MOBILE SEARCH MOMENTS
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Mobile search is always on, happening "
on the go, at home and at work
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Mobile searches are strongly tied to specific contexts

Shnppmg queries are 2x more likely to be in store
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: Mobile searches drive valuable Actlons triggered by mobile search
outcomes for businesses also happen very quickly

J _nf 4 mobile searchqs (/ of conversions (store visit,
trigger follow-up actions 55 /0 phone call or purchase)
happening within an hour
’% %\ ppening

25%
On average, each mobile search triggers

Continued Visited a Retailer's nea r|y 2 fO”OW-Up actions
Research Website .
~ n Product & shopping searches have a
(o) : 1
W = higher number of outcomes
18% 17% ) .
Number of follow-up actions per mobile search
Shared Information Visited a Store
\ w
A 2
17% 7% ;
Made a Purchase Called a Business 5 Beauty Auto Travel Food Tech

Google niclsen

Source: Google /N | n Life360 Mobile S rch Moments Q4 2012. Copyright © 2013 The Nielse| C mp yAII gh eserved Nielsen and h N elsen logo are registered

rademarks or trademarks of CZT, CNT ademarks, LLC. Used with permission. Other prot and s mes dmak fh espective companies,



