Micro-Moments:
Your Guide to Winning
the Shift to Mobile

Thanks to mobile, micro-moments can happen anytime, anywhere.
In those moments, consumers expect brands to address their needs with reaHime relevance.
Here’s a complete guide with strategies, insights and customer examples for masterng micro-moments.
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About Micro-Moments

Micro-moments are
critical touch points within
today's consumer journey,
and when added together,
they ultimately determine
how that journey ends.

1. Introduction

Micro-Morments as the New Battleground for Braruds

2. Be There

Eeing There in Micro-Moments, Especially on Mobile

3. Be Useful

How to Beat Cansurner Tune-Cut with Useful Content

4. Be Quick

Speed is Key: Optimize Your Mobile Experience

5. Connect the Dots

Measuring Your Micro-Marment Strategy




Introduction

Mic
as t}

7 E!-attleqru

Our Life with Maobile

Thal devios in yaur packel o SAlng nexl 1a yau an 1he

sl by wauld pau describe 85 rale in your e ?
[ pretty much call my
phone my hifeline. [use 1t all

day, every day. If I e

me withou

ot
2ave

Wher we gslied peaple s quastian racenly, By usa:

ko " atached 10 ry hig” Butler? and Tifeine”

t1hase g nalhings w

Fnaiphans users

68%

' thesy check har phang
15 Y T
WITNN 13 rrariuies ol s Sang

up in 1he rearring
are wallireg 1a ademl hat they

3 O Oy gcludlly el “Fadus” when
0 hey dant hiawe hear phane

an Fiérm

naked.

erriak T They ra réeally sllached

? ways e har smaiphans
8 %
A0 ather sde day, and night

dlemicd By aur Side s i Iranslarmming au

Abwar aea actively fatics Wl s erabiing

rs aldaing and leaming things 115 helping
1= chsterear new idess and new businestes ' Felping

s rrEnage aur b-das wokle aur problems, and inspre

Bdich e £egrch bahadar 1% a8 gaod rellectianal ag
grawing reliance in rmany cauntres, including the =

e SeArches 1ae place an rrabie devioss han an

carmpulers” Mabile i quickly becarning aur ga-a

T i i % ;
Wibier we wan ] o nessd sarreth 14 We unein ia

carnerien!, salnitaed burs

Take the alt-quated s1a1 that

we check our phones
150 times a day.

Par it with arather hal Says we spend 177 rrardales an

aur phanes per dayt and you gel apraty Bsanating

verage & rrere 1 mindl

s s lang, dakens and darens al trries pe

b e re dpead dating wit awr phones




The Moments That Really Matter:
Micro-Moments
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Know and Grow

Your Share of Intent

Urtlarunaay, rmany brands are sl f@ing £har

WIEN H oarre s

Sarriers Take

19 There lar oo

-

| educatian

1he earrples balaw frarm Tea cakegs

and auta rice | which illusrate abrasde

oo Mem. In @ach cases hee are lals

ealagary-relevan ricm-namants happening n seach

a1y e Tirre, but brand s are missing appanuniles

18 engage becausa They re nal Shawing up

The chark ilusirale whal we rmight cal “shame af

ment” —ar haw rrany Irmes a brand lhereasa

Iractan al al caleqary rélean s e

are al Intent in the Aula lnsuranes ndustry
Brand A
BrandB
BrandC T3
o i Thare MAEsing 100,
Share al Intent in the Educatian Industry
Brand A
BrandB 121%

BrandC pa-

o i Thare Assing 100

% worlhinating 1hatihis rmissed appoariurety —1hs aw
|

enl — happening acrass deaoss, but

=aeo

. 5 . A : s 2 el .
(== dl=F ue o rrabie. And 8% cansurmers canlinge
W0 EAR O rra Dk, TS E@ven rrare mpera e o oose

& prédanc s g a0

hal hiappens when yau hald the rrirrar up B yar
e birand 7 Arsl, grab yaur rrabile desice and perlarm

w1l e ap sedehe s reldvan 10 your busness

categary e pou there? Do yau like whal

Whial abaulwhen yau da he Zane You Tube?
Mexl, wark with yaur agency araccaun! 1Earm 1a dalan
yerdr brands awn “share alintent rreric Ealuate that

relric lar categaryraevant sagches o bath rabie

il

w1l S P

and de sk rau stack up agans

= Chanoos gra waull disogwer sare

ey ST

gaps Crealesplan 1o dase thase gaps awer irme

waling paur ad e rage serass 8 graglarnumber a

ricranaments ad grawing pour Share alinlent

Wten wau Tai 1a be thenr, yau are s@mply handing

ri Mabady want

appariurel ) R T

20 fnd thase rramens

& e ey IF COrmpeliia

atien wou shauld be prezent, and digm paur hesds

FIAT drives brand goals
by being there for small
car searchers

Leam mare




Four Key Moments
to be There
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be there across all stages of
the consumer journey, not
just when someone 1s ready
to buy. To accomplish this,
consider four key moment
types that represent the full
range of user needs.
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with the right cantent is key
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Consider Both the Consumer’s
Intent and Context
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Key Questions




Be Useful

How to Beat
Consumer Tune-Out
with Useful Content
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How to Be Useful: Want-To-Know Moment

[-Want-to-Know Moments Realtor.com helps
homebuyers take

e e their first steps
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HOW tO Be UsefLﬂ I-Want-To-Go Moment .
[-Want-to-Go Argos helps customers pick

Moments 1t out and pick 1t up Argos

I-Want-To-Go Moment

Sprint drives people in-store
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How to Be Useful:
[-Want-to-Do Moments

I-Want-To-Do Moment

Home Depot
builds a helpful
how-to collection

@4

mllh on
Views

S

FWant-To-Do Moment

Unilever supports
good hair days




How to Be Useful:
[-Want-to-Buy
Moments

— I-Want-To-Buy Moment
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Key Questions

Today's consumers mave faster than ever on mabile.
Can your brand keep up? Start by asking these questions:
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recovering from an injury)?

birying &

Do you have how-ta video cantent to suppart

4 Where are consumers buying your product?

A you support consumers whao are
buying fraom you in-store or while on the go?
Are you empowering consurmers to check out

in whatever way suits their need?
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Three Ways to be Quick:
1. Eliminate Steps

1. Himinate Steps 2. Anticipate Neads
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Three Ways to be Quick:
2. Anticipate Needs

1. Himinate Steps
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Three Ways to be Quick:
3. Load like Lightning

1. Himinate Steps 2. Anticipate Neads 3. Laad like Lightning
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