


Welcome back!



Welcome to 
Module 3



Let’s refresh 
memories first!















Mobile Academy 2017

Module 1
Mobile Wake Up  

Module 2
Mobile Masterclass  

Module 3
Mobile: Build for the future 



Build for the future



Kick off

Start Fast - Stay Engaged Bas Jansen - Google
Work session on assets
Future of Search Karen Carbonez - Google
Work session on advertising
Mobile Measurement Marcel Smal -  iProspect
Work session on measurement
How to organize for mobile growth? Carel van Straaten & Eva Moerbeek - Accenture
Work session on people & organization

Closing & Graduation

Drinks

Program



But first, quiz time!



Join the quiz!
Go to: www.macademy17.nl 

Code: mobile

http://www.macademy17.nl


And the winner is…..





Start Fast - Stay Engaged
Bas Jansen - Google



Start fast - Stay Engaged
By using the latest modern web technology

If you are not presenting the slides & 
sending over e-mail please use this 
static version for the title slide

Guidelines



Think mobile only, not mobile first





Line drawing and text example
Guidelines





Confidential + Proprietary

Proprietary + Confidential



Why people like native apps 

2

More easy to navigate
3

Always signed-in
1

Quicker to load

3 image cards and descriptions. To 
replace the image please click on the 
image placeholder and then click on 
“replace image” in the toolbar 

Guidelines

Source: Ipsos - Q3 2016 NL Research



Increasingly harder to build reach with apps 3 image cards and descriptions. To 
replace the image please click on the 
image placeholder and then click on 
“replace image” in the toolbar 

Guidelines

Source: The 2017 U.S. Mobile App Report Comscore - August 2017

51%

Amount of users who didn’t install any apps

https://www.slideshare.net/comScoremarcom/2017-us-mobile-app-report


En
ga

ge
m

en
t

Reach

Mobile webApps



En
ga

ge
m

en
t

Reach

Mobile webApps



Modern Mobile Web
For better results

Start fast

Stay engaged
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Start with a search Explore the category, pick your favorite



Confidential + Proprietary

See that it’s out of stock Ask to be notified Stay up-to-date
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User loses connection But continues exploring... ...even with no reception
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Get notified by the website Add to cart Checkout your basket Get signed in automatically
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Re-engage on the goAccess with easeOne tap to pay Add to homescreen



The web does not meet 
can exceed user expectations today.



Source: Project Tango by Google - 

Measures your living 
room

Only shows furniture 
that fits

Bridges online & offline

Can you keep up with user expectations?

https://get.google.com/tango/apps/


Connect your personal 
account

Use Google Assistant to buy

Buy without any screens

What if: there is no screen?

Source: Expedia.com/alexa - Official Google Blog - August 2017

https://www.expedia.com/alexa
https://www.blog.google/products/assistant/shop-walmart-and-more-your-favorite-stores-faster/


 
Radically improving mWeb experiences

Acquisition Engagement Conversion Retention

Seamless Sign-In

One Tap Checkout

Add to homescreen

Accelerated Mobile Pages

Push Notifications

Progressive Web Apps



Average NL 
Website Average AMP page

8.6 s

<0.5 s

Source: Think With Google - September 2017;  ampproject.org

https://www.thinkwithgoogle.com/intl/en-154/insights-inspiration/industry-perspectives/european-mobile-speed-rankings-are-how-does-your-site-compare/


Source: AdWords Blog September 2017



Source: ampproject.org - https://www.ampproject.org/case-studies/greenweez/



From idea to first Proof of 
Concept live within 5 weeks

Travix used AMP to 
show +27% CTR 

You can now measure AMP with 
Google Analytics and use AMP in 
Google AdWords

Source: Marketingfacts -  September 2017

https://www.marketingfacts.nl/berichten/cheaptickets-nl-verbetert-ctr-met-27-door-amp


Let’s put this to work!



The Future of Search
Karen Carbonez - Google
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“The perfect search engine should 
understand exactly what you mean and 
give you back exactly what you need.”

