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Search advertising trends and opportunities

Google analyzes its search engine data in order to provide advertisers with actionable insights. By knowing
consumer search patterns, such as which keywords people are typing and where they want to buy items,
advertisers can more effectively create and target ads to reach people, whether they're exploring the
options or they're ready to buy.

Using search for local advertising

Most consumers search for things they want to find locally, like a nearby restaurant or a neighborhood
retailer that has a particular product in stock. As a result, 4 in 5 consumers say they want ads customized
to where they are: their city, zip code, orimmediate surroundings (source ).

According to one study, half of the people who conduct a local search on their smartphone--and 34% of
those who search on a computer or tablet--visit a store within a day (source). Then, product information in
hand, they often head to brick-and-mortar stores.

This means it's a good idea to use location extensions in your search ads. You can also use location bid
adjustments to fine-tune bids for specific areas, like cities or zip codes. And don't forget to include easy-to-
find directions, inventory, and pricing when people land on your site or app.

Consumers also say they do searches throughout the product-buying process, from inspiration to research
to purchase to post-purchase (source ). This means advertisers have a variety of contact points where
they could potentially influence potential customers. Look at each touchpoint to see if you can tailor the
experience to your local market.

Mobile ads and search

Smartphones are an ever-more-essential tool in people’s busy lives, not just for communication but for
finding and buying products and services.

This makes mobile ads a great bet for advertisers, and studies confirm that consumers are receptive to
seeing them. Fifty-nine percent of people say they find mobile ads useful (source ), and 56% of
smartphone users have done a mobile search after seeing an ad (source ). Seventy three percent of
mobile searches trigger additional action and conversions (source ).
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So whether you're focused on performance in a campaign or on building a brand, mobile advertising is a
powerful way to reach your audience.

Using search for brand marketing

When people do a search for a product or service, they expect brands to deliver just the right solution in
their moment of need.

Whether you're a small business or a global brand, you have to be comprehensively and consistently there
for consumers, providing relevant information and a seamless buying experience that delights your
customers. You can make this happen by thinking about how people might look for your brand or store.

You can use free tools like Google Trends to figure out a plan of action, confirm your hunches, and dig
deeper. If you can focus on what consumers want in their moments of need, ensure that you're there when
someone searches for you, and provide a great buying experience, you'll start to build a following and a
preference for your brand.

Next we'll discuss how search can fulfill advertisers’ objectives.
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Consumer behavior and the impact of search

How consumers use search

The simple ability to type keywords in a search engine has profoundly changed the ways that people work,
play, and run all aspects of their everyday lives. Consumers no longer go online; they live there, where
they’re continually seeking all kinds of information, from trivia to deals to the hottest brands. According to
Google data, people conduct more than 100 billion Google searches each month (source ).

What people want

When people realize they want or need something--a product, a vacation, a family activity, a piece of
information--they instinctively turn to search. People search during micro-moments throughout their day, in
“want-to-know,” want-to-go,” “want-to-do,” and “want-to-buy” moments. They search from their computers
at home, and from their mobile phones and tablets while on-the-go.

Each of these many searches represents an opportunity for marketers looking to influence consumer
decisions and preferences. If you can be there when someone’s looking for the kinds of products or
services you offer, you're positioned to make the sale. The companies and brands that can most effectively
appeal to consumers and meet their micro-moment needs are the ones that will come out ahead.

Next we'll look at search trends and opportunities.
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How search advertising can fulfill client objectives

Google search ads can be a game-changer for reaching potential customers, leading to more online and
store sales, phone calls, leads, and brand awareness.

According to one study, search ads drove an average increase of 6.6 percentage points in top-of-mind
awareness. And when participants were asked to recall up to five brands, unaided brand awareness
increased on average by 9.2 percentage points (source ).

The next sections will take you through the different campaign types available to help advertisers meet
their objectives, as well as show you how to set up, manage, and measure search campaigns.
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Glossary

Language Targeting

Companion banner

Location Targeting
YouTube ad formats
A clickable thumbnail image that accompanies a TrueView in-stream ad. On a YouTube page, it appears next to the ad, in

the top right-hand corner (on a desktop computer). View rate

A companion banner provides continued brand presence after a video ends, and the viewer can click on it at any time. Companion banner

There are two kinds of companion banners: image and video wall. Frequency capping

Companion banners are optional. They're also displayed only in certain cases, for example, in the context of a YouTube
watch page. They dont show on embedded players, connected TWs or game consoles.

A click on a companion banner:

* gan direct to an external URL or a YouTube channel

* counts as a view, even if the viewer hasn't watched 30 seconds of the ad
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