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R S Facts not Opinion: MarketingSherpa
i =SS | Methodology

v Primary Research from MarketingSherpa
= Survey of 3,271 SEM marketers and agencies.
= Survey of 776 affiliate marketers and merchants.

= 7 eyetracking tests of major search engines and
shopping comparison sites.

v Exclusive Data

= Unique data produced for the Guide from 16 research

sources, including Nielsen/ Netratings, Hitwise and
comScore.

v ‘Best of’ Secondary Research

Data and analysis from 49 studies, surveys &research

projects from research organizations and search
marketing experts.

Research drawn from:

i orEetmpshaipa

Search Marketing
= Beachmark Guide
= 2005-2000

= SE0 & PPC Tactics
;& Resules Data
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fmérketingsherpa #1 The U.S. Search Market

Search Market Spending (in 000s)
SEO spending $6,000,000 5550500
grew by more
than 277%. $5,000,000
$4,000,000
$3,300,000
$3,000,000 -
$2,000,000 -
7% of Paid Search 12% of Paid Search
$1,000.000 7 $660,000
$238,000
Research drawn from: $0 -
el . 2004 2005
mivkciingshorpa B Paid Search @ SEO
= Search Marketing Source: MarketingSherpa, Search Marketing Benchmark Survey, August 2005 &
: ;’;:;';:;k o Merrill Lynch, Internet Advertising Report, June 2005
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fmérketingsherpa #2 Cost per Click — 2004/ 2005

Cost per Click: Overall 2004/2005

$3.00
Growth in $2.56
Shopping engine $2.50 -
CPC outpaces
growth in $2.00 - $1.87
usage. $1.61

$1.50 $1.29 $1-34

$1.03
$1.00 |
$0.58
$0.50 -
$ ‘
Google AdWords Yahoo/Overture PPC Shopping engines 2nd tier search properties
ResearcP drawn from: 0 2004 m 2005

Source: MarketingSherpa, Search Marketing Benchmark Survey, August 2005 and
MarketingSherpa, Search Marketing Metrics Survey, June 2004

* Edlmikcinsharpa
Search Marketing
= Beachmark Guide

= 2005-2000

= SEO & FPC Tactics
;& Resules Data
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Keyword wvolume
growth slowing,
but holidays
will tell for
sure.

Research drawn from:
. | |
ﬁ:r;;mm*‘*
£ Search Marketing
& Henchmark Guide
= 2005-2006
= SEO & PPC Tactics
& Results Data

#3 Keyword Buying -
Growth 2004/ 2005

Keyword Volume - 2004/2005
12 Month Growth Rate: 90% |
6 Month Growth Rate: 36% |
20,000
17,314
15,000 14,700
10,000
5,000 -
Keywords for September, 2004 Keywords for March, 2005 Keywords for Septermber, 2005

Source: MarketingSherpa, Search Marketing Benchmark Survey, August 2005 and
MarketingSherpa, Search Marketing Metrics Survey, June 2004
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e #4 Keyword Research -
markengsherpa, | . tica| RO

Segmenting website log files

looking for highly converting
keywords
Marketer Analyzing website log files for [ G
feedback isn’t fruently Gocumng eywores  Miciurr
the best route Prrase matching mﬁ)
to identifying o

keywords. Bt metching

Negative matching

Client customer senice/sales staff

feedback
Client marketer feedback
Focus groups
Scraping/analyzing competitors'
sites
Research drawn from:
Tools from the search engines
-u-l.--'-
i j ru'kﬁmg
- Search Marketing In-house keyword software
¢ Benchmark Guide s
= 2005-2004
= SEO & PPC Tactics 0% 10% 20% 30% 40% 50% 60% 70%

& Results Bata

Source: MarketingSherpa, Search Marketing Benchmark Survey, August 2005
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Proof of the
importance of
rank, and the
uniqueness of
search engines.