- Larry Page



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem

Proprietary + Confidential



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem

Proprietary + Confidential

 50% occurring on mobile

Trillions of searches per year

Source: Google Performance Summit  2016
Think With Google



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem

Proprietary + Confidential

But the revolution 
is just beginning



“In the next 10 years, we’ll shift 
to a world that is AI-first”
— Sundar Pichai, CEO Google



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem

Proprietary + Confidential

Computing 
becomes 
universally 
available



Source: A Guide to the Internet of Things, IDC, Intel, United Nations, 2016. 



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem

Proprietary + Confidential

Human 
computer 
interaction 
becomes 
more intuitive



We’re already seeing a second revolution linked to mobile 
phones



Next to voice search, image search is also becoming more 
popular



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem

Proprietary + Confidential

Products with 
AI will offer 
more 
intelligent, 
delightful 
experiences



http://www.youtube.com/watch?v=uLoSnBK9l7c
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How does the switch to AI first impact 
your marketing activities?



Search Engine Advertising

Keywords

Keyword 2
Keyword 1

Keyword 3

Ads Bids

CPC



What do I need to think about when I buy a couch?

Which couch should I buy? 

Where can I buy a couch? 

Voice & Image Search will change the way we look for 
information

Image 
Search

Voice 
Search



b

Operating 
system

Browser

Device 
type

Audience 
segment

Ad 
characteristics

Language

Extensions

Conversion 
rate

Conversion
path

Search network 
partner

Demographics

Device

Day of week

InterestsLocations

Time

Keyword 
bids



We can no longer effectively manage our search 
campaigns manually

Keywords

Keyword 2
Keyword 1

Keyword 3

Ads Bids

CPC

Advertise based on website or product feeds Automate your bidding



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem

Proprietary + Confidential

Smart suite of ad products

Automate your targeting: 
● Dynamic Search Ads
● Shopping Ads

Automate your bidding: 
● Smart Bidding



Using Machine Learning in advertising has two main 
benefits
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What do you need to remember?
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FROM DESKTOP 
FIRST 

TO AI
FIRST

TO MOBILE 
FIRST 

AI
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NOTE: Animated (2 clicks)

Smarter marketing campaigns

Proprietary + Confidential

Computer Performance Human Insights

Combine the power of AI with human insights to make your 
marketing even smarter 



Confidential & Proprietary

Thank you!



Let’s put this to work!



Mobile Measurement
Marcel Smal - iProspect
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Marcel Smal
Sr. PPC consultant 

@ 
iProspect
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Mobile has changed the landscape of online advertising
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Mobile has added extra moments we can interact with 
prospects; micro-moments.

Over 50% of traffic comes from Mobile nowadays.

However, only 20-30% of transactions take place on 
Mobile. 

This is how we often value mobile traffic



Confidential + Proprietary
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Sticking to traditional last-click transactions/revenue metrics means 
you are under valuing your efforts.
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If mobile is being under valued, this means all your efforts are being 
under valued: over 50% of traffic is Mobile, and soft-conversions 
apply to other devices as well.
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A lot of advertisers spend a lot of time maximizing output

Output

Input
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While they should be spending more time in finding out:
- What is the output of our efforts?

This applies to mobile, but also tablet and desktop

Output

Input
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Decide 
KPI’s & 
Value

New usersRevenue

Avg. # of 
repeat 

purchases

Transactions Store visit E-mail 
subscriptions

Leads

Brand/Non-
branded 
spill-over

Hard conversions Soft conversions

CLV & Spillover

Word of 
mouth

Calls
App 

downloads
Cross 
device
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It’s oké to use proxies

CLVSoft conversion value OutputHard conversion 
value

€90 €60 1,5 €225

ROI-target 4 2,7New ROI-target

Decide 
KPI’s & 
Value
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Measure
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Measure
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Report
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Report

New Total 
ROI-target

Steer
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Data 
driven 

strategy
New users

Revenue

Avg. # of 
repeat 

purchases

TransactionsStore visits

E-mail 
subscription

s
Leads

Brand/Non-
branded 
spill-over

Word of 
mouth

Etc.

