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? g How to use this workbook:
i ° Watch this video: Welcome to Noogler Essentials: Noogler

This workbook will be the map for your next five weeks at Google.

Your learning path will be You will have a milestone In order to move to the

divided into courses, assessment at the end of next week of learnings,

which you can find in the each course, to be graded you will need to complete

table of contents. by your manager. your milestone and
receive feedback from
your manager.

Following Noogler Essentials, you will transition to on-the-job regional
training, working on-target within assigned regional pods, or both
depending on timeline.

() Watch this intro video to learn how to use this workbook
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<ty


https://threadit.app/thread/ow445l3ju8zctzxlwbej/message/qjdbadq3eag15f16ra8kl706?utm_medium=referral-link
https://threadit.app/thread/yjl8qbyvcyq84lp82v2r/message/di2yri85uqz3nanlwhroik10?utm_medium=referral-link
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Phase 4:
Elevate Your
Sales Skills
(On-Target)

What is Kickstart+
Noogler Essentials?

Noogler Essentials is designed to accelerate your
job-readiness with program-specific trainings
that advance the foundations you built in Google
Sales School (GSS).

Through a series of modules, you'll:

® gain deeper product knowledge
® explore the sales process
® and extensively practice your sales skills.

Phase 3:
The KS+ Sales
= N Aﬁ process™
With each stage of your seller K

journey, your manager and \
mentor will be there to '
provide support and }
feedback!
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Noogler Essentials workbook

E l Noogler Timeline () Week #0: Noogler starts at Google

A

. . Google Sales School Week 1-6
el Noogler Essentials Kickoff oogie sales schoolivee

Phase 1: Orient to Kickstart+

(=] Week #1 Module 1: Program Foundations

® Focus: Learning about the Foundational elements of KS+

F Milestone assessment 1

[ Week #2 Module 2: Customers we work with

® Focus: Learning about the customer nuances, relationships, and outreach flow for each of our acquisition
channels

M Milestone assessment 2

Phase 2: Go-Pro with Google Solutions

Module 3: Product Excellence

Focus: Product Excellence; building and optimizing for each marketing objective.

Phase 3: The KS+ Sales Process

(=] Week #4 Module 4: Customer Calls & Operational Excellence

@® Focus: Call planning centered around customer success and Google incentives, finessing customer call
flow, and working with partner teams

M Milestone assessment 4

(5] Week #5 Module 5: Customer Growth
® Focus: Put it all together with the Ads Growth Formula and customer digital sophistication

F Milestone assessment 5
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Table of Contents

Phase 1: Orient to Kickstart+

B Week #1 Module 1: Foundations of KS+ GO

=» Chapter 1: Learning Foundations of Kickstart+

® Onboarding to KS+ expectations setting
® Google’s Evaluation Process: GRAD

® GRAD: KS+ Performance Evaluation

® KS+ Customer Relationships

® Ads Growth Formula Intro

@ Introduce Yourself: KS+ Seller

® Account Assignments

F COURSE 1: Milestone assessment

(5] Week #2 Module 2: Customers we work with

=» Chapter 1: Assisted Sign Ups (ASU)

® Internal Sync
® Intro Call

® Launch Call
@® Pipeline

<> Chapter 2: Self-Sign Ups (SSU)

® Outreach

® Outreach Messages

@® Discovery Call

® SSU Operational Excellence

=» Chapter 3: Agency Partners (3P)

® Working with Agencies 101

F COURSE 2: Milestone assessment
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Phase 2: Go-Pro with Google Solutions

Module 3: Product Excellence

Chapter 1: Marketing Objective Refresher

MO Refresher

Chapter 2: Building for MO

Build for Lead Gen
Build for Online Sales
Build for Offline Sales
Build for Awareness

Chapter 3: Navigating

Google Ads

Smart Bidding

Optiscore / AAR

Spotting Opportunities for Impact
Logging Offerings in Connect Sales

Phase 3: Learn the KS+ Sales Process

E Week #4 Module 4: Customer Calls
and Operational Excellence

=>» Chapter 1: Pre-Call Planning

® Pre-Call Plan
® Forecasting Points

<> Chapter 2: Call Flow

@ Structure / Effective Questioning / Implementation / Next Steps

F COURSE 4: Milestone assessment



=» Chapter 3: Operational Excellence

@® Forecasting
® Logging Compliance
® Book Prioritization

=» Chapter 4: Partner Teams

® Olympus
® Tag Team
® PSA

B Week #5 Module 5: Customer Growth

-» Chapter 1: Internal insights & tools

® Customer Opportunities
® Customer Analysis

® Market Analysis

® PGA Planning

=» Chapter 2: Winning with AGF

Framework

@ Leverage the AGF deck and framework for various customer scenarios

GCS Noogler
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® Connect each step of the growth formula with Google Ads solutions + optimizations

=> Chapter 3: Growth with Digital Sophistication

Growth with Digital Sophistication
@ |dentify customer’s digital sophistication level

@ |dentify solutions to progress customer digital sophistication as it relates to marketing

objectives

® Pitch solutions to customers to prepare them for future SSG team growth

F COURSE 5: Milestone assessment
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Roles and Responsibilities:
Noogler, Manager, Mentor CVS TO MAKE VIDEO

Trainings &
Fieldwork

Module
Assessments

Final Job
Readiness
Assessment
+ Action Plan

Equity &
Inclusion

( Noogler

Complete workbook
modules; trainings,
fieldwork, and assessments,
within assigned timeframe

Seek feedback from
manager and mentor

® Complete milestone
assessments on
schedule

® Schedule milestone
assessment and
manager debrief 1:1s
within assigned
timeframe

ﬂ

Manager

Reinforce completion of
workbook modules within
assigned timeframe

Provide real time feedback
based on milestone
assessments, and mentor
evaluation

Grade milestone
assessments based on
assigned rubrics

Complete final job
Readiness Assessment +
and make personalized
Noogler Action Plan with
mentor

Set clear onboarding
expectations & roadmap
Thoughtful mentor
pairings

Golden hour (link)
conversations

GCS Noogler
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C Mentor

Support fieldwork
activities through Noogler
enablement: call shadows,
module topic 1:1s, CID
practice within assigned
time frame

Provide feedback from
relevant module
coursework and fieldwork
activities

Support skill gaps and
action plans

Complete final job
Readiness Assessment +
and make personalized
Noogler Action Plan with
manager

Help incorporate Noogler
into KS+ community
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Week #1

MODULE 1

Foundations
of KS+

Learning about the foundational
elements of KS+

To-Do:

v/ Schedule a 30m 1:1at the end of the week with
your manager for milestone assessment 1.
v/ Ask your manager for a CID for the assessment

@ Key Noogler objectives:

v/ Explain the Foundational elements of KS+
v/ Complete Milestone 1 with Manager
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€ Table of contents

Foundations of KS+

Learning about the Foundational elements of KS+

=» Chapter 1: Learning Foundations of Kickstart+

(©) DAY 1: Onboarding to KS+ expectations setting

® What to expect through Noogler Essentials

(=] DAY 1: Google’s Evaluation Process: GRAD

® Explain Google's performance evaluation philosophy and process (individual + pod metrics,
GRAD)

(=] DAY 1: GRAD: KS+ Performance Evaluation

® Explain the performance evaluation metrics for sellers in KS+ (core vs GBO vs PGAs)

[-] DAY 2: KS+ Customer Relationships

® Customer relationship and best practice on call volume and outcomes

[ DAY 2: Ads Growth Formula Intro

® Intro to the AGF: How we work with our customers

(<] DAY 3: Introduce Yourself: KS+ Seller

® Intro to the role: How we introduce ourselves (fun)

(5] DAY 3: Account Assignments

® Understand how Account assignment works (New Q3 2022 model)

F DAY 4 or 5: Course 1 Milestone assessment
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Week #1

MODULE 1

CHAPTER 1:
Learning
Foundations
of Kickstart+

/

€ back to Week 1
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Chapter 1:

Learning Foundations of Kickstart+

Welcome to Noogler Essentials

Welcome to the Team

@ 15 minutes) Do you want to give feedback on this section? Click here.

-

Learning Path/ To Do’s i 9

° Watch Welcome to Kickstart+ Noogler Essentials

° Watch Welcome to KS+

@® John Sullivan, VP Global Acquisitions 7 =

Welcome to the team!

E Set up some time with sellers and manager on your regional KS+ team to get to know each
others.

9 Use the in-office days to get coffee, go on a walk, get a tour of your office, go to lunch, and
learn more about your teammates. Enjoy!
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<ty


https://threadit.app/thread/yjl8qbyvcyq84lp82v2r/message/di2yri85uqz3nanlwhroik10?utm_medium=referral-link
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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€ Course 1: Foundations of KS+

Chapter 1:
Learning Foundations of Kickstart+
Google Performance Evaluation: GRAD

@ 30 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

E Explain Google's performance evaluation philosophy and process (GRAD)

o~

Learning Path/ To Do’s i 9

(=] Attend Google’s Evaluation Process: GRAD live session ( D
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https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Chapter 1:
Learning Foundations of Kickstart+
KS+ Seller Performance Evaluation
@ 30 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

E Explain the performance evaluation metrics for sellers in KS+ (core vs GBO vs PGAs)

& Explain core metrics (35% points, 35% UAA, 30% Rev); PGAs

Learning Path/ To Do’s i 9

E Attend KS+ Core Metrics live session ( FRPNAID)
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https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Chapter 1:
Learning Foundations of Kickstart+
Customer Relationships
@ 30 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

(Q Understand what is expected with customer relationship and best practice on call volume
and outcomes

P 4

Learning Path/ To Do’s i 9

o Watch KS+ Customer Relationships Best Practices:
® EMEA, Brendan Turner
® AMER, Ryan Musso
@® APAC, Carmen Siu

Fieldwork m

Now that you’ve learned about the intro to our program, it’s time to get a closer look at
how your teammates schedule their days and weeks for optimal performance.

E Set up a 1:1 with your mentor and interview them about their current book of business and
how they plan their week + customer calls.

B Take notes in workbook. Make sure to fill in the notes on the Fieldwork section of your
workbook.

& ¥
4 A


https://threadit.app/thread/l3k7u4cfsq48uljjuul2/message/cdn7x1wpqdtez3dypzslz9le
https://threadit.app/thread/r4rz2jc37piy40ewtcmm/message/nc5w9dh0la1tm0jzd9p1ddmo
https://threadit.app/thread/u67wqstq058e9g30zvts/message/ruwkiiw8svpc4rasq36ejgkx?utm_medium=referral-link.
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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€ Course 1: Foundations of KS+

Fieldwork: Learning Foundation of KS+

Set up a 1:1 with your mentor and interview them about their current book of business

and how they plan their week + customer calls.

% ACTIVITY @ 30 minutes}

Mentor El
99 Prep Questions B 1:1Notes
1. How many account do they have? Write your notes here:

1. Are all accounts active?
2. What kinds of accounts are they
working with?
2. How many accounts are they trying to
get in contact with?
3. How many calls do they have each
week?
4. Are they hitting target as a pod?
5. If no, how do they work together to
“fill the gap”
6. What advice do they have for you s
you onboard to KS+?

Here




GCS Noogler

E
€ Course 1: Foundations of KS+
Chapter 1:
Learning Foundations of Kickstart+
Introducing Yourself & Ads Growth Formula
@ 30 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

Q Understand the Ads Growth Formula and how we use this to partner with our customers
Intro to the AGF: how we work with our

g Introduce yourself on a call to a customer

Learning Path/ To Do’s i 9

° Watch: Ads Growth Formula for Google Customer Solutions
® John Nicoletti, VP Global Product & Sales Activation

° Watch: Ads Growth Formula Intro
@ Alex Kelsen, KS+ AMER. Deck HERE

° Watch these videos on how we introduce ourselves for the following customers:
® To an NBS NBS customer
® To an SSU SSU customer
® To an Agency customer -

Fieldwork m

Now that you know a bit more about the role of a Kickstart+ rep, the Ads Growth Formula
that we use with our customer journey, and how we introduce ourselves, is your turn!

