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2024

Discovery  starts 
and  Decisions  are 
made on Google



2.5X
the searches

Growing

2X
faster

Canadians are increasingly undecided 
when researching products to buy

Source: Google internal data Canada, all retail apparel & home goods categories 

● Unbranded & Undecided (eg. Best Running Shoes)

● Brands (eg. Nike Running Shoes)   



An increasingly competitive retail environment
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Amazon and Temu driving outsized search interest in Canada 

+100% YoY

3X-10X searches



for

how to

best

compare / vs reviews

promo / 
price

new

inspo / ideas

+16%

“Vacuum for pets”

+13%

“How to fix flat tire”

+24%

“Best drill for DIYer”

+22%

“Breville vs 
Nespresso”

+37%

“Reviews for 
brake rotor”

+16%

“Keter on sale”

+24%

“New electric 
lawnmower”

+9%

“Christmas light ideas”

How customers are searching, and what descriptors they’re using: 

Source: Google internal data, All Apparel & Home retail product categories, Oct 2024 vs Jan-Sep 2024, Canada

for

how to

best

compare / review

promo / price

new inspo / ideas

+0.4 pts

“gifts for travelers”

-1.0 pts

“how to hang LED string lights”

-0.7 pts

“best ski jackets”

+2.3 pts

“pixel 9 pro reviews”

+0.5 pts

black friday mattress promos”

-0.3 pts

“new sneaker launch”

-1.3 pts

“STEM toy ideas”

Product and need over price



Retail queries surge 4 weeks before BFCM… 
especially comparisons and reviews

Ramp up in forming 
& finalizing of 

consideration sets
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Finish strong, don’t underestimate December

Cyber 12 12 Days Before 
Christmas

Retail Consumer Spend 
(Avg/Day) $1.97B $2.0B

Retail Ad Spend
(Indexed Google Data) 100 50



New User Avg Oct-Nov Jan-Feb

Amazon 5% 4%
Best Buy 37% 29%
Walmart 26% 23%

Canadian Tire 27% 24% 

Shoppers are most open to new retailers 
during holiday

Brand:Generic Ratio, Retail Categories % New Website Visitors*, Oct - Nov vs. Jan-Feb
*not seen in the last 3 months

(-1pp)

(-8pp)

(-4pp)

(-4pp)

More branded

Less branded

Cyber Week

Branded searches peak towards BFCM, 
new site visitors to retailers peaking now



-19%
YoY Demand

Source: Google Internal Data, Searches, Outerwear & Visual Crossing Weather Data, Feels Like Temperature °C, CA

Outerwear Search Demand & Weather Data
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+2%
YoY Demand

-25%
YoY Demand

+4%
YoY Demand

(-20% YoY °C) (+1% YoY °C) (+20% YoY °C) (+152% YoY °C)

Retail search demand and (warm!) weather



 

GenAI may be the best 
opportunity for Canada 
to reverse our 
productivity decline

GenAI can reverse Canada’s 
productivity decline

Source: 2022 Google Canada Economic Impact Report; Public First Research Group  

29th
Canada’s 
global rank in 
productivity

$210B
Generative AI 
impact on 
the Canadian 
economy

Customer 
service

Retail Productivity Gains

45% 45% 15%
Software 
engineering

Marketing



AI use cases for Retailers today

Digital 
Experiences

Marketing + 
Customer 
Outreach

Sustainable + 
Efficient 
Operations 



AI Overviews: 
Launched in 
Canada last week!

Digital Experiences



Proprietary + Confidential

Google AI Overviews: 
Ask Your Most 
Complex Questions



Source: 

Reduce site 
abandonment 
and increase sales

82% Avoid retail sites with 
poor experience

$2 Trillion Lost sales

Digital Experiences



GenAI 
Virtual try-on 

Digital Experiences

60% Increase in quality 
product views



Google Lens:
Search (and shop) 
what you see

Digital Experiences



Sustainable + Efficient Operations

48% 
Increase in code performance

60% 
of developers reported that 
they were able to focus on more 
satisfying and meaningful work







Product Studio: 
Creative that’s easy and on brand

Marketing



Create Assets 
Faster

§

Marketing



AI Voiceovers
+20% 
Conversions

-18%
Cost Per Acquisition

Marketing

http://www.youtube.com/watch?v=48c_tbS3WvY


Reach customers shopping online 
and in-store, powered by AI

PMax:  AI-Powered AdsIn-Store Online or In-store 

Marketing



Optimize Sales at the customer level, online and in-store

Category eComm ROAS Store ROAS

Category 1 10.5 13.1

Category 2 7.3 17.2

Category 3 8.5 18.5

Category 4 5.4 15.3

Category 5 6.1 18.7

Overall Avg. 4.8 19.7

Category 6 2.4 25.4

Category 7 4.0 28.6

Category 8 3.3 27.8

Category 9 3.0 28.9

Category 10 2.2 31.4

More 
eComm 
Impact

More 
Store

Impact

Marketing



Placeholder for Preso Summary

Canadian holiday shoppers 
increasingly undecided on products 
and brands.

Summary

1

3

2

Call to Action: Drive better results and 
save time this holiday season with 
AI-powered Retail tools

AI as a business accelerator 
across Marketing, Operations, 
and Customer Experiences
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