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WHO WANTS WHAT

What you want

What search users want

http://upload.wikimedia.org/wikipedia/commons/c/c0/I_want_you.jpg


Search Marketers Search Users

WHO WANTS WHAT

What are your primary business 
objectives for your online media 

spending on search?
(paid or organic)



Search Marketers

WHO WANTS WHAT

Which of the following metrics do you 
employ most frequently when 

measuring the success of your search 
campaign?



Search Marketers

WHO WANTS WHAT

BRANDING MATTERS FOR SEARCH MARKETERS

SEARCH IS POWERFUL FOR BRAND AWARENESS

SPENDING CONTINUES DESPITE POOR MEASUREMENT METRICS



WHO WANTS WHAT

Search Marketers

ENGAGEMENT

BRANDING

GREATER ROI

OUR  VISION



Search Marketers

WHO WANTS WHAT

ENGAGEMENT

BRANDING

GREATER ROI



WHAT DO USERS DO ONLINE? (UK)

Data considers the 12 week period ending 07/08/2010

Search Users



WHERE SEARCH ENGINES SEND THEIR USERS?

Data considers the 12 week period ending 07/08/2010

Search Users

Percentage of downstream traffic sent to 
transactional websites:

• Search engines: 32.7%

• Email services: 22.3%

• Social networks and forums: 16.0%



WHERE YAHOO! SENDS ITS USERS?

Data considers the 12 week period ending 07/08/2010

Search Users

Percentage of downstream traffic sent to 
transactional websites:

• Yahoo!: 38.5%

• Google: 34.0%

• Facebook: 17.0%

• Twitter: 9.6%



How do you remember useful or interesting websites you have 

visited?

HOW DO USERS SEARCH WITHOUTH SEARCH?

Search Users

61% 
Bookmark on 

the web 

browser

39% 
Search again 

for useful sites 

they know of

29% 
Let their browser 

toolbar remember 

sites

7% 
Copy/paste into 

Word doc on 

PC

7% 
E-mail links to 

themselves

7% 
Write down the 

URL on paper

THERE ARE ALTERNATIVES TO SEARCH!

Yahoo! opt-in research panel of 10,000 internet users
Survey ran from 26th February to 8th March 2010



CONTINUOUS 
INNOVATION

WHO WANTS WHAT

Search Users

DIFFERENTIATED 
NEEDS

MORE 
ANSWERS

MORE THAN 
SEARCH

OUR  VISION
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CONTINUOUS INNOVATION

Today’s Search Experience

Tomorrow’s Search Experience

 Discovery & Entertainment 

 Make Smarter Choices

 Find the Best Answers

 Get Things Done

 Wherever the user goes

Personal Context:

 Search and Behavioral 

History

Social

Location

Search Results PageQuery

Delivering Answers, Not Links.

Query



RECENT INNOVATIONS
Intelligent Shortcuts



• More searches means more traffic

• More engaging ads formats 

Advertiser Benefits

• Simpler way to find answers fast

• Real-time trending queries

• Right-panel provides a significant 

amount of content to link directly to sites 

• Extensible to mobile platforms

RECENT INNOVATIONS
Search Direct (Beta)



THE YAHOO! AND MICROSOFT SEARCH ALLIANCE

 A global initiative and a 10 year commitment

 More value and efficiency

 Scale to speed innovation

 A better search experience for consumers

 Better results for advertisers

Worldwide transition expected to complete by early 2012

The deal explained



Improve 

your ROIWhy

join
forces

Create a 

competitive 

new choice 

in search 

Competition Efficiency

Simplify 

your 

search 

advertising

Customer service

Provide 

a better 

search 

experience 

for the

consumers

Innovation

Faster 

innovation 

through 

scale

Performance



with searchers more likely to buy

The unique searchers on Yahoo! and 
Microsoft sites are 

60% more likely 

to make purchases online 
than the average searcher.

Worldwide numbers shown. 
Source: comScore qSearch (custom), January 2011

Audience buying power index
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CONNECT YOUR BRAND



Marin Software Research

Copyright © 2010 Marin Software, Inc. All rights reserved. 

Yahoo! Microsoft Search Alliance

Cost per click

Competition

“Our findings indicate that the 
Search Alliance is clearly and 
unequivocally becoming a more 
attractive channel for paid-search 
marketers.”

“The Search Alliance has resulted 
in improved traffic quality for 
advertisers, as evidenced by 
higher conversion rates.”

“Yahoo!-Bing’s CPC consistently 
outperformed Google since the 
introduction of the alliance, and 
ended the year with a 20% 
advantage.”

Yahoo!-Bing (adjusted) CPA & Conv Rate Change with respect to competition



Yahoo! Search Experience

Search box

Algo results

web of things

Rich results

Site filters

Applications

Search Ads



IN CLOSING

INNOVATION

• Working with Microsoft to bring the search alliance to Italy

• Working with you to open up new advertising opportunities

• Move to answers, not link

• Listen to and anticipate trends

FEEDBACK

COLLABORATION

QUESTIONS?



kevin
kyer

Director - EMEA Search Marketplace

kyerk@yahoo-inc.com

THANK YOU

mailto:kyerk@yahoo-inc.com
mailto:kyerk@yahoo-inc.com
mailto:kyerk@yahoo-inc.com
mailto:kyerk@yahoo-inc.com