«= Partner with either you mentor or another Noogler, and set up time to alternate your
“practice intro.” Give each other feedback, as you will be asked to do this again for your
Milestone assessment 1, graded by your manager.
® Be sure to include elements of the Ads Growth Formula in your intro


https://drive.google.com/file/d/1xT15_f5OOUU8evObLVSvIdqkYTOBYm-M/view?ts=61e8d07d
https://threadit.app/thread/tsxz6qkh9m6ktp4z4wmb/message/qr7vc5fgfhmfi721oeqnjhwd?utm_medium=referral-link
https://docs.google.com/presentation/d/1wqzucquMD1uOfRt46aTdi9Dl1-16bEHwLMlpeGgrIno/edit?resourcekey=0-y1IH8F3NVhGRpPFbE6kKEw#slide=id.g120f464519b_0_0
https://threadit.app/thread/f4a9fv1t2jv9431bjng7/message/hucx4an17ll02se5yuykm450?utm_medium=referral-notification
https://threadit.app/thread/gx1kyg1djpciw6ea1omi/message/g2rvpex0v7hg3laluf02mwzf
https://threadit.app/thread/mkkfvlud2g8ofw5hqz3g/message/bsd4gkr3w5bs7rjwvnbeoxzm?utm_medium=referral-link
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Chapter 1:
Learning Foundations of Kickstart+
@ 40 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

Q Understand how accounts will be assigned to you throughout the quarter, and when they
will leave your books.

P 4

Learning Path/ To Do’s i 9

E Attend Account assignments 101 live session ( aenoan
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https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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-

It's now time to put your learning together from
Course 1, Foundations of KS+, in the form of a
milestone assessment.

For this assessment, you will practice your intro as a KS+ Seller. Follow the steps below, and
send the recording to your manager for grading and feedback. Feel free to rewatch the intro
videos for ideas. You will be assessed following this rubric.

@ 30 minutesD

@ * PRE WORK: Add Threadit as a chrome extension to record your video
@ <= Pick a customer - can be any business you'd like.
@ B Record a threadit video of you “mock” introducing yourself to the customer:

® Outline our program, goals, roles, expectations, etc.
® Introduce the Growth Formula

@ <: Share the recording with your manager for grading and feedback.

@ B Set up a 30m 1:1 with your manager to review your intro and feedback.


https://docs.google.com/spreadsheets/d/1REhSYzDHx_9CsU04IkPlL9PrY_88zZGJgtsIPsltWzg/edit?resourcekey=0-XXG0q5J1ND-wBpyU-HEiTA#gid=0
https://chrome.google.com/webstore/detail/threadit-for-chrome/loipjkkngcodmcpagpkookkjdaalmpoj

€ Table of contents

Week #2

MODULE 2

Customers
We Work With

Learning about the customer nuances,
relationships, and outreach flow for each
of our acquisition channels

To-Do:

v/ Schedule a 45m 1:1at the end of the week with
your manager for milestone assessment 2.

@ Key Noogler objectives:

v/ Understand the different types of customer we
work with on Kickstart+, and we handle customer
communications for each

v/ Complete Milestone 2 with Manager

GCS Noogler
E 11
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€ Table of contents

Customers We Work With

Learning about the customer nuances, relationships, and outreach flow for each of our
acquisition channels

=» Chapter 1: Assisted Sign Ups (ASU)

(=] DAY 1: Internal Sync

® Conduct an internal sync with NBS to understand customer MOs, media plan, and launch plan
(<] DAY 1: Intro Call

® Conduct an NBS intro call to ensure handoff excellence

(< DAY 1: Launch Call

® Conduct an NBS launch call with proper expectation setting and customer centric selling

(5] DAY 1: Pipeline

® Working with NBS: pipeline management, deal pacing, working together

<> Chapter 2: Self-Sign Ups (SSU)

= DAY 2: Uncovering Contacts

® Understand strategies & resources for finding correct POCs for Google Ads accounts and
company org structure

(=) DAY 2: Outreach

® Outreach 101

(&) DAY 3: Outreach

® Uncovering Contacts

(5] DAY 3: Outreach Messages

® Craft and deliver tailored outreach messages

) DAY 4: Discovery Call

® Host a discovery call uncovering customer MOs

(5] DAY 4: SSU Operational Excellence

@ Identify workflow & organizational strategies for maintaining required volume of outbound
efforts

=> Chapter 3: Agency Partners (3P)

) DAY 4: Working with Agencies 101

@ Leverage all tools available for agency and customer contactability

® Navigate the specifics of an Agency world: mapping, stakeholders, value-adds, etc.
@ Craft and deliver tailored outreach messages based on agency best practices

@ Host a discovery call uncovering agency + customer MOs

F DAY 5: Course 2 Milestone assessment
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Week #2

MODULE 2

CHAPTER 1:

Assisted Sign
Ups (ASU)

/

€ back to Week 2

rit



GCS Noogler i

E
€ Course 2: Customers We Work With
Chapter 1:
Assisted Sign Ups (ASU)
Internal Communication
@ 45 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

B Conduct an internal sync with NBS to understand customer MOs, media plan, and
launch plan

P 4

Learning Path/ To Do’s i (V]

© Watch: Intro to Working with NBS

® Review: Working with NBS 101

© Review: NBS/ KS R&Rs training

° Watch: Mock Internal Sync
® AMER: John Larson (KS+), Eliza Lukens-Day (NBS) Scenario
® Tip: Watch at 1.5X speed

@© AMER: Review the Deal hand off training P

Fieldwork m

Now that you’ve learned about how we work with NBS, it’s time to get a closer look at live
NBS and KS+ partnered calls.

B Work with your mentor to get on one of three NBS calls:
® Internal sync

B Make sure to fill in the notes on the Fieldwork section of your workbook. Review any
outstanding questions you have from this shadow session(s) with your mentor.


https://threadit.app/thread/ybouu5ps9v2nmmggyuie/message/ykagkpyqe3ab5fkgqz0vyc7b?utm_medium=referral-link
https://docs.google.com/presentation/d/1sD2QpO8FlKDqF1s7eqwc-GxjYm4d8X8_cH-VZymcZUA/edit?resourcekey=0-trqG0Kq2SeZXhirZPVLyvA#slide=id.g11eee118dc2_0_1558
https://docs.google.com/presentation/d/1Hv5aOj0U8YehiRe4ZwvhnIt2iwTltk2YOIXXXWFT050/edit#slide=id.p
https://docs.google.com/document/d/1SgprfYaZdoU9TQw3sIeAkfUQZ2CSunYpUdZWEo3O7-Q/edit?resourcekey=0-DK1a_1shEotBmfReVlTPaw
https://drive.google.com/file/d/1IknfzYk6p1CVoye5EohMlf_NgXX4V8Cl/view?resourcekey=0-ibRZstd7fMN4t30XrMor7A
https://docs.google.com/forms/d/e/1FAIpQLSdsnPW_IyVTavGveC9joWmOZNzE2aXxSPoc_2BuxfaYg6-kQg/viewform
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Fieldwork: Shadow NBS and KS+ Calls

Internal sync

Work with your mentor or your teammates to get onto the three types of NBS and KS+
partnered calls: 1) Internal sync 2) NBS customer intro call 3) NBS launch call. Make sure to
listen for the following key themes below, and take you notes for what you learned.

% ACTIVITY @30 minutes>

NBS Rep: note here
KS+ Rep: note here

j Mentor 8

99 Prep Questions B 1:1Notes
1. What is the business model? Write your notes here:
2. What is the customer MO?
3. What are the customer KPIs? Here
4. What Google Ads campaigns are

being built for this customer’s MO?
5. Did you notice anything that could be
improved?
6. Biggest takeaway from the meeting?
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Chapter 1:
Assisted Sign Ups (ASU)
NBS Intro Call
@ 25 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

B Conduct an NBS intro call to ensure handoff excellence

Learning Path/ To Do’s i (V]

° Watch: Mock NBS Customer Intro Call
® John Larson (KS+) + Eliza L (NBS, Claire (Mock Customer) Intro Call

V.

Fieldwork m

Now that you’ve learned about how we work with NBS, it’s time to get a closer look at live
NBS and KS+ partnered calls.

Y« Work with your mentor to get on a call shadow for:
® NBS customer intro call

Make sure to fill in the notes on the Fieldwork section of your workbook. Review any
B outstanding questions you have from this shadow session(s) with your mentor.
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https://drive.google.com/file/d/1n6FcoX0MYhYGXmw3yamy5bXdeoWi5aBW/view?resourcekey=0-UGWkUiF0vddp9IL7F2FsOg
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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€ Course 2: Customers We Work With

Fieldwork: Shadow NBS and KS+ Calls
NBS Intro Call

Work with your mentor or your teammates to get onto the three types of NBS and KS+
partnered calls: 1) Internal sync 2) NBS customer intro call 3) NBS launch call. Make sure to
listen for the following key themes below, and take you notes for what you learned.

% ACTIVITY @30 minutes>

NBS Rep: note here
KS+ Rep: note here

j Mentor =)

99 Prep Questions B 1:1Notes
1. What is the customer POC'’s role at Write your notes here:
the company?
2. Is the POC the decision maker? Here

3. Is the customer MO defined? Is it
confirmed by the customer?

4. Are key customer KPlIs clear?

5. Did the KS+ rep clearly define next
steps and expectations?

6. What Google Ads campaigns are
being built for this customer’s MO?

7. Did you notice anything that could be
improved?

8. Biggest takeaway from the meeting?
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Chapter 1:
Assisted Sign Ups (ASU)
NBS Launch Call
@ 30 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:
B Conduct an NBS launch call with proper expectation setting and customer centric selling

P 4

Learning Path/ To Do’s i (V]

© Watch: Mock NBS Launch Call
® John Larson (KS+) + Eliza L (NBS, Claire (Mock Customer) Launch Call

V.

Fieldwork m

Now that you’ve learned about how we work with NBS, it’s time to get a closer look at live
NBS and KS+ partnered calls.

Y« Work with your mentor to get on a call shadow for:
® NBS launch call

B Make sure to fill in the notes on the Fieldwork section of your workbook. Review any
outstanding questions you have from this shadow session(s) with your mentor.
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https://drive.google.com/file/d/1IUyhr_rlyWT1JkNmI8yesdTMYvSwBxF8/view?resourcekey=0-t5ZG24kyWFO_u7NgQgqy-A
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Fieldwork: Shadow NBS and KS+ Calls
NBS Launch Calli

Work with your mentor or your teammates to get onto one (or more) of the three NBS and
KS+ partnered calls: 1) Internal sync 2) NBS customer intro call 3) NBS launch call. Make sure
to listen for the following key themes below, and take you notes for what you learned.

% ACTIVITY @30 minutes>

NBS Rep: note here
KS+ Rep: note here

j Mentor 8

99 Prep Questions B 1:1Notes

1. Is the customer MO defined? Is it Write your notes here:
confirmed by the customer?

2. Are key customer KPlIs clear?

3. Did the KS+ rep clearly define next
steps and expectations?

4. What Google Ads campaigns are
being built for this customer’s MO?

5. Did you notice anything that could be
improved?

6. Biggest takeaway from the meeting?

Here
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Chapter 1:
Assisted Sign Ups (ASU)
Working with NBS
@ 15 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:
Working with NBS: pipeline management, deal pacing, working together best
practices

P 4

Learning Path/ To Do’s i 9

° Watch : Putting It All Together, NBS Plpeline and working together.

