MelsileyAcadeimyali

Welcome

= L]
D)
Q = ::><j:|

O <%0

Google



MelsileyAcadeimyali

Questions

Google



Miobile Acadlemmy 47/ Google

Are you a mobile-first
company?




Miobile Acadlemmy 47/ Google

Are you a customer-first
company?
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Do you put yourself in your
customer's shoes every
week using your mobile?
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Do you attach files to
e-mails?
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Beyond the specifics you will learn in Mobile

Academy, the only long-term sustainable

strategy is to always learn things faster than

the world changes around you and translate
that to meaningful innovation
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Polaroid

Google

Google

™
Philips Sonicare

DiamondClean + Extra Body - ~
DisATCHED

21" in Amsterdam

2017



Hi Magnus, how can | help?

OK Google, my bike lock code is
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Jake's Saloon

t B8R B

§ + Lavakany Py

L m Susie Jabi arwd 3 ol

Google Confidential and Proprietary



Google

Miobile Acacienuy 47/



Google
2017-Mobile Academy Program

Module 1 Module 2 Module 3
Mobile Wake Up Mobile Masterclass Mobile: Build for the future
Sep 5 Oct3&4 Oct 23
Sep 6 Oct5&6 Oct 24
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Let’'s get interactive!
Go to:
Code: Class

Google
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MOBILE TOOL USAGE 1)

SHOW WORD CLOUD RESULTS USING SENDSTEPS
JOHAN TO HAVE PARTICIPANTS INTRODUCE THEMSELVES ASKING QUESTIONS ABOUT WHO
SAID WHAT TO TRIGGER INTERACTION
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(Mobile) Marketing
in the Digital Age
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Stitch Fix

ERIC COLSON
CHIEF ALGORITHMS OFFICER

in ¥
Eric loves the austere beauty of data and
analytics. He could easily go too far if

practicality didn’t rein him in now and again.
Hails from the SF Bay Area.




BE CONVENIENT




prime wardrobe
S

Try Before
You Buy
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http://www.youtube.com/watch?v=EIQh0O3wOdM
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Q, why are mobile sites sd
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3 SECONDS







The challenge Google

Relevant Convenient Fast
What would it take to make What would it take to make What would it take to make

things personal at scale? things friction-free? things instant?
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Mobile Wake Up

Google



Loading Time Machine
Final Destination
Search Challenge
Experience Machine
Test my site




Ready?
Loading Time Machine (Bike)

FiRGNDESHRGToR (Aquarium)
Search Challenge (VR)
Experience Machine (Rube Goldberg)

Test my site

Go!

Telenor
TUl
Scandic
Vattenfall




Ready?

Loading Time Machine (Bike)

FiRGNDESHRGToR (Aquarium)
Search Challenge (VR)
Experience Machine (Rube Goldberg)

Test my site

Go!

Telia
Apollo
Electrolux
Gina Tricot

Apoteket




Ready?
Loading Time Machine (Bike)

FiRGNDESHRGToR (Aquarium)
Search Challenge (VR)
Experience Machine (Rube Goldberg)

Test my site

Go! Google

SBS Discovery
AJ Produkter
eEquity group no 1

eEquity group no 2




Ready?

Loading Time Machine (Bike)

FiRGNDESHRGToR (Aquarium)
Search Challenge (VR)
Experience Machine (Rube Goldberg)

Test my site

Go!

Group no 1
Group no 2
Group no 3

Group no 4
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Welcome back!
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Let’'s get interactive!
Go to:
Code: Class

Google



MOBILE TOOL USAGE 2)

SHOW THE RESULTS OF THE SENDSTEPS QUIZ
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Over to you!
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Let’'s get interactive!
Go to:
Code: Class
Click on: Survey
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Mchile Aeacleriyy 17 Mobile Masterclass

Consumer
Insights

Signals

Setting
the Scene

Bringing it into Your Mobile Creative
Organisation Canvas

Sites and
Apps

MODULE 2

Brought to you by Google Digital Academy,
this two-day workshop will showcase how
to use the full value of mobile beyond single
device conversions.

This masterclass will enable you to make
informed choices about building mobile
assets and utilizing signals to find
customers on important moments. You will
learn how to use creative opportunities, but
also how to establish a best-n-class
cross-screen and cross-channel
measurement strategy.

Full Value
of Mobile

Measurement
and Attribution
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We see you at the Mobile Masterclass!
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