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TRUTH #1

SOME MOMENTS MATTER
MORE THAN OTHERS



Google

define: micro-moment

Web Videos Images Shopping News More « Search tools

About 44,800,000 results (0.37 seconds)

mi-Cro-mo-ment

/'mikrd/ /'momant/
noun; plural noun: micro-moments

Moments when we act on a need — a need to learn something, do
something, discover something or buy something.

Intent-rich moment when decisions are being made
or preferences being shaped.



I-want-to-know
moments

71n 10

Canadian smartphone
users say they use their
phones to look up
information more now
than a few years ago.?

I-want-to-go
moments

2X

increase in “near
me” search interest
in the past year.”

I-want-to-buy
moments

70%

of Canadian smartphone
users consult their phones
while in a store.’
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Meet Erica

mortgage calculator




TRUTH #2

INTENT TRUMPS IDENTITY
IMMEDIACY TRUMPS LOYALT



MICRO-MOMENTS =

INTENT + IMMEDIACY +
CONTEXT



iIncrease in mobile's
share of online
sessions In the past
year

decrease In time
spent per visit

increase in mobile
conversion rates
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BE USEFUL







4690 LIFT IN BRAND AWARENESS
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WHAT QUESTIONS ARE CONSUMERS ASKING ABOUT YOUR

BRANDS?

best shampoo for curty hair

what is the best shampoo and conditioner for curly hair
what is the best shampoo for curly frizzy hair

what shampoo and conditioner is best for curly hair

what is the best anti frizz product for curly hair

which shampoo is best for curly hair

what the best shampoo for curly frizzy hair
which organic shampoo is best for curly hair
what paul mitchell product is best for curly hair

what is the best shampoo and conditioner for frizzy hair



®)

SHARE OF QUERIES BEST CURLY HAIR SHAMPOO

best curly hair shampoo 2 “
Brand A . 10%

. Captured
Brand B . 6%

Missing

Brand C I 4%

0% 100%
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TRUTH #3

WE ARE ALL FALLING SHORT



BEAUTY MOMENTS



Presenter
Presentation Notes
Source: Google Internal Data



I-WANT-THAT-LOOK

MOMENTS 65 s there




I-NEED-A-SMALLER-CAR

MOMENTS .\ FIRT Ve







I-NEED-MORE-ASAP
MOMENTS

IS there



HOW-DO-I-TILE-MY-BATH \@‘g R

N
O

MOMENLS




TRUTH #4

YOU DON'T HAVE TO OVER
THINK I'T



WIN THE MOMENTS THAT MATTER

www.thinkwithgoogle.com/micromoments

think with Google
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