F 4

Fieldwork m

E Schedule a 1:1with an NBS rep to introduce yourself and ask questions about what you've
learned. Make sure to include questions about their experience, tips for a good account
transition, and anything else you’'d like to know.

ey
<ty


https://threadit.app/thread/qx3hy0yly4yp2fxcxaty
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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€ Course 2: Customers We Work With

Fieldwork: Getting to Know NBS

Schedule a 1:1 with an NBS rep to introduce yourself and ask questions about what you've
learned. Make sure to include questions about their experience, tips for a good account
transition, and anything else you'd like to know.

% ACTIVITY @30 minutes)

NBS Rep: note here

Mentor El
99 Prep Questions B 1:1Notes
1. Can you take me through a day in the Write your notes here:

life of an NBS rep?

2. How is prospecting going? Where do
you look to prospect?

3. How long does a typical sales cycle
take for you?

4. What percent of your prospects turn
to closed deals typically?

5. How do you best work with KS+?

6. Is there anything you've noticed that
KS+ can improve on to make the
customer handoff from KS+ to NBS
better?

Here
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GCS Noogler

E
€ Course 2: Customers We Work With
Chapter 2:
Self-Sign Ups (SSU)
Qutreach 101
@ 60 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

( Understand the how and what behind outreach
" @ Different methods of outreach

@ Different Customer profiles for outreach

® Outreach cadence for KS+

Learning Path/ To Do’s i 9

E Attend SSU & Inbound: Outreach live sessions C__ canoan )

® Review: Verbal and Email Outreach Deck

ey
<ty


https://docs.google.com/presentation/d/1WzN9ufdQm7NnuXMMqzfsTSqBZkoLo46kbTVSouKMQQQ/edit#slide=id.gb2d05515fe_0_3065
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link

GCS Noogler

E
€ Course 2: Customers We Work With
Chapter 2:
Self-Sign Ups (SSU)
Uncovering Contacts
@ 45 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

Q Understand strategies & resources for finding correct POCs for Google Ads accounts

P 4

Learning Path/ To Do’s i (V]

° Watch: Intro to Uncovering Customer Contact Information

° Watch: Uncovering Contact Information 101
® Camille Toussiant, KS+ EMEA

® Review: SSU Playbook, section 2 Finding Contacts

/’ Practice: Demonstrate ability to uncover customer contact information
® Lesson Plan Here

© Review: Find the Right POC workflow recording if additional guidance is needed

V.

Fieldwork m

Now that you’ve learned the methods to uncover SSU customer contact information, it’s
time to practice this skill.

g Ask your mentor for 2 of their SSU accounts, and the corresponding CIDs. For each account,
find at least 2 email addresses and 1 phone number that you could use for outreach. Share
back to your mentor.


https://threadit.app/thread/lh6wkr2wv4zft5pqtntt/message/afnk5y063cirdpajz2r1cszm
https://threadit.app/thread/hu02aj3lqucpssolmoow/message/ao83pvhs4xcpp2zkflge1rff
https://docs.google.com/presentation/d/1XKHBwdL36IjJbLJk_naUONWU_RMcvo5bZE14M84DbYM/edit#slide=id.g9e7289b0ce_0_136
https://docs.google.com/document/d/1VL8xz2GdnExLgDYaRbUmqXjsus7CUVlzJe6d23X1IdI/edit
https://sites.google.com/corp/google.com/dayinthelifeaccountstrategist/workflow-recordings
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Fieldwork: Finding Customer Contacts

Ask your mentor for CID of 2 of their SSU account. For each account, find at least 2 email
addresses and 1 phone number that you could use for outreach. Share back to your mentor.

% ACTIVITY @20 minutes)

j Mentor B8

B AccountCID Emails (2) R« Phone Number

Account CID 1 Email 1 Phone Number 1

Account CID 1 Email 1 Phone Number 1
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€ Course 2: Customers We Work With
Chapter 2:
Self-Sign Ups (SSU)
Outreach Messages
@ 30 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

E Craft and deliver tailored outreach messages

Learning Path/ To Do’s i (V]

° Watch: Intro to Outreach Messages

© Review: SSU Playbook, Section 3, Reaching Out

® Review: First Touch Email Examples

/‘ Practice: Customer Outreach: Email
@® Lesson Plan Here

V.

Fieldwork m

Now that you’ve learned the methods to craft an effective SSU customer outreach email,
it’s time to practice this skill.

Using the 2 SSUs that you found contacts for in the lesson prior, draft 2 effective first-touch
email outreaches. Be sure to include a strong introduction, call to action, include your
expertise, and personalize the message. Share these messages with your mentor for
feedback.


https://threadit.app/thread/knzyh89r0wzwqxm8nzre/message/j8qf5937j51frv7o5e5gj2l7
https://docs.google.com/presentation/d/1XKHBwdL36IjJbLJk_naUONWU_RMcvo5bZE14M84DbYM/edit#slide=id.ga424682534_0_128
https://docs.google.com/presentation/d/1wQLxqUNozpr9tD9ctGxqcX5diJzFGskGzpzrLUixNwo/edit#slide=id.g128ee3a8fc0_0_0
https://docs.google.com/document/d/1rIvTHNzsNMCLQTVR5N_eA0f0ejiWQzrzEtqelR0mTXI/edit?resourcekey=0-Tx_9hcsOEiDe35u0KCTXrw
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Fieldwork: Writing Outreach Emails

Using the 2 SSUs that you found contacts for in the lesson prior, draft 2 effective first-touch
email outreaches. Share these messages with your mentor for feedback.

% ACTIVITY @30 minutes)

j Mentor B8

Email 1 Draft Email 2 Draft

Noogler Writes Email here: Noogler Writes Email here:

Here Here
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E
€ Course 2: Customers We Work With
Chapter 2:
Self-Sign Ups (SSU)
Prepare for SSU Discovery Calls
@ 45 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

Y& Prepare necessary information for a Discovery Call with Self-Sign Up Customer
(2] Prepare using effective questioning to uncover customer marketing objectives and KPIs

P 4

Learning Path/ To Do’s i 9

° Watch: Intro to preparing for Discovery Calls

@ Review: Key Discovery Call Questions

® Review: Outreach Objection Handling Deck

O\ Familiarize Yourself with the Discovery Call Grading Rubric.

Q, Familiarize yourself with these effective questions to uncover MOs:
@® Acquisition Effective Questioning

ey
<ty


https://threadit.app/thread/zn50ijjsj4xnebu8y8h7/message/lcr26pe3u30hquynqdxfqynu?utm_medium=referral-link
https://docs.google.com/presentation/d/1DrjmMmpIhPfE6HXxEo0KbknVIKjz0Od11ZE4y_EQuVY/edit
https://docs.google.com/presentation/d/1Ttj40iWKQsCwGOXC_0rm1R4UjgHTG6cEZMikWOCrzHU/edit#slide=id.g984b417301_0_0
https://docs.google.com/spreadsheets/d/1rjJG6ko_N0Ico33C7uoRpL_PI1h09kMsIKGkcak-h9I/edit#gid=1561761744
https://docs.google.com/presentation/d/1mRjB-K-2fEWt4saWT9O40frfrDPGnyF0_aIk5Bw4cCA/edit#slide=id.gc9a58edac9_2_4
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link

GCS Noogler

E
€ Course 2: Customers We Work With
Chapter 2:
Self-Sign Ups (SSU)
SSU Discovery Calls
@ 45 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

B Host a Discovery Call with Self-Sign Up Customer
© Use effective questioning to uncover customer marketing objectives and KPIs

Y& Wrap up the discovery call with next steps

-

Learning Path/ To Do’s i 9

° Watch: Intro to Discovery Simulation

Q_ Familiarize yourself with these effective questions to uncover MOs:
@® Acquisition Effective Questioning

TEST YOUR SKILLS: Sign up for a Simulated Discovery Call with PopKicks.
® Review Pre-Read
® Prepare your call flow
® Record the call
@® Share the recorded call with your manager for feedback -

Fieldwork m

Now that you’ve learned all key elements of the SSU Outreach process, it’s time to
shadow some of your teammates.

%« Work with your mentor to shadow 2 SSU Intro/Discovery calls in your region. Make sure to
look for the key elements of a Discovery Call, and make notes in your workbook.


https://threadit.app/thread/b4gs155wwdzdkv59n302/message/nzbvj5tf1uajszikc3256a4x?utm_medium=referral-link
https://docs.google.com/presentation/d/1mRjB-K-2fEWt4saWT9O40frfrDPGnyF0_aIk5Bw4cCA/edit#slide=id.gc9a58edac9_2_4
https://google.exceedlms.com/student/page/343217-first-conversation-with-popkicks
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Fieldwork: Shadow SSU Discovery/Intro Calls

Shadow a SSU Intro/Discovery call in your region. Make sure to look for the key elements of a
Discovery Call, and make notes in your workbook.

% ACTIVITY @30 minutes)

NBS Rep: note here

Mentor El
Or Key Elements B Notes
1. Did the KS+ rep have a strong intro to Write your notes here:

themselves and the KS+ team?
2. Elements of expertise explained?
3. Were customer MOs uncovered?
1. If so, were they measurable, time-
bound, etc.?
4. Was there a call to action for
collaboration with Google ?
5. Were next steps clearly defined?

Here
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€ Course 2: Customers We Work With
Chapter 2:
Self-Sign Ups (SSU)
SSU Qutreach + Partnership Operational Excellence
@ 15 minutes) Do you want to give feedback on this section? Click here.
@ Learning Objectives
By the end of this module, you will be able to:
Q Identify workflow & organizational strategies for maintaining required volume of
outbound efforts to hit performance targets
Learning Path/ To Do’s i 9

° Watch: SSU & Inbound: SSU Operational Excellence Best Practices
® Jacob Clark, KS+ AMER

ey
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https://threadit.app/thread/ig5i87xrq6ivdfvhrzlw/message/ldm94f1fla2e15w5eesikzt3
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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E
€ Course 2: Customers We Work With
Chapter 3:
Agency Partners (3P)
Contactability for Agency
@ 45 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

E Leverage all tools available for agency and customer contactability. Deliver effective
outreach to agency partners.

P 4

Learning Path/ To Do’s i 9

° Watch: Working with Agencies 101 with
® Mitchel Wubben, KS+ EMEA

® Review: GCS Next: Working with Agencies Training Deck

ey
<ty


https://threadit.app/thread/b9ase44bh1q8bpzz2413/message/rvx9b5h4xqqro8synv4kjul0?utm_medium=referral-link
https://docs.google.com/presentation/d/1eQS0Sn8akA1pO5fNMBEFBbFae-6_gdJ_nf0H9_yKJO0/edit#slide=id.g12c6eb1b2f9_1_77
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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It's now time to put your learning together from
Course 2, Customer We Work With, in the form of a
milestone assessment.

This assessment will be divided into two parts; outreach, and a mock discovery call.

Your manager will send you an account, and you will find contact information for the
account. Then, you will have a mock discovery/intro call with your manager; you play the role
of a KS+ rep, your manager is the customer. You will be assessed following this rubric.

@ 60 minutes)

Part A: Outreach

@ > Your manager will send you a Google Ads CID.

@ Q Find at least 2 points of contact for the account (can be 2 emails, email + phone, etc.)

@ Draft an effective outreach email using what you learned in this course.

® Note - include the 2 points of contact within the body of the email for your
manager to see.

@ > Send the email to your manager, as if they were the point of contact for the account.

Part B: Discovery/Intro Call with an SSU

@ E Set up a 45m 1:1 with your manager.

