SOUL
SEARCHING
2021
P A R T

O N E

A Red Lab Report basis Google Trends 2021
Navonil Chatterjee

Joint President & Chief Strategy Oﬃcer, Rediﬀusion

SEARCHES DON’T LIE
They say numbers don’t lie. Especially if
those numbers are search numbers.
That too on Google, the world’s foremost
search engine. At Red Lab, we tracked the
Google Trends Report of 2021 to bring
to you a 5-part series on the emerging
trends basis people’s online behaviour
and what they searched for last year.
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FROM ADAPT TO ADEPT
While 2020 saw us learning to adapt to new ways
of living, in 2021, we leveraged our experience,
resilience and inquisitiveness to become adept
at these new ways. Of the billions of searches we
see every day, 15% are brand new1 — from new
user segments, across categories, and for all
kinds of queries.
Shoppers are increasingly relying on digital to
evaluate their options and make sense of this
torrent of information. For example, in 2021, we
saw a 41% increase in search interest
in “which brand is good”2 as
people looked to build their
consideration sets.
Research also showed that
83% of Indian consumers
agreed that they would
purchase from a brand
that provided helpful and
trustworthy information
when they were exploring
options.3
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Relevance and Trust are
therefore becoming more
critical than ever to help
shoppers overcome the
decision and doubt paralysis.
People are increasingly
concerned about privacy,
security and transparency,
and are willing to invest time
and resources into ensuring
that brands align with their
value systems and beliefs.

A word of caution also to those
marketers who thought that
sustainability is just a ‘nice to do’
thing. It is increasingly becoming a
‘must do’ with “sustainable” rising
to its highest search interest within
the last ﬁve years in India in 20214
as consumers now expect the
brands they choose to share the
same higher purpose.
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In this report we focus on the ﬁrst of those 5 big emerging trends:

1

DIGITAL IS THE
NEW MAINSTREAM
If 2020 saw millions of consumers
migrate online, 2021 showed the
staying power of digital. From
shopping to services, new users who
may have begun their online journeys
due to necessity are now proactively
deepening their usage. Speed,
convenience and price are just a few
of the reasons more consumers are
now choosing digital-ﬁrst lifestyles.
Here’s proof:
In 2021, almost two-thirds of Indian
consumers3 surveyed made the
majority of their purchases online.
65% of Indian shoppers went online
to buy a product they previously
bought in-store.
Nine in 10 oﬄine buyers are using an
online touchpoint for information in
their purchase journey.2
Search interest in online shopping
has grown by 32% in India.
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100%

+

Search interest in
same day delivery grew
by 38% as consumers seek
to replicate the instant
gratiﬁcation of in-store
shopping that they are
used to.
Shoppers are looking for
free and reliable delivery,
with up to 30% growth in
search interest in
free delivery.

38%

+

30%

+

India saw 38% growth in search
interest in QR codes as more
consumers opt to use QR codes
when ordering food, getting more
information, or making payments.

38%
+90%

+

Search interest in digital loans grew
by 90% as Indians explore the idea of
lending through online platforms
and mobile apps.
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We see 100% growth in search
interest in online sale days as people
do more online research to ﬁnd out
when their favourite brands are
holding sales.

Search interest in livestream
grew by more than 28%.
Search interest in virtual try on
increased by up to 55%, with
consumers using virtual tools to
try on makeup, apparel, and more.

28%

+

55%

+

100%

+

YouTube search interest in short videos grew by more than 100%, as India
embraced bite-sized digital content.

Finally, India posted a higher digital adoption growth in 2021 than other
regions like the U.S., China and the E.U. Indeed, we are witnessing the staying
power of digital.
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FROM NECESSITY
TO AFFINITY

They say necessity is the mother of invention.
True in 2020, it was necessity that drove people
online to survive the consequences of a global
pandemic. But the 2021 results show that it has
moved beyond necessity into aﬃnity where digital
is increasingly becoming a way of life. Beneﬁts like
time and cost savings, ﬂexible payment options,
diversity of product oﬀerings and delivery services
are motivating shoppers to choose digital-ﬁrst
experiences. Today, consumers are not only
seeing digital as an easier option for completing
their research, but also as an easier option for
completing their purchases.
The coming of age of digital into mainstream can
be characterized by 4 sub-trends:
1.

