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2007 Understanding Performance Used to be Easy
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~10 Years Later



Mobile Queries Overtook Desktop Queries Globally in 2015
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Google Analytics Data, US, Q1 2016



Digital Marketing has Become Fragmented Across Devices,
Making Attribution a Challenge

90% TRTHTATAT
of people switch between screens to
complete tasks
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38% THTH

of all customer journeys involve more
than one channel of interaction

Sources: Google / Ipsos Connect, March 2016, US, GPS

Omnibus, (n=2,013) and Google Analytics benchmarks



What is a Cross Device Conversion?

Browser to browser In-app to browser
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Understanding Performance in a Multi-Device World is Complex

Challenge #1: how to
measure, track and link all
cross-device activity?

— Challenge #2: how to proper
N attribute conversion credit
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Cross-Device
measurement IS
ot For Everyone



Most Common Industry Solutions

LOGIN BASED SIGNALS BASED
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3P Authentication Data 1P Authentication Data 3P Data
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Cross-Device Tracking User ID

facebook ’ (@) Adobe’ Marketing Cloud QADTRUTH
twitter A part of Experian
Highly scalable, user privacy Proprietary data, user privacy Scalable solution across publishers
Limited to few, large publishers Limited to size of signed-in user base Not 100% accurate, user has less control
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Google

Unmatched Scale and
Richness of Data

7 Properties with

1B+ MAUsS¢é and count i
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Expand Data to
Remaining Users
Using Many Factors

100% Deterministic
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Conversion Landing Devices
Date
type page used

We only surface data when
the data meets a strict

95% confidence
Interval

Country

Google



Proprietary + Confidential

M ai ntai n U Ser Trust Mall«a._. thé ads yt.)u see |‘1‘"|(‘:>re u.seful .to- You
and Privacy

itiple accounts. Learn mere

These settings apply across your browsers and devices when you're signed in to Google
as rachelz@google.com
Ads

USGI‘S fII'St Ads Personalization
Ours and Yours Make the ads you see mare useful to you when using:

+ Google services (ex: Search, YouTube)

- 2+ million non-Google websites and apps that partner with Google to show ads

Also use Google Account activity and information to personalize ads on these websites and apps and store that data in
your Google Account

What are the 2+ mill ites and apps that

What personal information does Google give to partners?

Your topics

Bicycles & Accessories Books & Literature
Face & Body Care

Food & Drink

Celebrities & Entertainment News
Dance & Electronic Music Finance
Fitness

Online Video

Mobile Phones
Recording Industry
Shooter Games

Rap & Hip-Hop
Service Providers

WHERE DID THESE COME FROM?
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Rock Music

Your Google profile

Google




Better Together: Combination of Google and 1st Party
Log-in Based Solutions
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As technology improves, value of this graph
for measurement & targeting will grow

A Google Adwords 4l Google Analytics
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Taking action:
attripution

and smart bidding



Attribution  + smart Bidding



What does it mean to use a Last Click attribution model?
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Why L-driven Attribution ove - Mocicls?
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