App 
downloads

Calls

Now NewNext 
Upper and mid funnel keywords

Search campaigns

Budget based on online revenue

Lower funnel keywords

Standard ad testing Omni-channel ad-testing

App install campaigns

Budget based on omni-channel revenue

Local keywords

Testing GEO ads

GDN GEO Ads

Budget based on omni-channel + loyalty

If your measurement 
framework is good, then 
your strategy will be 
good as well.



Confidential + Proprietary

Test & 
analyze to 
validate

Tracking on-site calls Tools like AdCalls or Bellmetric

Store visit incrementality Swap cookies with unrelated advertiser

Branded/Non-branded spill over Analyze conversion paths

Word of mouth Exit survey of new user on website



Confidential + Proprietary



Let’s put this to work!



How to organize for 
Mobile Growth?

Carel van Straaten & Eva Moerbeek 



PEOPLE & 
ORGANIZATION

12/10/2017

GOOGLE 
MOBILE 
ACADEMY



2

WE ARE THE #1 DIGITAL 
NETWORK IN THE WORLD 
*SOURCE: ADVERTISING AGE 2016 and 2017

Accenture Interactive 
helps clients create the 
best customer experiences 
on the planet, across the 
entire customer journey. 

WE ARE EXPERIENCE ARCHITECTS

Creative 
Agency

Business 
Consultancy

Technology 
Powerhouse



QUESTION
Why would your consumers download & 
use mobile apps?

•Ad
•Referred by friend
•Top charts
•Discovery through social channels
•Already using non-mobile version
•Complete a specific task



Copyright © 2017 Accenture. All rights reserved. 4

YOU MUST BUILD 
EXPERIENCES THAT 
PEOPLE LOVE.

IN A WORLD OF LIQUID EXPECTATIONS, 
EACH NEW AND AMAZING EXPERIENCE 
BECOMES THE STANDARD TO WHICH ALL 
OTHERS ARE COMPARED.



Copyright © 2016  Accenture. All rights reserved. Accenture Confidential Information    | 5

FUN

ENTERTAINS ME

MAKES ME FEEL 
IMMERSED AND LOSE 

TRACK OF TIME

RELEVANT

AGGREGATES 
INFORMATION AND 
HELPS ME EASILY 

DIGEST IT

FINDS THE 
INFORMATION I AM 

INTERESTED IN

GIVES ME THE 
INFORMATION I WANT 

AT A GLANCE

ENGAGING

ADAPTS AND IMPROVES 
OVER TIME

TAILORS ITSELF TO MY 
NEEDS 

MAKES ME FEEL COOL

IS INTUITIVE AND EASY 
TO USE

SOCIAL

CONNECTS ME TO 
PEOPLE

MAKES ME FEEL MORE 
CONNECTED WITH 

OTHERS

HELPFUL

SIMPLIFIES A TASK

MANAGES AND 
ORGANIZES AS ASPECT 

OF MY LIFE

THE LOVE INDEX: A NEW WAY TO MEASURE BRAND LOVE



Copyright © 2017 Accenture. All rights reserved. 6

ARE WE MATURE IN MOBILE?
.. HOW TO BEST ORGANIZE?
.. HOW TO MEASURE SUCCESS?



Copyright © 2017 Accenture  All rights reserved. 7

STRATEGY

GOVERNANCE

OPERATIONS 
MANAGEMENT

SERVICE DESIGN

SUPPORT SERVICES

INTEGRATION & 
INFRASTRUCTURE 

SECURITY

ENDPOINT MOBILE
 MANAGEMENT

MOBILE DEVELOPMENT 
& DELIVERY

EMERGING 
TECHNOLOGY



STRATEGY

8Copyright © 2017 Accenture  All rights reserved.

