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Search+ Display Variance in Media Studies

Studies and recent published observations have focused on the associative impact of Search
Engine Marketing (SEM) and Display media. Published findings have sought to establish and
quantify the halo effect of the two interactive media channels and understand how they work
together. While there appears to be broad consensus among all the experts, there is significant
variance in what is believed to be the percentage of impact associated with these activities. The
variance ranges anywhere from 22% to 244%, depending upon the proponent.

While much of this is predicated on how the study is designed and what baseline is utilized in
the published findings, some clear direction needs to be set on how best to implement
measureable studies on a client basis. It should also be noted that all the activities have been
sponsored or undertaken by commercial concerns using their own capabilities.

Three types of work have been reviewed: Ad Server sponsored, publisher sponsored, and
practitioner reported. Comprehending the scope of each area leads us to propose a structured
methodology to determine what may be implemented effectively within TruEffect’s
DirectServe™ framework.

Ad Server Sponsored

The Atlas® study of 2006 provided an early positioning by the Atlas® team into the associative
impact of search and display media. The study looked at the association between display click
users, search click users, and search click plus display impressions over a single month.

The study highlighted a number of interesting associations related to frequency and also sought
to propose a lift of combined media click and impression, versus display click only. As with
many studies published recently, the associations can only be determined to be, at best,
directional for a variety of reasons. First, the underlying methodology utilized by Atlas has
some intrinsic flaws that will typically understate the strength of the association. Atlas’s
measurement, like most major ad servers, is predicated on a third party cookie. These are
typically deleted at a rate of up to 60% per month. This means that, assuming a normal
distribution, there is a decrease of around 2% per day. Over a 30 day period, this would create a
variance of around 42%. The real impact will be smaller, though dependent upon the elapsed
time of the contributing advertisers’ typical sales cycle®. This may actually account for variance
at the individual level highlighted in the study.

The second aspect of the study to consider is the accurate assessment of the display media via
the baseline of display click. In relying solely on click-through as a metric for display, it
defocuses readers from the relative impact of the display media. The detail of the study actually
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comprehends the needs of the analysts to understand the impact of frequency in the mix. This
suggests that the structuring of the data by month is fairly flawed in terms of the study’s design.
A better design would align the campaigns by days from inception. This would more reliably
determine how media distribution is working and how the number and quality of searches
changes over time, rather than relying on the more arbitrary date approach.

While we agree with the conclusion of the study to centralize measurement, we do not
recommend the manner or efficacy of the third-party approach.

Publisher Sponsored

In late 1996, Yahoo! published a ComScore supported study “Close the Loop. . .”. The study
looked at campaign results of Fortune 100 companies across multiple vertical categories. The
study reaffirmed the associations and proposed that those users exposed to a combination of
search and display increased their purchase of the advertisers’ products and service by 244%
online and 89% offline. The study also found that trademark searches increased by 26% during
the campaign flight of a display campaign. This is close to the overall lift identified in the Atlas
study of 22%.

Unlike the Ad Server studies, the publisher study is looking at the overall halo between media
stimulated users and those not exposed to media. Given the way users browse, and their
continual exposure to media, we would expect a large differential which would not necessarily
be representative of media impact, but more of users’ internet habits.

It‘s our opinion that this overstates the relative impact of a combined search and display model.

Practitioner Reported

Unlike the more refined studies described above, the practitioner reported results lack some of
the measurement standards. But they do highlight the types of impact that SEM and display
media practitioners are seeking when they deploy search and display, and work from a common
measurement space. Most practitioners are less focused on the click-through lift and more on
the overall cost of action or acquisition.

Looking across three different sources there is a consensus range of 20%-50% net margin
improvement in lower acquisition cost. This appears to be less a relationship between search
and display, and more a “forced focus” on optimization and re-targeting. This is supported by
the typical lift in interactions of 50% to 70% over relatively short periods of time.
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Conclusions and Structured Methodology

While the general consensus is aligned between all the different study groups, the different
measurement methodologies and experience-based activities direct the advertiser to structure
elements of analysis within their own framework in order to add a level of control to their search
and display mix. The common foundation is a single cookie infrastructure, as utilized by
DirectServe™, which is significantly less vulnerable to the identified third party cookie deletion
impacts. Additionally, controlled optimization and ad rotation provides significant lift in close
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