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S E A R C H

I S  A  B E H A V I O U R  A N D  N O T  A  C H A N N E L .  

At the On the
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W H A T  D O  W E  N E E D  T O  
T A K E  I N T O  
C O N S I D E R A T I O N  
L O O K I N G  A T  2 0 2 4  
O N L I N E  A U D I E N C E ?

still controls 
almost all 
of the search 
market share with

61.4% of the total 
global population.
Gen Z takes a big part of 
that

W H E R E  P E O P L E  A R E  B U Y I N G  O N L I N E

(retail ecommerce sales 2022 worldwide: 5.7 trillion $)

Websites 
reviews

impact purchasing 
decisions for over

Inclusive Search



T H E Y  G O  T O

or

5

G O O G L E  S V P

of young people, when looking for a 
place for lunch, don’t go to Google 
Maps or Search.

Inclusive Search
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I F  Y O U  A R E  L O O K I N G  F O R  S O M E T H I N G  T O  
B U Y ,  Y O U  A R E  M O R E  O F T E N  T H A N  N O T  

L O O K I N G  F O R  I T  O N  A M A Z O N .  

People don’t think of Amazon as search, but

Inclusive Search
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V O I C E  S E A R C H  

A P P

M A R K E T P L A C E

S E A R C H

F O R U M S

S O C I A L  M E D I A

V I D E O S

I N F L U E N C E R S

P A I D  M E D I A

A N D  R E A C H  O U T  T O  A L L  A U D I E N C E S  
A N D  A T T R A C T  A L L  I N T E N T S   

T O  W I N  A N D  T O  B E  R E L E V A N T  
W E  N E E D  T O  E N S U R E

Inclusive Search
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P E O P L E  S E A R C H  F O R  P R O D U C T S  A N D  I N F O R M A T I O N  W I T H  M U L T I P L E  P L A T F O R M S  

I N F O R M A T I O N A L  S T O R Y  T E L L I N G E N T R A I N M E N T I N S P I R A T I O N C O M M E R C I A L  

Inclusive Search
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T I K T O K  
V I D E O S

Y O U T U B E  
S H O R T S

I N S T A G R A M  
R E E L S

P I N T E R E S T  
I D E A  P I N S  

S N A P C H A T  
S P O T L I G H T

Inclusive Search
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Maintain content consistency across platforms, with nuances based on 
customer profile. Design for the most algorithmically mature platform  and 
adapt based on required components for each retailer. 

E N G A G I N G R E L E V A N T
S A L E S -
O R I E N T E D

Inclusive Search



G O O G L E  M A N A G E D  T O  C L O S E  T H E  G A P  B E T W E E N  O L D  A N D  N E W  S T Y L E  O F  O N L I N E  S E A R C H I N G  

H I D D E N  G E M S  &  S E R P  
E V O L U T I O N  

K N O W L E D G E  P A N E L  
&  G R A P H

G E N E R A T I V E  S E A R C H  
E X P E R I E N C E

Source: Search Engine Land

People Also Ask 

Hidden Gems Knowledge Panel

Top Stories 
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C O N T E N T  Y O U  W I L L  S E E :

YouTube Videos

TikTok Videos

Reddit Posts

Tweets

Instagram Posts

Blog Posts & News Articles

Inclusive Search
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Strategically engage users through a 
full-funnel search approach on 

Pinterest, addressing user needs at 
each stage

Milka Privodanova, Head of Sales, EMEA

Inclusive Search

E N D L E S S  D I S C O V E R  

An Inclusive Search Methodology 
across Meta becomes a more literal 
and physical possibility. MetaAI is 

powered to search

Meta Team UK & EMEA

I N S P I R A T I O N  I S  O U R  F U E L  



16

-3%

390%

-12% -15% -15%

19%

-3%

43%

-19%-100%

0%

100%

200%

300%

400%

500%

Google TikTok Pinterest YouTube Facebook Instagram Amazon Reddit Twitter/X

%
 C

ha
ng

e 
in

 U
sa

g
e

Change in Target Audience Platform Usage Since 2020

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

All UK

Target Audience

Proportion of Industry Related Searches by Platform

Google TikTok YouTube Amazon Instagram Reddit Facebook Pinterest Twitter

Inclusive Search

V E G A N  F O O D  B R A N D
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V E G A N  R E C I P E S

Search opportunity

1,000 SV 73% PS 450 SV 51/100 Trends 9.2M Posts

vegan recipes 22,000 74% 5,200 51 9.2M 500

vegan meals 6,200 72% 1,000 57 1M 970

easy vegan recipes 2,900 72% 700 47 1000 80

healthy vegan recipes 1,200 72% 200 49 30,000 10

quick vegan recipes 250 73% 10 22 1000 10

vegan breakfast recipes 400 74% 100 41 5000 0

vegan lunch recipes 300 71% 10 54 500 0

how to cook vegan food 100 62% 100 34 100 0

vegan recipe books 10,000 55% 70 16 70 9,000

Keyword
(out of 100) (Insta)

Inclusive Search

(popularity score)

500 SV
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U P P E R  F U N N E L  U S E R

vegan recipes how to cook vegan food Easy vegan recipes 

Inclusive Search
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L O W E R  F U N N E L  U S E R

vegan recipe books  

Inclusive Search
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D I S C O V E R D E C I D E P U R C H A S E  

vegan recipes vegan recipes how to cook vegan food Easy vegan recipes vegan recipe books   
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S E A R C H  I S  A  
B E H A V I O U R  N O T  

A  C H A N N E L

O P T M I S I N G  Y O U R  
W E B S I T E  O N L Y  

I S  N O T  E N O U G H
M E A S U R E  I S  T H E  

M A I N  C H A L L E N G E

Inclusive Search
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