Research drawn from:

¥ Edmiskciingsharpa
Search Marketing
= Beachmark Guide

= 2005-2006

= SEO & FPC Tactics
& Results Data

#5 Eyetracking - How we view search

Source: MarketingSherpa & Eyetools Inc Lab Study August 2005
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=(marketingsherpa # 6 B-t0-B Search - Impact of Rank

Impact of Rank on Organic and Paid Search
Rank 1 51.0%
You knew rank
was important - Rark 2
but especially
so in paid ads. Rark3
Rank 4 m Paid
Search
Rark 5 @ Organic
Rank 6
Rank 7
Rark8 1995 6%
Research drawn from: Rank 9 1 3.9%
P £ niiiciingshorpa Rerk 10 m37%
= Search Marketing ‘ ‘ ‘ ‘
= Henchmark Guide 0% 10% 20% 30% 40% 50% 60%
S 2005-2006
RIERC: A EPE Taelies Source: Enquiro with MarketingSherpa, The Role of Search in B-to-B

Buying Decisions, October 2004

© 2000-2005 MarketingSherpa, Inc. You may distribute this presentation providing it is not altered in any way. Thank you.



(\ . #7 Affiliates & Search
HEREREsiSE | Trademarks, etc.

Affiliates and Search

Views on how
affiliates use
TMs are We don't allow our

- affiliates to use our

Changlng fast. TMs/branded terms in

the search engine
marketing.

mJanuary '05
O August '05

We essentially
outsource our search
engine marketing to our
affiliates, and we give
them free reign with TMs

and branded terms.

50%

Research drawn from:

£ Search Marketing 0% 10% 20%
= Benchmark Guide
= 2005-2006

E S0 & PPC Tactics Source: MarketingSherpa Affiliate and Merchant Survey, August 2005
& Results Bata

30% 40% 50% 60%
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ST #8 The Impact of SEO -
~HEERESEEE | Six Months On

Lift fromSEO - Agency vs. In-house
34% of SEM 120%
110%
marketers use
an agency for 100%
SEO.
80% -
60% -
0,
40% - 8%
20%
Research drawn from:
. | |
& iy sharo 0% - |
Searels Moriidng n House SEO SEO Agency
& Henchmark Guide
2 2005-2006 Source: MarketingSherpa, Search Marketing Benchmark Survey, August 2005

= SEO & FPC Tactics
& Results Data
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“(marketingsherpa  # 9 PPC/ SEO Conversion Rates

Conversion by Campaign Goal

Awerage

|“!
™

4.2%

SEO is a huge
driver of .
‘latent’ 3.6%

Offline conversion

conversions. 28%

Specific action taken
o Paid Search
® SEO
Registration data
Delayed
eCommerce/senice
purchase 6.3%
Research drawn from:
- S eCommerce 8%
¥ ﬂﬂ'kﬁi"ﬂl‘ﬂ'ﬂl product/senice
E rchase 41%
Search Marketing pu
= Beachmark Guide
B2 S06 ‘ ‘ ‘ ‘ ‘
= 0% 1% 2% 3% 4% 5% 6% 7%
= SED & PPC Tactics

& Resulis Bata

Source: MarketingSherpa, Search Marketing Benchmark Survey, August 2005
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“(marketingsherpa  # 1 0 SEO and Public Relations

Web |mages Groups Mews Froogle more s

Google [Foliday git idea Sonch | s san

Web Results 1 - 10 of about 2,920,000 for holiday gift idea. (0.18 seconds)

News results for holiday gift idea - view twday's top st
2-:-'»} ‘A Chri rol is gift for Julian Pathways - San

Holiday Gift Idea

Omaments, Collectibles, Candles.

PRESS RELEASE: Top Ten Holiday Musical Instrument Gift Ideas for ... SR Earkatt & Moos. Fr Sheengl
.. Free Press Release Senice) “Guilar Packs” top the list of Hot Musician Holiday Gift Ideas Mol i con
(PRWEB) Movember 23, 2004 - Finding a holiday gift idea for the ...