@ L 30m: Using what you learned in the discovery call trainings, play the role of the KS+ rep
' for the discovery call. Be sure to use effective questioning and follow the outline of
the Discovery call rubric.

@ E 15m: Debrief with your manager. They will be sharing the rubric as your feedback
source.


https://docs.google.com/spreadsheets/d/1rjJG6ko_N0Ico33C7uoRpL_PI1h09kMsIKGkcak-h9I/edit#gid=1561761744

Table of contents

Product
Excellence

To-Do:

Schedule a 60m 1:1at the end of the week with
your manager for milestone assessment 3.

Key Noogler objectives:

Understand and build the appropriate Google Ads
product mix for each type of customer Marketing
Objective

Spot opportunities for Google Ads account and
campaign improvement through optimization &
launch, as it relates to Kickstart+ incentives
(revenue, points + UAASs)

Complete Milestone 3 with Manager

GCS Noogler
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Table of contents

Product Excellence

Product Excellence; building and optimizing for each marketing objective.

MO Refresher
MO Refresher: Re-introduce uncovering marketing objectives

Build for Lead Gen
Build Google Ads campaigns for Lead Gen customers (search, upper funnel if necessary)
Build for Online Sales
Build Google Ads campaigns for Online Sales customers (search, shopping, upper funnel if
necessary)
Build for Offline Sales
Build Google Ads campaigns for Online Sales customers (search, shopping, upper funnel if
necessary)
Build for Awareness
Build Google Ads campaigns for Awareness customers

Google Ads
Locate key features in the interface and articulate the function of each of them
Smart Bidding
Smart Bidding, Value Bidding
Optiscore/ AAR
Optiscore / AAR
Spotting Opportunities for Impact
Spot account opportunities for improvement through optimization & launch, as it relates to
incentives (points + UAAs)
Logging Offerings in Connect Sales
Compliantly log offerings in connect sales based on opportunities available in the account.
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Course 3: Product
Marketing Objective Refresher
75 minutes Do you want to give feedback on this section? Click here.

By the end of this module, you will be able to:

Re-introduce uncovering marketing objectives (MO Refresher)

Watch: Intro to Marketing Objective Refresher Video

Review: go/OnbMOGuide
Bookmark this for future use!

Review: go/AcqgMOQuestions
Bookmark this for future use!

Take eLearning Course: Turning Business Objective into Marketing Objectives

V4

Fieldwork m

Now that you have refreshed your Marketing Objective questioning skills, it’s time to
practice!

Using this lesson plan, test your skills on uncovering and writing a strong marketing
objective for the customer, Apptopia.

& ¥
4 1Y



https://threadit.app/thread/bkpckon0sod9trzsvyqp/message/vrm6au56ryf4fqoqed98glia
https://docs.google.com/presentation/d/1jswdL7NzpzDBUXly8_AJg4txjzTtVqohbq7-FfcXr_g/edit#slide=id.ga87ce91760_0_0
https://docs.google.com/presentation/d/1XNcumcg2PMxL-FoHgYkEeFtrd-PTTZ2UXtXt6ntnDE8/edit#slide=id.g8d96fd7700_0_0
https://skillshop.exceedlms.com/student/path/29098/activity/40356?utm_source=coursedashboard&utm_medium=gcs&utm_campaign=googleads&utm_content=marketingobjectives
https://docs.google.com/document/d/187pYxh7JKXYP0lFMbtaWl6pyspnF6L4pjvzjIVC-UdM/edit
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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E
Course 3: Product
Marketing Objective Refresher
75 minutes Do you want to give feedback on this section? Click here.

V4

Fieldwork m

W Marketing objective for the customer:

Write your strong marketing objective her. Be sure it is quantifiable, & time bound:

Here
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https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Course 3: Product
Building for Lead Generation
75 minutes Do you want to give feedback on this section? Click here.

By the end of this module, you will be able to:

Build Google Ads campaigns for Lead Gen customers (search, upper funnel if necessary)

P 4

A

Watch Intro to Building for Lead Gen video

Review: GCS Sales Hub: Lead Gen

Review: Generate Leads Customer Journey deck

Complete Building Search Campaigns simulation

Practice Lesson: Build for Lead Gen MO

V4

Fieldwork m

Now that you have practice campaign types and builds for lead gen, it’s time to shadow a
KS+ teammate for a lead gen customer build.

= Your mentor will help you find a teammate (or multiple!) that you can shadow. Feel free to
use your team’s Google chat to ask around.

B Make sure to look for the key elements of a lead-gen build, and make notes in your
workbook.


https://threadit.app/thread/vbvoa8z521cerqdd3ujw/message/j1m9fe7mls76m98qxftqscgf
https://sales.connect.corp.google.com/resource/knowledge/hub/ks-generate-leads-754720
https://docs.google.com/presentation/d/1hhMsU10btT4bt39THKGyiL1hdZIVj_cl3hCt2Bg3Ry8/edit#slide=id.g1018048f195_3_154
https://skillshop.exceedlms.com/student/path/59428-learn-how-to-create-google-search-campaigns?sid=86456ec5-bbb3-4cb5-977f-23b2c22f596b&sid_i=2
https://docs.google.com/document/d/1Ei_TcJ7Iero9QUhEofBITLrm6Z_8urik55CpqC7KNec/edit?resourcekey=0-5t9EZ2sCY_lbFuuzIS1kGw
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Fieldwork: Shadow Lead-Gen Campaign Builds

Shadow 1-2 lead gen account builds in your region. Make sure to look for the key elements of
a lead gen account build, and make notes in your workbook.

ACTIVITY 30 minutes

Account Shadowed: note here

j Mentor

Or Key Elements

B Notes

1.

What was the Google Ads product
mix for the lead gen account?

. Did anything surprise you about the

KS+ rep’s choice of campaigns?

. What kind of keywords did the KS+

rep use?

. What match type did the KS+ rep use

for their keywords?

. What bidding strategy did the KS+ rep

use? Why was this their selection?

. Did they use any “create demand”

strategies?

Write your notes here:

Here
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Building for Online Sales
75 minutes Do you want to give feedback on this section? Click here.

By the end of this module, you will be able to:

Build Google Ads campaigns for Online Sales customers (search, shopping, upper funnel
if necessary)

P 4

2

Watch Intro to Building for Online Sales

Review: GCS Sales Hub Online Sales

Review: Online Sales Customer Journey Deck

Review: Performance Max deck

Complete the eLearning for Smart Bidding
Complete Build for Online Sales Lesson Plan

Review: Campaign creation overview if more guidance is needed

Fieldwork

Now that you have practice campaign types and builds for online sales, it’s time to
shadow a KS+ teammate for an online sales customer build.

«= Your mentor will help you find a teammate (or multiple!) that you can shadow. Feel free to
use your team’s Google chat to ask around.

B Make sure to look for the key elements of an online sales build, and make notes in your
workbook.


https://threadit.app/thread/rdihpry93ygvwpmmk2e2/message/bialve1so8eg8ufsdkdzt2u8
https://sales.connect.corp.google.com/resource/knowledge/hub/ks-grow-online-sales-755497
https://docs.google.com/presentation/d/1Nq4jKtZVY8XKRNUpCLmeLwhuIsf3cengYhkaUZrUwVY/edit?resourcekey=0-uI89N6yZmXDuCrckSncI7w#slide=id.g1017be9075c_0_3435
https://docs.google.com/presentation/d/1DPjxvgngcclnInLB0H89RTYo0HLnGO9YuOS4A_GBzts/edit#slide=id.g116b2c60d3d_0_57
https://skillshop.exceedlms.com/student/path/59429/activity/83954
https://docs.google.com/document/d/179fnNpxX2gNqB3xLHvNRFyJtQW9kqLNO6HGxuTkZ5xI/edit?resourcekey=0-_0gO6NeXR0cWQFEl4covhw
https://sites.google.com/corp/google.com/dayinthelifeaccountstrategist/workflow-recordings
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Fieldwork: Shadow Online Sales Campaign Builds

Shadow 1-2 online sales account builds in your region. Make sure to look for the key elements
of an online sales account build, and make notes in your workbook.

ACTIVITY 30 minutes

Account Shadowed: note here

j Mentor

Or Key Elements

B Notes

1.

What was the Google Ads product
mix for the online sales account?

. Did anything surprise you about the

KS+ rep’s choice of campaigns?

. What kind of keywords did the KS+

rep use?

. What match type did the KS+ rep use

for their keywords?

. Did they use Performance Max? What

was the asset mix?

. What bidding strategy did the KS+ rep

use? Why was this their selection?

. Did they use any “create demand”

strategies?

Write your notes here:

Here
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Building for Offline Sales
75 minutes Do you want to give feedback on this section? Click here.

By the end of this module, you will be able to:

Build Google Ads campaigns for Offline Sales customers

Watch Intro to Building for Offline Sales

Review: GCS Sales Hub Offline Sales

Review: Online Sales Customer Journey Deck

Complete the eLearning for Smart Bidding

Complete Build for Offline Sales Lesson Plan

V4

Fieldwork m

Now that you have practice campaign types and builds for offline sales, it’s time to
shadow a KS+ teammate for an offline sales customer build.

= Your mentor will help you find a teammate (or multiple!) that you can shadow. Feel free to
use your team’s Google chat to ask around.

B Make sure to look for the key elements of an offline sales build, and make notes in your
workbook.


https://threadit.app/thread/iyri0fsklj5e2g1e24re/message/akd8xlbnccbht6gz0sdmqk9q
https://sales.connect.corp.google.com/resource/knowledge/hub/ks-grow-offline-sales-754336
https://docs.google.com/presentation/d/1Nqa8egt87pM-dl31fUnopMA304cZOW7muIwsflQozio/edit?resourcekey=0-_3uBuAEktLNdWDe5St2G6Q#slide=id.g101cf9812ea_0_5673
https://skillshop.exceedlms.com/student/path/59429/activity/83954
https://docs.google.com/document/d/1IJEJsZDtDSNIirQq0XBvwu7WAsafaDKy8GK7M-BY_vM/edit?resourcekey=0-aC209x7tBZaYUjD2yz3Hbg
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Fieldwork: Shadow Offline Sales Campaign Builds

Shadow 1-2 offline sales account builds in your region. Make sure to look for the key
elements of an online sales account build, and make notes in your workbook.

ACTIVITY 30 minutes

Account Shadowed: note here

j Mentor

Or Key Elements

B Notes

1.

What was the Google Ads product
mix for the offline sales account?

. Did anything surprise you about the

KS+ rep’s choice of campaigns?

. What kind of keywords did the KS+

rep use?

. What match type did the KS+ rep use

for their keywords?

. Did they use Performance Max? What

was the asset mix?

. What bidding strategy did the KS+ rep

use? Why was this their selection?

. Did they use any “create demand”

strategies?

Write your notes here:

Here
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Course 3: Product
Building for Awareness
75 minutes Do you want to give feedback on this section? Click here.

By the end of this module, you will be able to:

Build Google Ads campaigns for Awareness customers

Watch Intro to Building for Awareness

Review: GCS Sales Hub Awareness

Review: Awareness Customer Journey Deck

Complete the eLearning for Video Awareness Campaign

Complete Build for Awareness Lesson Plan

Fieldwork

Now that you have practice campaign types and builds for Awareness, it’s time to shadow
a KS+ teammate for an Awareness customer build.

= Your mentor will help you find a teammate (or multiple!) that you can shadow. Feel free to
use your team’s Google chat to ask around.

