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You are competing with the best experience a consumer has ever had.
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Proprietary + Confidential

How much home can I 
afford?

How do I write a check?

How to build credit?

How to make money?

How to save money?

How much do I need to 
retire?

50M+
Personal finance questions 
asked from Google in 2017

Google data



Source: Google Data, UK, Jan - Jun 2015 vs. Jan - Jun 2017.

Over 50s Life Insurance

Switch current accounts

Equity Release

Home Insurance

Best ISAs

+88%

+41%

+42%

+33%

+26%
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users in the UK abandon 
mobile transactions because 
they’ve had a poor 
experience

50%

Source: Google Data, US, Jan - June 2017 vs. Jan - June 2015.



New current account providers gaining Search market share
Others; 11%

3%

12% 

4%

6%
10%

9%

10%
8%

10%

9%

Source: Google Internal; Branded current account searches [Q4 2017]

9%9%
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1s

of visits are 
abandoned if a 

mobile site takes 
longer than 3 secs

to load

53%
2s 3s
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Assistance
is the new

Battleground 
for digital growth



Proprietary + Confidential

Photo search

Google Photos
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help (someone), by doing a share of the work.



Goals

“Our industry is still in its infancy, and it’s important for us 
as a company to grasp every opportunity that might 
provide us with a competitive advantage. Targeted CPA 
and Data-driven Attribution have given us lower CPAs, and 
allowed us to compete and thrive in a competitive and 
volatile space.” 

Neil Jones, Digital Acquisitions Manager, Purplebricks

Think with Google Article

In conversion rates on 

Generic search 

campaigns

28% increase
In conversion rate on 

mobile search 

campaigns

1.7x improvement

https://www.thinkwithgoogle.com/intl/en-gb/case-studies/purplebricks-improves-performance-through-data-driven.html


YouTube

Facebook inc Insta

Other online video
Subscription video

DVD

Cinema

Live TV

Playback TV

Broadcast VOD

Against All 
Individuals 

YouTube accounts 
for 10% of all 

Commercial video 
view time.

The Commercial Opportunities around Reach are Changing
Traditional broadcast models are now competing with new channels.

Source: Thinkbox 2016 BARB / comScore / Broadcaster stream data/ OFCOM digital day / IPA Touchpoints 6 / 

Rentrak



...Online 
video only

...TV only ...Both

25%

54%

32%

Source: Binet & Field IPA Datamine research. Base 2014-16 studies

“TV and online video work in 
synergy”

“Combining TV and online 

video delivers a greater 

increase in the number of 

large business effects than 

either platform on its own”

(Binet & Field)

Complement your wider AV activity to increase overall 
effectiveness 
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help (someone), by doing a share of the work.



with minimal system cost 

of ~ £100 a month

10,000% ROI 
faster at responding to 

urgent emails

4X



Show Up

Wise Up

Speed Up

ASSIST

assist /əˈsɪst/

help (someone), by doing a share of the work.



Faster means fewer bounces

Source: SOASTA, 2015
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Source: SOASTA Case study (September 1st, 2015)

1.9% 
conversion rate

1.5% 
conversion rate

180,000

140,000

100,000

60,000

0

20,000

S
e

s
s

io
n

s

Sessions         Conversion rate (%)

Faster means more conversions

2.4 2.7 3.0 3.3 3.6 3.9 4.2 4.5 4.8 5.1 5.4 5.7 6.0 6.3 6.6 6.9 7.2 7.5 7.8 8.1 8.4 8.7 9.0 9.3 9.61.2 1.5 1.8 2.1

Mobile pages that 
load 1s faster see up 

to 27% increase in 
CvR

http://www.soasta.com/blog/mobile-web-performance-monitoring-conversion-rate/


Improve site load time 

(seconds)

11.7s to 3.5s
Decrease in bounce rate

35%
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Page speed is now a 

ranking factor for paid 

and organic mobile 

searches
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Show Up

Wise Up

Speed Up

assist /əˈsɪst/

help (someone), by doing a share of the work.

Meet the needs of Future Consumers through 
the Principles of Assistance