New users and businesses online:

Today, India has 600 million smartphone users
and that number is increasing by 25 million every
quarter. More and more people are also looking
for ways to become online merchants, with search
interest in sell online growing by 17%.
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2. Online-ﬁrst shopping experiences:
Rising searches not only show how shoppers are
using digital channels as a helpful tool for
decision-making and to build their consideration
sets online, but also to complete their purchases.
3. Digital in our day-to-day:
People are expanding the use cases for apps and
technology in their day-to-day lives, as well as
experimenting with new digital services like
online loans & contactless payments. The ease
and convenience of digital wallets are converting
consumers for good, with India seeing 5x growth
in contactless payments in just ﬁve years.
4. Preference for digital formats:
Searches for digital formats continue to gain
momentum as Indian consumers immerse
themselves online. Streaming on connected TV
has taken oﬀ,4 and short videos are becoming
popular more quickly. Live commerce is
expanding its reach,5 virtual try-ons are on the
rise, and even when people take a break from the
screen, they’re opting for content like podcasts6
and audiobooks, which they can enjoy on-the-go.
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MARKETING IMPLICATIONS

FROM COVID-PROOF TO FUTURE-PROOF
What started out as a way to support business
during Covid times has today become a
non-negotiable way to do business if you want to
future-proof it. McKinsey’s prediction on the four
big trends that are going to inﬂuence business
going forward are “a combination of heightened
connectivity, lower transaction costs,
unprecedented automation and shifting
demographics.” Our take on the marketing
implications based on the Google 2021 Trends
report is as follows:
1.

Elementary, My Dear Marketing Manager

The magnitude of the shift to online as a preferred
channel for so many people in India is a clear sign
that digital is where the masses are at. This means
that channel strategies that only rely on “above the
line” advertising for mass reach will be sub-optimal.
Is your audience and media strategy reﬂecting the
reality of where audiences are today? The moot
point: Forget digital as a complementary strategy –
the money that is left over after you have utilized
your TV budget – and make it elementary!
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2. Your Storefront Is Where Your Shopper Is
Consumers expect to be able to fulﬁl their shopping
needs whenever they need, and wherever they are.
We know purchase decision-making is not linear;
there is a complicated web of touchpoints that
diﬀer from person to person. And brands need to
be ready to meet people wherever they are on their
shopping journeys and create helpful bridges to
take them one step closer to their storefront.
Show up for people searching for what you’re
selling by featuring your products on free listings in
the Shopping tab on Search. Shorten the path from
your ad to your virtual storefront by connecting your
product feed to either Video action campaigns to
drive customers to your site, or App campaigns to
take them to your mobile app. With new
innovations like Google Lens, more people are
browsing online for inspiration in fresh, unique ways.
Marketers may ignore this implication only at their
own peril since search interest in “open now near
me” has grown over 1.6x in India year over year.
One of India's leading marketplaces, Flipkart,
implemented Smart Shopping campaigns to reach
more shoppers online. The brand successfully
drove 1.3x higher ROI and 1.75x uplift in traﬃc.

open now near me
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3. Create Seamless Online-Oﬄine Experiences:
Digital is levelling the playing ﬁeld for businesses.
Traditional industry norms such as size of stores and

63%

+

oﬄine shoppers
use Search

57%

+

online touchpoints

retail legacy matter less in the next normal where,
68% of Indian consumers surveyed expect to buy
from any store they want online.7 Even those who
purchase oﬄine still refer to digital channels during
their research journey - 63% of urban oﬄine shoppers
use Search just before their purchase,8 and overall,
there has been a 57% increase in the use of online
touchpoints in consumers’ paths to purchase.9 This
means that every brand has the opportunity to enjoy
borderless growth, especially those that focus on
seamless online-oﬄine experiences for their
customers by integrating and innovating across
functions, channels, and formats.
A good example of this is CaratLane, a digital-ﬁrst
jewellery brand, which provides virtual jewellery
try-on experiences and AR-VR enabled consultations
to create phygital experiences that transcend
physical distance between the brand and consumers.
Almost half of consumers surveyed felt that
immersive technology like AR, VR and 3D content
helps them feel more connected with products, and
61% say they are more likely to buy from a brand that
uses these technologies.10
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REMEMBER,
JOY IS IN THE INSTANT:

Whoever said pleasure does not
come in an instant needs to re-think
again. The future’s not only digital, it is
also instant. The success of Swiggy's
Instamart which specializes in
delivering groceries within 15 to 30
minutes, mirroring the instant
fulﬁlment shoppers would get from
an in-store shopping experience, is a
testimony to that. The grocery
delivery service has expanded to
seventeen cities in India and has over
two million transacting users. Brands
need to keep in mind that time and
cost savings are the two beneﬁts
people value most in online
shopping, so long delivery times and
shipping fees are deal breakers that
can upset any digital apple-cart!
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