B Make sure to look for the key elements of an awareness sales build, and make notes in your
workbook.


https://threadit.app/thread/qa5y0rn3uw02h6z4973a/message/s64eswrhmw0q62ft4h2megfn
https://sales.connect.corp.google.com/resource/knowledge/hub/ks-increase-awareness-674781
https://docs.google.com/presentation/d/1zN9DushWSnOlNVWIFhnBqTA6Ua5nWh26FSffZYMNyYg/edit#slide=id.g10180bff117_6_4996
https://skillshop.exceedlms.com/student/path/59430/activity/83999
https://docs.google.com/document/d/14vvm2XcOylZMP8GIMkE0Ev0TLutlhtzsGk7X8L6UWpc/edit?resourcekey=0-f_PwtAzLuPlscMJXg2M74g
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Fieldwork: Shadow Awareness Campaign Builds

Shadow 1-2 offline sales account builds in your region. Make sure to look for the key
elements of an online sales account build, and make notes in your workbook.

ACTIVITY 30 minutes

Account Shadowed: note here

j Mentor 8

Or Key Elements B Notes

1. What was the Google Ads product Write your notes here:
mix for the awareness account?

2. Did anything surprise you about the
KS+ rep’s choice of campaigns?

3. Did they use Performance Max?
What was the asset mix?

4. What bidding strategy did the KS+
rep use? Why was this their
selection?

Here
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Table of contents

Navigating:

Google Ads

Smart Bidding
Optiscore / AAR
Spotting Opportunities
for Impact

Logging Offerings in
Connect Sales

back to Week 3
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Navigating the Google Ads Interface

60 minutes Do you want to give feedback on this section? Click here.

By the end of this module, you will be able to:

Locate key features in the interface and articulate the function of each of them
Spot account opportunities for improvement through Optiscore (high level)

Know and understand the tools to check campaign set-up, best practices and
performance and then subsequently up-sell

-~

2

Watch: Navigating Google Ads Interface Intro Video
Brandon Thanh Do, KS+ EMEA

Attend: Navigating Good Ads Interface Live Session

F 4

Fieldwork m

Now that you have learned about navigating the Google Ads interface, it’s time to show
what you know via a Google Ads scavenger hunt

9 Ask your mentor to send you an account via the Connect Sales link. Complete the
“Scavenger Hunt” question on the next page in your workbook.

—a
I‘


https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Navigating the Google Ads Interface

60 minutes Do you want to give feedback on this section? Click here.

-

Fieldwork m

Scavenger Hunt: Navigating the Google Ads interface

g Using the account that your mentor sent you, use what you learned in the Navigating the
Google Ads Interface trainings to find the following things in the Google Ads account.

Q Fill in this page of the workbook with your finding.
® How many campaigns are running?
O How many ad groups are in each campaign?
® What types of campaigns are running?
® Are there any columns that need to be added? If so, which ones?
® What conversions are being counted?

—a
I‘


https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Smart Bidding, Value Based Bidding 60 minutes

By the end of this module, you will be able to:

Understand and articulate the definition and use cases of Smart Bidding as it relates to
Google Ads

tCPA

tROAS

Maximize Conversions

Maximize Conversion Value

2

Review: Smart Bidding deck

Attend: Automated Bidding and Value Bidding Live Session

Complete: Measurement Foundations eLearning

Watch: Spark Video GCS Privacy B

Fieldwork m

Now that you have learned about Smart Bidding as it relates to Google Ads, it’s time to
practice spotting Smart Bidding strategies live.

g Ask your mentor to send you 5 accounts via the Connect Sales link.

’ For each of the account, review the current bidding strategies, and using what you've
learned about Smart Bidding, make notes.
® Note what bidding is being used
® Note if you'd recommend another bidding strategy
® Note why you'd recommend another bidding strategy OR why you recommend keeping
the current bidding strategy

B Fill this information in on the next page in your workbook.


https://docs.google.com/presentation/d/1VlScJNKNPqNsI9vJXDqLlexU-Cd__LUNJMe7KN9HI8c/edit#slide=id.gfc1923f7c5_0_4270
https://docs.google.com/presentation/d/1eJmwvxjtUxb3JrH6scv4j4Fmb2VEhIYsciwKTb83jCc/edit#slide=id.g4b002d8188_0_152
https://docs.google.com/presentation/d/1yuwEz7jnXi19ApsxkiXHWgJRBPuePcpSnG43G3Nt5w4/edit#slide=id.g884e616790_0_85
https://google.exceedlms.com/student/path/63697-foundations-of-measurement
https://youtu.be/ztCtD7CFJLE
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Fieldwork: Smart Bidding, Value Based Bidding

Now that you have learned about Smart Bidding as it relates to Google Ads, it's time to
practice spotting Smart Bidding strategies live. For each of the account, review the current
bidding strategies, and using what you’ve learned about Smart Bidding, make notes.

What bidding is being used

If you'd recommend another bidding strategy

Why you'd recommend another bidding strategy OR why you recommend keeping the
current bidding strategy

ACTIVITY 30 minutes
Mentor B8
B Account 7’ Current 7’ Suggested 9 Justification
CID Bidding Bidding (Why)
Strategy — Strateygy

Account CID 1 Write here Write here Write here
Account CID 2 Write here Write here Write here
Account CID 3 Write here Write here Write here
Account CID 4 Write here Write here Write here

AccountCID 5 Write here Write here Write here
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Course 3: Product
Optiscore / AAR
45 minutes Do you want to give feedback on this section? Click here.

By the end of this module, you will be able to:

Understand and articulate Optiscore and AAR, and when to use with our customers

o~

2

Watch: Intro to Optiscore

Review: AAR workflow videos

Review: AAR Objection Handling

Complete Optiscore eLearning

Test Your Knowledge via the Optiscore Simulations. Note - use the drop down function for
all of the elements below:

RSA

tCPA

tROAS

Max Conversion

Budgets

Dynamic Search Ads

Keywords

ey
<ty


https://www.youtube.com/watch?v=6wnPeqh4m2k&t=1s
https://sites.google.com/corp/google.com/dayinthelifeaccountstrategist/workflow-recordings
https://docs.google.com/presentation/d/1SavmSjWrpCCCv_n68YT4Wh2F116uw6UFf5eT-LwZ4fY/edit?resourcekey=0-hpku3qNkjOI3R73rxUDjLA#slide=id.g8c4d3a18e2_0_1343
https://google.exceedlms.com/student/collection/203874/path/455231/activity/455284
https://optiscore.gamification.website/
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Course 3: Product
Optiscore / AAR
45 minutes Do you want to give feedback on this section? Click here.

-

A

Review: AAR 101 Deck
Bookmark for future use!

Review: go/pitchoptiscore
Bookmark for future use!

Review: go/pitch-AAR
Bookmark for future use!

-~

Fieldwork m

Now that you’ve learned about AAR and Optiscore, it’s time to practice!

B For this fieldwork, ask your mentor to send you 2 live accounts that are currently in their
book. Make a list of the AAR or Optiscore you'd pitch to the customer, and why. Fill this in to
the workbook on the next page.

ey
<ty


https://docs.google.com/presentation/d/1zJxHoVFV9kCyOIos5yGRhUecUm-QEAuzRVlCq54n93c/edit?resourcekey=0-jVIxei37Nn3ertecbyLT1g#slide=id.g10f408cb9f6_0_0
https://docs.google.com/presentation/d/14PNpyuuUX-Pt4GAW6utA_5sXhXdd4QTYrA67UDlvh10/edit#slide=id.g10890a0356a_0_3520
https://docs.google.com/presentation/d/12VCmmy7mDt2sGZa-VmpY8LqcFfc5ZULI6yElLCGB2LA/edit#slide=id.gb3374677a0_1_10
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Course 3: Product

Fieldwork: Optiscore / AAR

Make a list of the AAR or Optiscore you'd pitch to the customer, and why.

ACTIVITY 30 minutes

Account 1: note here
Account 2: note here

j Mentor 8

A Account 1 =& Optiscore © Justification
Recommendations (Why)
Write here Write here Write here
Write here Write here
A Account 2 B Optiscore © Justification
Recommendations (Why)
Write here Write here Write here

Write here Write here
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Course 3: Product
Spotting Opportunities in Google Ads
60 minutes Do you want to give feedback on this section? Click here.

By the end of this module, you will be able to:

Spot account opportunities for improvement through optimization & launch, as it relates
to incentives (points + UAAS)

Log offerings in Connect Sales

2

Watch: Spotting Opportunities for Impact
Rafael Ibrahim, KS+ LATAM

Attend Spotting Opportunities for Impact live sessions A

Review: UAA and Points Max Out Guide

Complete: Optimize Google Search Ads eLearning

V4

Fieldwork m

Now that you’ve learned about Spotting Opportunities in Google Ads, it’s time to
practice! Use this lesson and the Logging Offerings in Connect Sales (next) for this

{eldwork.
For this fieldwork, ask your mentor to send you 2 live accounts that are currently in their

book. Make a list of the optimizations and corresponding Connect Sales product pitches
that you would log.

*Note, complete the Logging Offerings in Connect Sales section first.


https://threadit.app/thread/ok6u84jwu3viyf5at9k0/message/hqwfx6q4wbfqa9pwc2j0im25
https://docs.google.com/presentation/d/1Lrb9oQqQcB-QT44KJTLMhE5p4cKBZeh3wsxFDca_GxA/edit#slide=id.gb8f214f85d_0_214
https://skillshop.exceedlms.com/student/path/69580-optimize-google-search-ads-campaigns?sid=86456ec5-bbb3-4cb5-977f-23b2c22f596b&sid_i=3
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Course 3: Product
Logging Offerings in Connect Sales
60 minutes Do you want to give feedback on this section? Click here.

By the end of this module, you will be able to:

Understand compliance around pitching solutions and logging offerings in Connect Sales
Log offerings in Connect Sales

Troubleshoot offerings in Connect Sales

Review: Pitching & Logging 101

Bookmark: GCS Sales Hub Productivity Incentives
Q2’22 Quarterly Productivity Incentives

Watch: How to Log Offerings in Connect Sales
Sho Tsuyuki, KS+ AMER

Complete: Logging Points Simulation

Bookmark: Points & Offering Helps Center P

Fieldwork m

Now that you’ve learned about Spotting Opportunities in Google Ads, it’s time to
practice! Use this lesson and the Spotting Opportunities in Google Ads (previous) for this

icldwork.
For this fieldwork, ask your mentor to send you 2 live accounts that are currently in their

book. Make a list of the optimizations and corresponding Connect Sales product pitches
that you would log. Fill this in to the workbook on the next page.



https://docs.google.com/presentation/d/18h3olfNrlV9qnRyD5z-Ju3Dn9m5gM7lkXz5SVzbFWts/edit#slide=id.g123bbdc2165_0_516
https://sales.connect.corp.google.com/resource/knowledge/hub/incentives-go-gcs-incentives-675084
https://docs.google.com/presentation/d/1tMydnNgxYgoATNlWhwLhmFUjVTGA6uD18CbXmC1buog/edit#slide=id.g1018ff7acf6_0_130
https://threadit.app/thread/bbu4um9t0701ob4ae6dl/message/kmzj8sm543rduunmlj5l26ba?utm_medium=referral-link
https://datastudio.google.com/c/u/0/reporting/bd725acb-fc9a-4df2-9e19-cdb1923fe3c3/page/FVftC
https://support.google.com/ads-help/answer/9213702?hl=en
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Fieldwork: Spotting Opportunities and Logging in

Connect Sales

Make a list of the optimizations you'd pitch to the customer, and why. Then note what you'd
log specifically in Connect sales under the offering section.

ACTIVITY 30 minutes

Account 1: note here
Account 2: note here

Mentor 8
g Account E Optimization ' Justification Whrf\t offering will you
Recommendation (Why) log in Connect Sales?
Write here Write here Write here Write here
Write here Write here Write here
Write here Write here Write here Write here

Write here

Write here

Write here
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8.0

It's now time to put your learning together from
Course 3, Product Excellence, in the form of a
milestone assessment.

