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Search Remains the ‘Killer App’

Source: Rubicon Consulting (9/08, n=3,036 web users ages 13 and older)

12.7 billion searches by US users in 
December (comScore)

Google, Yahoo, MSFT own 94% of 
search volume (Google = 65% - 72%) 
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Search Consistent Across Age Segments

Source: Pew Internet & American Life Project (2009); data based on telephone interviews with thousands of US adults between 
8/06 and 12/08
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Search Plays Key Role in Product Research

Sources: Krillion-eTailing Group (2008), n=1,000
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Awareness

Consideration

Purchase

Search engines used at the “top of the funnel” but also 
throughout the “buying cycle”

Online buyers 29%

In-store buyers 30%

Source: comScore (2008), data drawn from Google consumer electronics purchasing study (2007)

The ‘Consumer Purchase Funnel’

Online buyers 9%

In-store buyers 11%

Online buyers 17%

In-store buyers 17%
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Majority of Transactions Happen Offline

Even as more people research online, they still buy in stores

E-commerce <4% of US retail

Source: US Census Bureau, Q3 2008
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Disconnect between Consumers & Advertisers

• Consumers use search for product research but it doesn’t work (right 
now) to find products offline

• There’s a gap between consumer interest/intent and advertiser 
capabilities and content (esp. when consumers “ready to buy”)

• Tracking offline sales referred by search also a historical problem
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Search Geotargeting Delivers Highest Value

Source: MarketingSherpa survey, 2008
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Closing the Gap

Aligning online research with offline purchase 
intent

Finding a way to show consumers what’s on 
sale and where – in search ads

Doing this in automated, scalable way

SmartDelivery offers new opportunity



Reaching Me

Greg Sterling

greg.sterling@gmail.com

Blogs: 
Screenwerk.com 
Searchengineland.com 
LocalMobileSearch.net
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