Unigue Holiday Gifts
v prweb. com/releases/2004/11/prweb 181335 php - 34k - Dec 2, 2004 - it
Cached - Similar pages Vintage Red Cross Items - Unique

And Afferdable. Free Shipping!
www.redcross.org

Gift Ideas from Amazon

See the most wished-for gifts
Find a gift that's sure to please!
Amazon.comfgifts

. Sponsored Links
0 Union Tribune - Dec 1, 2004

Press releases
are for
customers, not
journalists.

Holiday gifts
... Giving personalized gifts to fiends. Gift Wrapping. Creative holiday gift wrappi
How to wrap gifts; Creative ways to wrap gifts; ...
vaww._essortment. comfin/Holidays. Gifts/ - 14k - C.

... Holiday craft
your child; Craft
wrww essortment

PRESS RELEASE: Top Ten Holiday Musical Instrument Gift Ideas for ...

... Free Press Release Seriace) "Guitar Packs” top the list of Hot Musician Holiday Gift Ideas
(PRWEB) November 23, 2004 - Finding a holiday gift idea for the ...
www.prweb.com/releases2004/11/prweb 181335 php - 34k - Dec 2, 2004 -

Cached - Similar pages

MNEW YORK CITY. SH
BEARS. ...
www.offerasmile.com/ -

Fruit Baskets - Gift Saskels FindChicom
AAAFUitBasket.com for Fresh Fruit Baskets - Providing daily delivery of the freshest fruit We are a free senice that helps
baskets anywherel We deliver wme baskets and tasty gourmet baskets! ... peaple find creative gift ideas.

wnw.aaafruitbasket.com/ - 16k - Cached - & www findgift. com
PROVANTAGE featured products: holiday gift ideas <nobr>main page ... Aromatherapy Gift Sets
... Holiday Gift Ideas. Hot Products. Holiday Gift Ideal Digital Imaging. Holiday Gift Idea! gmm_a‘"afa?y Gift Sets & ﬁ'ﬁ Free .
Computer Peripherals. Holiday Gift Idea! PDA's. Holiday Gift Ideal ... hipping, .G'R Wrapping & Manogram!
v, provantage.com/ buy-hfeature-hot-products-shopping.htm - 12k - Dec 1, 2004 - W stravelersblessing.com
Cached - Similar pages Harry Potter Christm:
Gift Ideas for Wizards or Muggles
lay ! 4 .
Holiday Gift Ideas Unique Handmade and Authentic

Holiday Gift Ideas. ... Woodworking Tools- Hot Holiday Gift Ideas for the DIYer Shopping
for the do-it-yourselfers on your holiday shopping list is never easy. ...
v all-intemet.com/ feature-articles-holiday-gift-ideas. htmi - 23k - Cached - Similar p

www. alivans.com

See your message here

Research drawn from: Gift Baskets at HolidayGiftBaskets.ca - A Unique Gift Ideal

For any occasion or holiday, there is a gift... Holiday gift ideas can be found for any
occasion or holiday at Holiday Gift Easke(

www.holidaygiftbaskets. ca/ - 9k - Cached -

\lar pages

j”wm@

Search Marketing Source: Shawn Collins Consulting, December 2004
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2005-2006

SEQ & PPC Tactics
& Results Bata
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Our research team
welcomes feedback
and/or questions.

Stefan Tornquist,
Research Director

StefanT@Marketing
Sherpa.com

MarketingSherpa, Inc.

499 Main Street

Warren, RI 02885

(877) 895-1717

Outside the U.S.(401) 247-7655
http://www.MarketingSherpa.com

How to get your own copy today:

Prerp—ty

Practaa’ KnowHow & Case Studes

sz " \(\arket ingsherpa

= ' Search Marketing

:. - Benchmark Guide
' J 2005-2006

SEO & PPC Tactics
& Results Data

v

i

<\

210 charts and tables; 296 pages
7 full-color eye-tracking heatmaps
v Real-life data from 3271 marketers

<

v For more information or to order call 877.895.1717 or
http://SearchMktgGuide.SherpaStore.com
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