+RZ�GRHV�\RXU�RUJDQL]DWLRQ�VHW�DQ�RYHUDOO�YLVLRQ�	�SODQ�WR�
GUDZ�PD[LPXP�EXVLQHVV�YDOXH�IURP�PRELOLW\�LQLWLDWLYHV�LQ�
WKH�VKRUW�DQG�ORQJ�UXQ��

• %XVLQHVV�	�'LJLWDO�6WUDWHJ\�$OLJQPHQW���Extent the business & digital 
strategy and culture leverages the transformative power of mobile 
technologies

• 9HQWXUHV�	�3DUWQHUVKLSV��How potential partnerships or new ventures 
opportunities are identified and managed

• 3RUWIROLR�6WUDWHJ\��Portfolio approach and plan for mobile products and 
lifecycle

• 0RELOH�7UDQVIRUPDWLRQ���Degree mobility capabilities are leveraged to 
influence business processes

• 2SHUDWLQJ�0RGHO��How the organization is organized to support mobile 
initiatives

• %XVLQHVV�3ODQ��the high level plan / direction to achieve business goals 
processes for investing mobile initiatives/products

Strategy

Business 
and Digital 
Strategy

Portfolio 
Strategy

Business 
Plan

Operating 
Model

Ventures / 
Partnerships

Mobile 
Transformation



GOVERNANCE

9Copyright © 2017 Accenture  All rights reserved.

• 6WDQGDUGV�	�)UDPHZRUNV��What tools are used to help to bring 
consistency and efficiency in decision making process

• 3RUWIROLR�0DQDJHPHQW��Ability to build a mobile roadmap and 
manage it with the changing demand and supply of mobile services 
to deliver strategic objectives

• 3ROLFLHV��What rules are in place which stakeholders need to 
adhere to while designing, building or using mobile services

• ,QQRYDWLRQ�$SSURDFK��Ability to deliver a process by which 
innovation around mobile is nurtured and tested to find new 
business opportunities or deliver efficiency

• (QWHUSULVH�$UFKLWHFWXUH��Ability of enterprise architecture to 
support growing wave of mobile users, devices, and capabilities

• 2UJDQL]DWLRQ�6WUXFWXUH�: How is the organization structured to  
support the focus and agility required for mobility initiatives

+RZ�GRHV�\RXU�RUJDQLVDWLRQ�PDNH��VSRQVRU�DQG�PDQDJH�
GHFLVLRQV�DQG�LQLWLDWLYHV�DURXQG�0RELOH

Policies

Portfolio 
Management

Innovation 
Approach

Governance

Standards 
and 

Frameworks

Enterprise 
Architecture

Organization 
Structure



EMPOWER THE ENTIRE WORKFORCE TO 
CONTINUALLY CHANGE AND IMPROVE

10Copyright © 2017  Accenture. All rights reserved. Accenture Confidential Information    |

'DWD�GULYHQ�$XWRQRP\�DQG�5HVSRQVLELOLW\�
WR�WHDPV

► (QDEOH�TXLFN�GHFLVLRQ�PDNLQJ�LQ�GULYLQJ�
YDOXH��'ULYH�GRZQ�UHVSRQVLELOLW\�WR�ZKHUH�
WKH�NQRZOHGJH�LV
6XSSRUW�GHFLVLRQ�PDNLQJ�ZLWK�GDWD�DQG�
VKDUH�.3,V�WR�WUXO\�UHODWH�UHDOL]HG�
FKDQJHV�WR�EXVLQHVV�RXWFRPHV

�

5HRUJDQL]H�LQWR�PXOWLGLVFLSOLQDU\�WHDPV�
ZLWK�VKDUHG�JRDOV

► %UHDN�WKURXJK�WKH�VLORV�DQG�VWUHDPOLQH�
WKH�HQG�WR�HQG�SURFHVV
5HRUJDQL]H�IXQFWLRQDO�XQLWV�LQWR�
PXOWLGLVFLSOLQDU\�OLQHV�IRFXVHG�RQ�WKH�
RUJDQLVDWLRQV�SURGXFWV�RU�VHUYLFHV

�

)RFXV�RQ�RSWLPL]LQJ�WKH�HQG�WR�HQG�
LGHD�WR�GHOLYHU\�SURFHVV�

► 4XLFN�DQG�VXFFHVVIXO�UHDOL]DWLRQ�RI�
LQQRYDWLYH�VHUYLFH�LV�SDUDPRXQW��

�

0RYH�WR�D�FXOWXUH�RI�&RQWLQXRXV�
5HIOHFWLRQ�DQG�,PSURYHPHQW

► 7DS�LQWR�WKH�FROOHFWLYH�SRZHU�RI�\RXU�
ZRUNIRUFH�WR�VROYH�SUREOHPV�DQG�LQQRYDWH
0DNH�OHDUQLQJ�IURP�IDLOXUH�FRUH�WKH�
RUJDQLVDWLRQ�FXOWXUH�

�



DUTCH RETAIL COMPANY

MOBGEN is designing and developing the 
m-commerce touchpoint, where 
H[SHULHQFH is considered a key 
differentiator.

