-only segment for
telcos is the largest at about 44%.

Auto
43.1% 20.1% 36.8%
Source: comScore, Inc.,
“Media Metrix, Multi- Finance
Platform,” 3-month average 31.1% 53.4% A
December 2015—February
2016, Canada. i
Retail
34.8% 53.7% 11.5%
Telco
38.7% 17.7% 43.6%

. Desktop-Only UVs . Cross-Platform UVs . Mobile-Only UVs

Naturally, if you see that consumers in your industry skew toward mobile
or desktop, you can adjust your budget accordingly. If your telco brand

is seeing most of its traffic from desktop alone, for example, it would be
worth looking into your mobile investments and seeing how you could
reach customers who are eager to engage on mobile.

You'll want to start with a baseline as you measure the key indicators for
your business, and DoubleClick can help you create a plan for that as well.
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Best practices for measuring across environments

As you look to measure across environments, here are new best practices.

Get the
infrastructure right

Invest in mobile Know your goals

i |

1. Invest in mobile. Mobile won't happen by itself. It takes a team effort,
a commitment to mobile-friendly formats, and investment in things
like HTMLS5 creatives.

2. Know your goals. Your ‘road map” of cross-device data won't help
you much if you don't know the destination you want to reach. Is your
goal more direct sales? Better brand recognition? Make your KPIs
clear before you start, then check in as you measure.

3. Get the infrastructure right. Make sure your mobile and desktop
systems (and teams) are working together. Add Floodlight tags to
your sites and apps, and make sure you're ready to measure cross-

environment conversions.
Starting your mobile assessment

Mobile now accounts for 56% of time spent on digital,® so if you're waiting
for the tipping point, it's already happened. It's time to start treating mobile
and cross-environment activity as the default, and then budget accordingly.

thinkwithgoogle.com/canada



Conducting a full assessment of mobile and cross-environment activity
with your digital media team is now a necessity. A holistic view of

your business and your industry as a whole will help you measure the
effectiveness of your mobile investment and learn what kind of digital
spend makes sense for your business.
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