This assessment will test the skills learned in product excellence. It will be divided into two
parts; Lead Gen and Online Sales. For both business models, you will be asked to outline the
appropriate campaign build, and share opportunities for optimizations as it relates to
incentives. You will be assessed following this rubric.

60 minutes

Your manager will share a lead gen customer website and the customer MO.

Build an lead-gen campaign outline based on the best practices you learned in
training. Include 1) product mix 2) justification for product mix 3) recommended bidding
4) measurement

Share the completed outline with your manager, and proceed to Part B for Lead Gen.

Your manager will send you the CID for the lead gen customer in which built the
outline.

Create a list of recommendations and corresponding product pitches (via Connect
Sales) using the live Google Ads account.

Share the completed spotting opportunities and corresponding Connect Sales
pitches to be logged via a sheet.

Set up a 1:1 with your manager to review your results for lead gen campaign outline
and optimizations. They will be sharing the rubric as your feedback source.


https://docs.google.com/spreadsheets/d/1sQMYLpkU2cVrO9FBep71rREui4YfGSsOePUgdozrgVE/edit?resourcekey=0-oN8OUJkhEeZner-YO5jfRA#gid=0
https://docs.google.com/spreadsheets/d/1z-Xz6tG82LwS3Zw5aQA8IbLb847JKFOs6ZpFjRHnWJg/edit#gid=0
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8.0

It's now time to put your learning together from
Course 3, Product Excellence, in the form of a
milestone assessment.

This assessment will test the skills learned in product excellence. It will be divided into two
parts; Lead Gen and Online Sales. For both business models, you will be asked to outline the
appropriate campaign build, and share opportunities for optimizations as it relates to
incentives. You will be assessed following this rubric.

60 minutes

Your manager will share an online sales customer website and the customer MO.

Build an online sales campaign outline based on the best practices you learned in
training. Include 1) product mix 2) justification for product mix 3) recommended bidding
4) measurement

Share the completed outline with your manager, and proceed to Part B for Online Sales.

Your manager will send you the CID for the online sales customer in which built the
outline.

Create a list of recommendations and corresponding product pitches (via Connect
Sales) using the live Google Ads account.

Share the completed spotting opportunities and corresponding Connect Sales
pitches to be logged via a sheet.

Set up a 1:1 with your manager to review your results for online sales campaign
outline and optimizations. They will be sharing the rubric as your feedback source.


https://docs.google.com/spreadsheets/d/1sQMYLpkU2cVrO9FBep71rREui4YfGSsOePUgdozrgVE/edit?resourcekey=0-oN8OUJkhEeZner-YO5jfRA#gid=0
https://docs.google.com/spreadsheets/d/1GlbZxqHHKKPdbXUpVoHGZEQr72I4ndxZiuGs_Pa0mMU/edit#gid=0
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€ Table of contents

Week
#4

MODULE 4

Customer Calls &
Operational Excellence

Call planning centered around customer success
and Google incentives, finessing customer
call flow, and working with partner teams

To-Do:

v/ Schedule a 45m 1:1at the end of the week with
your manager for milestone assessment 4.

@ Key Noogler objectives:

V/ lllustrate Pre-call Planning, to maximize
opportunity via customer Call Flow

v/ Operational Excellence via Forecasting

v/ Understand working with Partner Teams

v/ Complete Milestone 4 with Manager
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€ Table of contents

Customer Calls and Operational Excellence

Call planning centered around customer success and Google incentives, finessing customer
call flow, and working with partner teams

CUSTOMER CALLS

OPERATIONAL EXCELLENCE

=» Chapter 1: Pre-Call Planning

(¥ DAY 1: Pre-Call Plan

@ Take skills learned in spotting opportunities for impact and and conduct a pre-call
plan for upcoming pitch

(&) DAY 1: Forecasting Points

® Forecast projected points for adopted tasks and prioritize top opportunities (that fit
estimated customer MO) in pre-call plan

= Chapter 2: Call Flow

(&) DAY 2: Structure / Effective Questioning / Implementation / Next Steps

@ Effectively structure call for maximum customer impact & points payout (goal is to
be able to do everything in 30 minutes)

@ Deliver efficient/effective intro & questioning - quickly get info they need to execute
on pitch

® End call with implementation of solution and tying back to customer MOs

@ Set stage for next steps/follow-up

F DAY 3: Course 4 Milestone assessment

=> Chapter 3: Operational Excellence

(¥) DAY 4: Forecasting

® Use KS+ specific forecasting tools for all metrics (regional specific)

(5] DAY 4: Logging Compliance

® Demonstrate the steps, practices, and compliance around logging meetings & tasks
(points) ex: auth form

(%) DAY 5: Book Prioritization

® Demonstrate opportunity-based book prioritization

= Chapter 4: Partner Teams

(%) DAY 5: Olympus

® Navigate to go/olympus chat for technical questions
(5 DAY 5: Tag Team

@ File a tag team case based on customer need

(< DAY 5: PSA

® Navigate to and sign up for PSA office hours


http://go/olympus
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Week
#4

MODULE 4

Customer Calls

CHAPTER 1:
Pre-Cali
Planning:

v/Pre-Call Plan
v/Forecasting Points

€ back to Week 4

11
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€ Course 4: Customer Calls and Operational Excellence
Chapter 1:
Sales excellence
Pre-Call Planning
@ 60 minutesD Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

Q Understand the customer interaction
Q Understand Pitching policy

B Take skills learned in spotting opportunities for impact and and conduct a pre-call plan
for upcoming pitch

Learning Path/ To Do’s i 9

° Watch: Intro To Pre-Call Planning
@® Review: Pre-Call Planning rubric

® Review: Pre-Call planning deck

® Review/bookmark: Pre-Call Plan outline

o Watch: Pre-Call Planning Best Practices
® Preparing your pre call plan: Jade Madison, KS+ AMER
® Forecasting points for your pre-call plan: Julie Schrader, KS+ AMER
® Anticipating common objections: Jade Madison, KS+ AMER

[ Attend Pre-Call Planning: Pre-Call Plan live sessions (G NED|



https://threadit.app/thread/ckrd5sy2ski1wqkjo8xf/message/m4ne7hr2kp7gbtyou2rd6ced?utm_medium=referral-link
https://docs.google.com/spreadsheets/d/1BNu8dnstZJQbA61M_9Nj8fgxkhr6G3DCyLPHzB8jnyM/edit#gid=0
https://docs.google.com/presentation/d/1IYKvOut5bED815YGiuhHi0Fjx-IxTgO55j0iNttFy14/edit#slide=id.g123bbdc2165_0_516
https://docs.google.com/document/d/1b0Nq7y9BvnAsc5OGabw7LTzN5thVyV3NTmOp_SSb9JM/edit
https://threadit.app/thread/cjrq0lkl6j89d6thfvtx/message/mswhz3mqrj1aoz2z0c5g6m2i?utm_medium=referral-link
https://threadit.app/thread/aihq13sdsi2qm2pysuna/message/y9ktuw2s5pefd8ssi2tswm79
https://threadit.app/thread/gaz2gk191scnc11iaqtz/message/vqnh69j117un1kckqusboh7e?utm_medium=referral-link
https://docs.google.com/presentation/d/1Ekcy8HTqEdowpU9JX5cjH4wIpBz-XAKPh_YOHwcf5QE/edit?resourcekey=0-06qYzzlw3ZNHnZ5S0aCZTg#slide=id.ga930d0c2c2_0_1741
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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€ Course 4: Customer Calls and Operational Excellence
Chapter 1:
Sales excellence
Pre-Call Planning, Forecasting Points
@ 30 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

[ Forecast projected points for adopted tasks and prioritize top opportunities (that fit
estimated customer MO) in pre-call plan

Learning Path/ To Do’s i (V]

E Attend Pre-Call Planning: Forecasting Points Live Sessions (same as Pre-Call Planning)

C ioae

® Review and Bookmark: Points Calculator for Forecasting ~

Fieldwork m

Now that you’ve learned about spotting opportunities, pre-call planning, and forecasting
points, it's time to put it all together.

B For this fieldwork, ask your mentor to send you one live account that are currently in their
book. Familiarize yourself with the account, and fill in the pre-call plan document (Make a
copy). Include at least 3 recommendations for your pre-call plan.

<: Make sure to include your offering recommendation and the corresponding points possible
to demonstrate your ability to accurately forecast points. Share back with your mentor so
that they can use this for their future calls!

& ¥
4 A


https://docs.google.com/spreadsheets/d/1e5l6b9Xnq8mZ6nmPPUh3P0RdCGDgde4VczKAjVaCS1o/edit#gid=989806345
https://docs.google.com/document/d/1b0Nq7y9BvnAsc5OGabw7LTzN5thVyV3NTmOp_SSb9JM/edit
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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€ Course 4: Customer Calls and Operational Excellence

Fieldwork: Pre Call Planning & Points Forecasting

For this fieldwork, ask your mentor to send you one live account that are currently in their
book. Familiarize yourself with the account, and fill in the pre-call plan document (Make a
copy). Make sure to include your offering recommendation and the corresponding points
possible to demonstrate your ability to accurately forecast points.

% ACTIVITY @30 minutes>

Account 1: note here
Link to pre-call plan: note here

Mentor 8

99 Questions/ Reflections

1. Were you able to find 3-5 opportunities?
1. If no, why not?
2. Did you have any problems forecasting points?

3. Outstanding questions?



https://docs.google.com/document/d/1b0Nq7y9BvnAsc5OGabw7LTzN5thVyV3NTmOp_SSb9JM/edit
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Week
#4

MODULE 4

Customer Calls

CHAPTER 2:

Call Flow:

V/Structure

v/ Effective Questioning
v/Implementation
/Next Steps

€ back to Week 4
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€ Course 4: Customer Calls and Operational Excellence
Chapter 2:
Sales excellence
Call Flow, Pitch / Optimizations
@ 45 minutesD Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

@ Effectively structure call for maximum customer impact & points won

L. Deliver efficient/effective intro & questioning, end call with implementation of solution
and tying back to customer MOs, set the stage for next steps/follow-up

-

Learning Path/ To Do’s i 9

° Watch: Intro To Call Flow
® Review: Call Flow grading rubric

© Watch: Call flow best practices:
® Adama Kay, KS+ AMER Video 1: Efficient & Effective Intro and Questioning
® Adama Kay, KS+ AMER video 2: Pitching on the Call
® Adama Kay, KS+ AMER video 3: End the call with next steps + follow ups

E Attend Call Flow: Effective Structure live session ij':)

® Review: Call flow assessment rubric P

Fieldwork m

Shadowing customer calls is the best way to understand how our customer calls flow.

a= For this fieldwork, Your mentor will help you find a teammate (or multiple!) that you can
shadow for a customer optimization or check-in call. Listen for the steps of the call flow
you just learned, and how the KS+ rep in your region navigates through the call.

