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Search projected at 8% growth in 2009 by
Pricewaterhouse Coopers
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32% said they couldn’t
live without email

25% said they couldn’t
live without search

7% said they couldn’t live
without Instant Messenger

6% said they couldn’t
live without
communicating via
social networking sites
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SEA= Contextual Advertising
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 The largest search marketing
companies all have technology
to support link buying programs

 In order to rank, relevant
content and link purchasing is
essential

» Currently neither Google nor
Yandex penalize sites for
relevant textual bought links

 Yandex sandbox effect is
reported at 6+ months
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"Blended search" takes the focus from the
sponsored links. On average it reduces the time
consumers spend on advertising material by
40%.

Integration of image, video and map content affect
user behaviour throughout the study base.

The young target audience spends less time on the
sponsored links compared with the elderly and
also make a clearer distinction between what
which is advertising material and in search
results.

59% of the time spent on the images at the top and
the first 7 organic matches for Nokia N95
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In most cases Google remains the dominant search engine
Search is a dominant form of online advertising investment
Google is challenged in Russia and Czech Republic
Different paradigm for SEO success in Russia

Blended search takes the attention away from paid search
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