To obtain and keep a delightful experience, 
XVHU�LQVLJKWV�are indispensable. For this 
reason, a Data Analyst is part of the team, 
feeding the team with user insights to 
make the right decisions.

MOBILE APP TO 
DRIVE CONVERSION 
BOTH ONLINE AND 
IN STORES

,1'(;�%877216
Please delete the ‘Index back’ 
buttons after pasting the slide into 
another presentation

Copyright © 2017 Accenture. All rights reserved. 11



Copyright © 2017 Accenture. All rights reserved. 12

7($0:25.

Data analyst part of the 
scrum team for one of our 

Retail clients.

$1$/<6,6

Frequent deep dives into 
user behavior are executed

'(&,6,21�0$.,1*

Qualitative + quantitative 
data enable data-driven 

decision making

237,0,=$7,21

Backlog is shaped with 
optimizations coming from 

data insights

675$7(*,&�3/$11,1*

Roadmap is a synergy of 
business goals and user 

insights

*52:7+

NPS, Sales and Conversion 
rates have increased



GLOBAL FUEL COMPANY

MOBGEN is responsible for the design, 
development and delivery of a world class 
Marketing app. The app contains multiple 
&XVWRPHU�9DOXH�3URSRVLWLRQV; Loyalty, 
Service, Payment and Activity tracking 
functionalities, which are deployed on a 
global scale.

MOBILE APP TO 
ENGAGE 
CUSTOMERS 
THROUGH 
RELEVANT 
EXPERIENCES

,1'(;�%877216
Please delete the ‘Index back’ 
buttons after pasting the slide into 
another presentation

Copyright © 2017 Accenture. All rights reserved. 13
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App Active users Features & functionalities

App scrum teams Collaborating parties Countries

Languages Releases per year Local steerco’s

570K1 40

85 38

1216 3

GLOBAL APP 
PROGRAM IN A 
COMPLEX 
LANDSCAPE OF 
INTEGRATIONS
AND ALIGNMENT



GLOBAL CAPABILITIES MEAN LOCAL 
UNDERSTANDING

Copyright © 2017 Accenture. All rights reserved. 15

Close alignment planning 
with PXOWLSOH�WKLUG�SDUW\�
VXSSOLHUV�over the different 
releases to ensure stability 

and PLQLPL]H�
LPSHGLPHQWV�& delays 
through dependencies.

,7�/$1'6&$3(

By using a backend that 
facilitates flexible, modular 
deployment, the app can 

provide an RSWLPL]HG�
H[SHULHQFH�by enabling 
and re-using modules for 
targeted local markets.

*/2%$/�6&23(

Decentralized steering 
sessions to align and 

capture ORFDO�
UHTXLUHPHQWV�for the 

global application, whilst 
keeping Global Product 
Owner mandate in tact. 

67$.(+2/'(5

Multiple scrum teams are 
working agile with their 
RZQ�SXUSRVH, a specific 

Value Proposition, 
prioritizing the epics and 

stories to ensure that most 
value is delivered through 
an 093�DQG�LWHUDWLRQV.

$*,/,7<



'LVFRYHU\ 6KDSLQJ 'HOLYHU\

Scope, Criteria, 
Docs

Development, Quality, 
Release

Goals, Values, Priorities, 
Dependencies

TEAM ALIGNMENT EMBEDDED IN WAYS OF 
WORKING



THANK YOU !



Let’s put this to work!





Over to you!



You’re feedback is really important!
Go to: www.macademy17.nl 

Login: Mobile
Click on: Survey

http://www.macademy17.nl


Let’s meet again in 2018!



What’s next?



Graduation 
ceremony



Social media: #mobileacademy @GoogleNL

Google Mobile Academy

Share your accomplishment!



Graduation photo