B Fill out the workbook on the next page as you are shadowing the call.


https://threadit.app/thread/w4w6i5kz566otd4q0jw7/message/yvej9449ci6gefbmt7cn1w56?utm_medium=referral-link
https://docs.google.com/spreadsheets/d/1BNu8dnstZJQbA61M_9Nj8fgxkhr6G3DCyLPHzB8jnyM/edit#gid=0
https://threadit.app/thread/qwd1333wyig2cf3bhl8z/message/jbv0ymrh62gta55uqu15jrnc
https://threadit.app/thread/bqde31siuegd8hgb9atb/message/k1ofpxvly9q5ardg3swrpan0
https://threadit.app/thread/bmsynechwcdesjv01kp2
https://docs.google.com/presentation/d/1Q7rG9J2RREeB_rbRyw9WNUC5SGWPp7VlUdsZ2tTxVWg/edit?resourcekey=0-rjCPH--VlR6QtB2CbB6CQg#slide=id.g984b417301_0_0
https://docs.google.com/spreadsheets/d/1BNu8dnstZJQbA61M_9Nj8fgxkhr6G3DCyLPHzB8jnyM/edit#gid=0
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Fieldwork: Shadow Optimization / Pitch Call

For this fieldwork, Your mentor will help you find a teammate (or multiple!) that you can
shadow for a customer optimization or check-in call. Listen for the steps of the call flow you
just learned, and how the KS+ rep in your region navigates through the call.

% ACTIVITY @30 minutesD

Account Shadowed: note here

j Mentor

Or Key Elements

B Notes

1.

Did the KS+ rep follow the call flow
steps? If not, explain.

. Did the rep go through a “needs

assessment” on account
performance to date?

. What offerings did the KS+ rep

pitch?
1. Was the customer open to
these pitches?

. What objections were brought up

on the call?
1. How did the KS+ rep handle
these objections?

. Explain the expectation setting that

was done on the call.

. Did the rep close the call with a

commitment from the customer?
What was it?

Write your notes here:

Here
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€ Course 4: Customer Calls and Operational Excellence

It's now time to put your learning together from
Course 4, Call Planning, in the form of a milestone

assessment.

This assessment will be divided into two parts; pre-call planning, and a mock
pitch/optimization call.

Your manager will send you an account and corresponding customer Marketing Objective,
and you create a pre-call plan. Then, you will have a mock optimization/pitch call with your
manager; you play the role of a KS+ rep, your manager is the customer. You will be
assessed Following this rubric,

@ 60 minutes)

Part A: Pre Call Planning

@ B Your manager will pick a live customer in your team’s book, and share the Google Ads
: Account CID and customer marketing objective.

@ * Review the account, and build a pre call plan based on the best practices you learned
: in training.

@ < Share their completed pre-call plan with your manager, and proceed to Part B for the
mock pitch call.

Part B: Call Flow

@ E Set up a 45m 1:1 with your manager to do a mock pitch/optimization call. You will be
: playing the role of the Kickstart+ rep, your manager will be the customer.

@ \. 30m: Using your pre-call plan and what you learn from the call flow section, host a
; pitch/optimization call with the customer (your manager).

@ E 15m: Debrief with your manager. They will be sharing the rubric as your feedback
source.


https://docs.google.com/spreadsheets/d/1BNu8dnstZJQbA61M_9Nj8fgxkhr6G3DCyLPHzB8jnyM/edit#gid=0
https://docs.google.com/document/d/1b0Nq7y9BvnAsc5OGabw7LTzN5thVyV3NTmOp_SSb9JM/edit
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Chapter 3:
Operational Excellence
Regional Forecasting
@ 60 minUtesD Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

@ Use KS+ specific forecasting tools for all metrics (regional specific)

F 4

Learning Path/ To Do’s i (V]

E Attend Operational Excellence: Forecasting live session ( CALENDAR )

F 4

Fieldwork m

Now that you’ve learned about forecasting, it’s time to watch it live in the form of pod
meetings in your region.

aa For this fieldwork, Your mentor will help you find a pod meeting in your region to shadow. Be
sure to observe how the pod reviews their forecasts, works together to make a plan for the
week, and discusses current challenges or opportunities. Take notes on the next page in your
workbook.

ey
<ty


https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link

€ Course 4: Customer Calls and Operational Excellence
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Fieldwork: Shadow Pod Meeting for Forecasting

Shadow a pod meeting in your region. Be sure to observe how the pod reviews their
forecasts, works together to make a plan for the week, and discusses current challenges or
opportunities.

% ACTIVITY @45-60 minutes>

Pod Shadowed: note here

j Mentor

Or Key Elements

B Notes

1.

Is the pod on track to hit their
targets for revenue, points, and
UAAs?

1. If not, what is their plan?

. What elements of forecasting did

the pod incorporate to their pod
meeting?

. What there PGA forecasting

included?

. Did each member of the pod have a

role in the pod meeting for
forecasting?

. What stood out to you on the

subject of forecasting?

Write your notes here:

Here
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Chapter 3:
Operational Excellence
Compliance
@ 30 minUtesD Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

2’ Demonstrate the steps, practices, and compliance around logging meetings & tasks

You must pass the eLearning course for Sales Integrity

Learning Path/ To Do’s i (V]

© Review: Ads policy 101 training deck

Complete eLearning course: How to Sell Ethically with Sales Integrity training

ey
<ty


https://docs.google.com/presentation/d/1T7apOIBLksE14yNWMIi8AeGP91NimyVJW-DIAumx0LI/edit#slide=id.g11dfab0646b_0_1193
https://google.exceedlms.com/student/activity/263814-how-to-sell-ethically-with-sales-integrity?sid=800ba1f9-55ca-420d-9715-7c5ecb8be101&sid_i=6
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Chapter 3:
Operational Excellence
Book Prioritization
@ 30 minUtesD Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

/’ Demonstrate opportunity-based book prioritization

Learning Path/ To Do’s i (V]

° Watch: Using Connect Sales & Book Prioritization
® Brendan Turner, KS+ EMEA

V.

Fieldwork m

Now that you’ve learned about book prioritization, it’s time to get a closer look at how
your teammates prioritize their book of business based on where they are in the quarter.

E Set up a 1:1 with any of your KS+ teammates in your region and interview them about their
current book of business and how they prioritize their customers.

B Take notes in workbook. Make sure to fill in the notes on the Fieldwork section of your
workbook.

ey
<ty


https://threadit.app/thread/idh3bl7ve7eq6dzcq28a/message/vodkg8vvvc29ifsbj7tvmhr2?utm_medium=referral-link
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link

€ Course 4: Customer Calls and Operational Excellence

Fieldwork: Book Prioritization

GCS Noogler
E 11

Set up a 1:1 with any of your KS+ teammates in your region and interview them about their
current book of business and how they prioritize their customers.

% ACTIVITY @30 minutes)

Mentor

99 Prep Questions

B 1:1Notes

1. How do they prioritize their book?
1. Are they hitting targets?
2. Do they have a plan to hit targets?
2. What is the largest customer in their
book?
1. How much time do they spend
with them?
3. What is the smallest customer in their
book?
1. How much time do they spend
with them?
4. What advice do they have for you as
you onboard to KS+?

Write your notes here:

Here
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Chapter 4:
Partner Teams
@ 45 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

< Navigate to go/olympus chat for technical questions
B File a tag team case based on customer need

A Navigate to and sign up for PSA office hours

Learning Path/ To Do’s i (V]

° Watch: Olympus Chat 101
® Tiara Kurniani, KS+ APAC
® Navigate to go/olympus chat for technical questions (bookmark!)

° Watch: Tag Team 101
® Tiara Kurniani, KS+ APAC
® Navigate to go/tagteam for tag implementation (bookmark!)

° Watch: How We Partner with PSA
® Elodie Harris, KS+ EMEA
® Navigate to PSA office hours (bookmark!)

® Review & Bookmark:
@ Sales Escalation Guidebook

& ¥
4 A



http://go/olympus
https://threadit.app/thread/gw2l6ru5mrlnt3ou64v1/message/w1trfuu5qhl9kami2396xb7b?utm_medium=referral-link
http://go/olympus
https://threadit.app/thread/u6c38anwq5440lpj0744/message/mvn8s7cw2h5ytz7p77xsuwir?utm_medium=referral-link
https://threadit.app/thread/jceb00s11q39nt1jnl4s/message/veikem6irtts0sxkx1plw7ye
https://docs.google.com/presentation/d/1sP409zcIGEQauVFhXT1WtdUd_N02Ed7lQD_InInkJk4/edit#slide=id.g708fd70426_0_0
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Support teams

% ACTIVITY @ 25 minutes)

@ Learning Objectives

GCS Noogler i
E L

By the end of this module, you will be able to:

~ Navigate to the various links for our support teams

4 Bookmark these pages for future use!

=N
@ Tag Team @© Olympus & gTech ® IGT
go/tagteam Chat with an expert GCS Gtech Hub IGT Resources
Creative Brand/
[ . . Care PSA
’ Services Q Search Lift ' 9 B
Creative Works Search Lift Com Doc Sales Escalations Rules of Engagement

Brand Lift Com Doc

Who to Reach out to



http://go/tagteam
https://support.google.com/ads-help/contact/AM_Chat_Support?hl=en&visit_id=637726060780928654-965832535&rd=1
https://sites.google.com/corp/google.com/gcs-hub/onegcs-resources/gtech
https://docs.google.com/spreadsheets/d/13N5fevqCYiaWdDn4RRKKGcp_caOueir2tau_od16hv4/edit?usp=sharing&resourcekey=0-Gz-ZuFQmz1NT48VsXvfOEQ
https://sites.google.com/corp/google.com/creative-works/home
https://docs.google.com/document/d/1enYobm6AOy_s6S8xLhJzYBVo4pbmClx6xBeKHesofc0/edit?usp=sharing
https://docs.google.com/document/d/17njJPzottS4QRLICsupeGr_01c4Dl81OYnaPE7ZATzs/edit?usp=sharing
https://sites.google.com/corp/google.com/gbosalesescalations/home
https://docs.google.com/presentation/d/1QrepohSpoThDPzY9T4YwGNsA8_SmQzdAQWvF_hH_J0E/edit#slide=id.gd31801813e_0_898
https://docs.google.com/presentation/d/1sUIoUDsrERIN4GeXb3HN67HLtTp9L5v8pAdnsg0Ls1I/edit?resourcekey=0-FL4TGS0ITrcQyf9lW6csww#slide=id.gf29ca3a6a7_0_1526
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MODULE 5

Customer
Growth

Learn the KS+ way of selling with internal
tolls and insights, Ads Growth Formula,
and Digital Sophistication

To-Do:

v/ Schedule a 45m 1:1at the end of the week with
your manager for milestone assessment 5.

@ Key Noogler objectives:

v/ Use internal tools to uncover customer growth
opportunities

v/ Leverage the Ads Growth Formula and Digital
Sophistication practices to create an end-to-end
Kickstart+ customer roadmap

v/ Complete Milestone 5 with Manager
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€ Table of contents

Customer Growth

Put it all together with the Ads Growth Formula and customer digital sophistication

=» Chapter 1: Internal insights & tools

(=) DAY 1: Customer Opportunities

® Use internal tools for customer opportunities; keyword planner, performance planner,
audience insights

(&) DAY 1: Customer Analysis

® Use internal tools for customers' analysis; deep dive into Connect Sales - search benchmarks,
collateral

(5] DAY 2: Market Analysis

® Use internal tools for market analysis; wildcat, collaterals

(&) DAY 2: PGA Planning

® Use internal tools for PGAs planning + pitching

=» Chapter 2: Winning with AGF

(5] DAY 3: Framework
® Leverage the AGF deck and framework for various customer scenarios
® Connect each step of the growth formula with Google Ads solutions + optimizations

=» Chapter 3: Growth with Digital Sophistication

(5] DAY 4: Growth with Digital Sophistication
@ Identify customer’s digital sophistication level
@ Identify solutions to progress customer digital sophistication as it relates to marketing

objectives
@® Pitch solutions to customers to prepare them for future SSG team growth

F DAY 5: Course 5 Milestone assessment
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Chapter 1:
Internal Tools and Insights
Customer Opportunities
@ 30 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

‘\ Use internal tools for customer opportunities; keyword planner, performance planner

P 4

Learning Path/ To Do’s i 9

o Watch: Intro to Internal Tools for Customer Opportunities

© Review: Keyword planner deck

® Review: Performance Planner Deck

’( Bookmark: Objection Handling Chatbot

V.

