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http://www.youtube.com/watch?v=x7yDtJ0DrkU
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Google internal data, Global, March 2016.
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Google Internal Data, for 10 countries including the US and Japan, April 2015.

Over half of those searches
happen on mobile.
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THE WORLD HAS CHANGED…
2010 WORLD CUP, SPAIN VS NETHERLANDS

DESKTOP

MOBILE

GOOGLE, INDEXED SEARCH QUERY VOLUME
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THE WORLD HAS CHANGED…
2014 CHAMPIONS LEAGUE FINAL, ATLETICO VS REAL

DESKTOP

MOBILE

GOOGLE, INDEXED SEARCH QUERY VOLUME
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If
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How
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How should you
invest in mobile?



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem
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More moments
than ever before
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We no longer go online. We live online.



Poll: How many times a day does the 
average person check their phone?



per day

At bus stop, listen 
to new music playlist 
8:30am

Buy new tote to 
take to Coachella 
11:15am

Browse festival 
styles on YouTube
7:15pm

On bus, check email 
for sales this weekend
5:29pm

At lunch, play Scrabble 
while waiting in line
1:33pm

Use flashlight app to 
find dropped earring
11:09pm

Use maps to get 
directions to 
Creole food truck 
1:13pm

At work, book 
Coachella tickets
11:36am

Wake up and 
read news online
6:50am On the bus, read articles 

about Coachella 
8:42am

150x



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



http://www.youtube.com/watch?v=cplXL-E1ioA


I-WANT-
TO-GO

I-WANT-
TO-BUY

I-WANT-
TO-DO

I-WANT-
TO-KNOW



I-want-to-know 
moments

66% 
of smartphone users turn 
to their phones to look up 
something they saw in a 
TV commercial

65% 
of online consumers 
look up more information 
online now versus a 
few years ago

I-want-to-go

82%
of smartphone users use a 
search engine when 
looking for a local business

I-want-to-do
moments

100M+ 
hours of “how-to” content 
have been watched on 
YouTube so far this year

I-want-to-buy
moments

29% 
increase in mobile
conversion rates in 
the past year

2X 
increase in “near me” 
search interest in  the 
past year

91% 
of smartphone users turn 
to their phones for ideas 
while doing a task

82% 
of smartphone users
consult their phones 
while in a store deciding
what to buy



I-want-to-know 
moments

I-want-to-go I-want-to-do
moments

I-want-to-buy
moments

Consider the most searched topics for your brand or category. Try those searches on desktop 
and mobile. Are you there, and do you like what you see? 

What is the share of consumer intent you’re capturing with your mobile marketing strategy? 
How big is the gap versus desktop? How big is the gap versus your peer set?

Intent: Are you only there at the bottom of the funnel or are you there across the full range of 
consumer needs, wants, and curiosities? 

Context: Are you also considering the various contexts of those needs, and are you adjusting 
your strategy accordingly?



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



Make a 
moments 

map

Optimize 
across the 

journey

Understand 
customer 

needs in the 
moment

Use context to 
deliver the 

right 
experience

Measure every 
moment that 

matters

How do I
seize the 
moment?



Back Up
Detail Slides & Best Practice macy’s



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

1. Talk to your customers

2. Win mobile-centric searches

3. Answer top questions



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

1. Build content for real needs

2. Connect online to offline

3. Be mobile-optimized



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem
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1. Start with business outcomes

2. Use new tools and estimates

3. Be entrepreneurialBe accountable



INTENT CONTEXT



I’ll-JUST-DROP-IN
MOMENTS



I-WANT-
TO-BUY

MOMENTS



Macy’s Goes Omnichannel to Meet
Customers Everywhere, Online and Offline

Jennifer Kasper
Group Vice President, 
Digital Media & Multi-Cultural Marketing
Macy’s

Method
1. Deployed location ads 

on mobile with the nearest 
store location and 
click-to-call functionality 

2. Broke down silos between 
digital and physical marketing 
stores to adapt with a single 
view of the customer, 
inventory 
and business

The bottom line is, we’re indifferent 
to whether she converts in the store 
or online. We just want her to shop 
with Macy’s.

1:6
increase in 
mobile clicks vs.
desktop clicks

25%
return on 
ad spend

”
“



Macy’s Goes Omnichannel to Meet
Customers Everywhere, Online and Offline

Be useful Be accountableBe there