Fieldwork m

Now that you’ve learned about using internal tools for customer opportunities, it’s time
to practice.

g Ask your mentor for a customer CID. Using this CID, practice:
® Using keyword planner to unlock new keyword opportunities
® Use performance planning to unlock new opportunities

B Make sure to fill in the notes on the Fieldwork section of your workbook. Review any
outstanding questions with your mentor. Share this info with your mentor, as it might help
them optimize or upsell their account!


https://threadit.app/thread/eb7j3os0iiwv4ow34xt5/message/na0mq7n0j1kbx1ampuem32we?utm_medium=referral-link
https://docs.google.com/presentation/d/1tzmzAh90METBXQI1tKWvZv0uo82a9Yv3UddgFyNPgBY/edit#slide=id.g10974dd466f_0_2035
https://docs.google.com/presentation/d/1I171bhyWLJO4lqE5lGVt2xYK1BN1GMpwIjNTYHINvUM/edit#slide=id.gdc5b190d95_3_207
https://sites.google.com/corp/google.com/max-psa/home
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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€ Course 5: Customer Growth

Fieldwork: Using Internal Tools for New Opportunities

Ask your mentor for a customer CID. Using this CID, practice:

1. Using keyword planner to unlock new keyword opportunities
2. Use performance planning to unlock new opportunities

% ACTIVITY @ 30 minutes}

Account CID: note here

5 Mentor 8

Or Keyword Planner Insights B Performance Planner Insights
Write your keyword planner insights Write your performance planner
here: insights here:

Here Here
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Chapter 1:
Internal Tools and Insights
Customer Analysis
@ 30 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

‘\ Use internal tools for customers' analysis; deep dive into Connect Sales - search
benchmarks, collateral

P 4

Learning Path/ To Do’s i 9

o Watch: How to use Connect Sales Collateral
® Mina Song, KS+ APAC

F 4

Fieldwork m

Now that you’ve learned about using Connect sales for customer opportunities, it’s time
to practice.

g Using the same CID as the internal tools fieldwork:
® Practice pulling Connect Sales collateral as demonstrated in the video.

B Make sure to fill in the notes on the Fieldwork section of your workbook. Review any
outstanding questions with your mentor. Share this info with your mentor, as it might help
them optimize or upsell their account!

& ¥
4 A


https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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€ Course 5: Customer Growth

Fieldwork: Using Internal Tools for Customer Analysis

Using the same CID as the internal tools fieldwork:

1. Practice pulling Connect Sales collateral as demonstrated in the video

% ACTIVITY @ 30 minutes}

Account CID: note here

j Mentor 8

W Connect Sales Collateral

Write or link you Connect Sales collateral insights here:

Here
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Chapter 1:
Internal Tools and Insights
Market Analysis
@ 30 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

‘\ Use internal tools for market analysis; wildcat, collaterals

Learning Path/ To Do’s i 9

o Watch: How to use Wildcat for market analysis
® Heejung kim, KS+ APAC

Fieldwork m

Now that you’ve learned about using Wildcat for customer market analysis, it’s time to
practice.

g Using the same CID as the internal tools fieldwork:
@® Practice pulling Wildcat data for customer market analysis as demonstrated in the video.

B Make sure to fill in the notes on the Fieldwork section of your workbook. Review any
outstanding questions with your mentor. Share this info with your mentor, as it might help
them optimize or upsell their account!

& ¥
4 A


https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link

GCS Noogler
E 11

€ Course 5: Customer Growth

Fieldwork: Using Wildcat for Market Analysis

Using the same CID as the internal tools fieldwork:

1. Practice pulling Wildcat data for customer market analysis as demonstrated in the video

% ACTIVITY @ 30 minutes}

Account CID: note here

j Mentor 8

® Wildcat Insights:

Write or link your Wildcat insights here:

Here
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Chapter 1:

Internal Tools and Insights
PGA Planning

@ 30 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

‘\ Use internal tools for PGAs planning + pitching

Learning Path/ To Do’s i 9

o Watch: Using Internal Tools for Pod Insights & PGA Planning
® Stefano Bulabula, KS+ EMEA

© Review: PGA Hub in the GCS Sales Hub
® Review current quarter priorities

ey
<ty


https://threadit.app/thread/ar13tq7djftpifpzyb21/message/h33yyq6fqtn2w4pke1gi7gj0
https://sales.connect.corp.google.com/resource/knowledge/hub/pga-and-pai-793969
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Chapter 2:
Winning with Ads Growth Formula
@ 60 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

m Leverage the Ads Growth Formula deck and framework for various customer scenarios.

B Create an intro slide and talk track for future use with customers

P 4

Learning Path/ To Do’s i 9

° Watch: Understanding the GCS Customer Journey

® Review: Ads Growth Formula Seller Workbook
® Bookmark for future use!

® Review: Onboarding Guide

o Watch: Connect Sales Collateral video
® Introduction to AGF with Kyra Brook (KS+ AMER)
® Pre-Launch Call with Savannah Andre (KS+ AMER)
® Expectation setting post launch with Waner Lang (KS+ AMER)
® Expectation setting post launch with Dina Agalarova (KS+ AMER)
® Optimization call with Ala Bughrara (KS+ AMER) o

Fieldwork m

Now that you’ve learned why the Ads Growth Formula is so important for KS+ and our
customers, it’s time to customize your own seller slide for future calls.

B Using the Onboarding guide, make a copy and customize the “Meet your Google partner”
slide (slide 2) as an intro for your future customers.

B Record a Threadit video using your intro slide, introducing the Ads Growth Formula. Refer
to Kyra's threadit video HERE. (0:00 - 2:34)

'<: Share the Threadit with your manager and your mentor for review.


https://drive.google.com/file/d/1xT15_f5OOUU8evObLVSvIdqkYTOBYm-M/view?ts=61e8d07d
https://docs.google.com/presentation/d/10746Ph1QQYAYJ9JZQIAm5LxDc-gML0a52Z9v0RAW9WE/edit?resourcekey=0-0agAJOGVC53NU4zCzQJnhQ#slide=id.geda23cc867_5_462
https://docs.google.com/presentation/d/1WB4a5LtXVBTmQaL_QeC7wXAHQBJPQpcyB_QOBdHppA0/edit?resourcekey=0-pXBk5RnLdUMB6oQBuEDjXQ#slide=id.g10469c63085_0_215
https://threadit.app/thread/pl15pijk9gmobu09fdf2/message/x6nkejo7sqsm7wieifh8n3d4
https://threadit.app/thread/ie4jk7if17ufin8kn8pr/message/f690o32fpj7jtezl2deutoil?utm_medium=referral-notification
https://threadit.app/thread/vorgrufybcw6gxdoria8/message/hu4xcw2np9o7z0kv8o3iciit
https://threadit.app/thread/bioovqan9zuwqkacjrgo/message/wni5bquo7gs2at028o3cagmd
https://threadit.app/thread/umdbktodc1fyij4wgtrc/message/l9ud82rnr26zglgi0m3oet3w?utm_medium=referral-link
https://docs.google.com/presentation/d/1WB4a5LtXVBTmQaL_QeC7wXAHQBJPQpcyB_QOBdHppA0/edit?resourcekey=0-pXBk5RnLdUMB6oQBuEDjXQ#slide=id.g1038e7b8be6_0_0
https://chrome.google.com/webstore/detail/threadit-for-chrome/loipjkkngcodmcpagpkookkjdaalmpoj
https://threadit.app/thread/pl15pijk9gmobu09fdf2/message/x6nkejo7sqsm7wieifh8n3d4
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link

€ Table of contents

Week
s

MODULE 5

CHAPTER 3:

Growth
with Digital
Sophistication

/

rit

€ back to Week 5



GCS Noogler

[2
€ Course 5: Customer Growth
Chapter 3:
Growing with Digital Sophistication
@ 45 minutes) Do you want to give feedback on this section? Click here.

@ Learning Objectives

By the end of this module, you will be able to:

Q Identify customer’s digital sophistication level

Q Identify opportunities to improve customer success via digital sophistication level
improvement

Q, Identify solutions to progress customer digital sophistication as it relates to marketing
objectives

Learning Path/ To Do’s i 9

E Attend Preparing for digital Sophistication live session ( Caenoan

° Watch: “Digital Sophistication 101"
® Brandon Cota, KS+ AMER

© Review: Getting to know Digital Sophistication Levels

® Review: Digital Sophistication Dashboard
® Bookmark for future use!

Fieldwork m

Now that you’ve learned about Digital Sophistication in Google Ads, it’s time to practice!

B For this fieldwork, ask your mentor to send you 3 live accounts that are currently in their book.
For each of the accounts, use what you learned from the DSL module to make notes on:
® Current Digital Sophistication Level
® Recommended optimizations to improve their digital sophistication level
® Justify your recommendations


https://threadit.app/thread/j5rwuho0zlu7idfhc84d/message/xkz9o8mpa0iq89pfloswwsuo
https://docs.google.com/presentation/d/1DOWTmvmpk-a4Qa_COA38xkHG8n2Wo0kD6vO_l4EyYl0/edit#slide=id.gb1dc9b5a86_1_4
https://data.corp.google.com/sites/vjo24918ynqk/digital_sophistication/
https://docs.google.com/forms/d/e/1FAIpQLSfIovpRhw11pHZ7VZ5XdVa4ywa-sRQjpqN3MIyiYQkVjt2d2Q/viewform?usp=sf_link
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Fieldwork: Improving Customer Performance with
Digital Sophistication Levels

Ask your mentor to send you 3 live accounts that are currently in their book. For each of the
accounts, use what you learned from the DSL module to make notes on:

1. Current Digital Sophistication Level
2. Recommended optimizations to improve their digital sophistication level

3. Justify your recommendations

% ACTIVITY @30 minutes>

Mentor =
* Current DLS re- * AL Justification
g Account Foundational, Foundational, Offerings to Wh
intermediate, Advanced) improve DSL Gl
Write here Write here Write here Write here
Write here Write here Write here Write here

Write here Write here Write here Write here
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It's now time to put your learning together from
Course 5, Customer Growth, in the form of a
milestone assessment.

This assessment will use everything you've learned through course 5 and the whole of
Noogler Essentials to create an upsell pitch for a customer. You will be assessed following
this rubric.

Using the insights tools, AGF framework, and DSL guidelines you learned in course 5, you will
create an upsell pitch for a customer.

@ 60 minutes)

@ > Your manager will send you a customer CID and detailed MO
@ A, Use any of the tools that you learned in course 5 to find an insight for an upsell

@ B Use this template to create a pitch deck, that will be shared to your customer (played by
your manager)
@ include data or insights
@® incorporate AGF framework
® incorporate DSL recommendations

@ E Set up 45m with your manager for the mock upsell call
® 30m mock upsell call
® 15m feedback


https://docs.google.com/spreadsheets/d/1fOkCZhQ-zVnpAfpO1vpfFeaPLnuKpK9VU_TXK-nsl44/edit#gid=0
https://docs.google.com/spreadsheets/d/1fOkCZhQ-zVnpAfpO1vpfFeaPLnuKpK9VU_TXK-nsl44/edit#gid=0
https://docs.google.com/presentation/d/1O5M6qxRo9BjAcoUO6JOJKbZoBI03zGjdn_3nhaEwSAI/edit?resourcekey=0-Hq5zPvqLn3x-5IF5yyj73g#slide=id.g1352e15d904_0_4387
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Congratulations!

You’ve completed
Kickstart+ Noogler Essentials

Qe

g
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