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1. Introduction
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Recognizing innovation in the digital media and marketing space, it’s easy to identify the 
headline grabbers, those ‘hyped up’ devices and services such as the Apple iPhone, Joost, 
Nintendo Wii or even Second Life.  What usually gets overlooked in all the excitement are 
the more subtle refinements made to existing digital media products and services – such 
as recent advancements in the world of search engine marketing or SEM.

During the earliest days of search, innovation from major players such as Google, 
Yahoo, MSN and Ask, among others, focused mainly on the back-end, developing and 
continuously refining their search algorithms and data collection methods.  Though far 
from sexy, these efforts yielded increasingly refined search results for consumers as well 
as incremental improvement in campaign performance for marketers. In our business, 
what could be sexier than that?

Now as search enters a more mature stage of development, innovations are coming 
to the front-end, specifically to the user experience.  For example, IAC’s Ask.com, an 
early mover in this transition, currently offers arguably one of the richest online search 
experiences for users due in part to incorporating previous surfing behavior into the final 
search engine results pages.

Innovations in search do not end with subtle enhancements to search engine results 
pages.  We are witnessing nothing short of an evolution in the use and application of 
search across multiple technology platforms such as mobile and cable set-top boxes as 
well as a wide array of media content types including video, audio, blogs, etc.  Search 
is also becoming increasingly specialized catering to specific industry verticals such as 
automotive, career, pharmaceuticals and finance to name a few.  The result – search 
opportunities in the coming months and years will make today’s marketing efforts seem 
prehistoric by comparison.

In the following MC Insight, Media Contacts will provide a detailed look at some of the 
exciting search marketing trends taking place in a number of key areas:

             Vertical Search, with specific focus on video, mobile and local search
             Universal Search
             Personalized Search
             Social Search

In addition, we will put these changes into context providing case studies and key 
observations so marketers may consider which of these opportunities are appropriate for 
their ongoing digital media strategies.   Lastly, Media Contacts will provide a glimpse of 
what to expect next in the world of search marketing and how it may impact the overall 
media mix.



© 2007 Media Contacts :: Havas Digital

Introduction

4

Search Engine Marketing or SEM is no longer the exclusive domain of retailers, direct-to-
consumer and pure DR marketers; SEM is now a space all brand marketers should also 
consider to help drive and support their business objectives.  If search marketing, even in 
its most basic forms is not a founding part of your brand’s media strategy, Media Contacts 
strongly advises you to reconsider your current media mix.

We would be delighted to discuss individual business issues & opportunities, whether 
you are already a Media Contacts’ client or simply just interested in a more case-specific 
perspective. Please contact your Media Contacts account director, the appropriate Media 
Contacts’ country Managing Director or any specific author to find out how many of the 
emerging opportunities in search engine marketing or SEM could play a key role in your 
overall marketing plans.
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According to the IAB and PricewaterhouseCoopers (PWC), quarterly online ad spending 
in the US hit an all-time high in Q1 ‘07, at just under $5 billion ($4.9), an impressive 
26% increase over the previous year.  The prime contributor to this accelerated growth 
in digital ad spend – search engine marketing. 

2. SEM Coming of Age

A Brief Search Primer

Google’s mission statement is as compelling today as ever: “Google’s mission is to organize the world’s 

information and make it universally accessible and useful.” Not a new idea as such, the drive that “men 

of science should then turn to the massive task of making more accessible our bewildering store of 

knowledge” was foretold by Dr Vannever Bush’s 1945 article, “As we may think” published by Atlantic 

Monthly (see http://www.theatlantic.com/doc/194507/bush for an online version).

Following the exponential growth of the web, directories such as Yahoo 

and others came to prominence in the mid-90’s. Years later these services 

helped introduce the concept of ‘paid inclusion,’ which allowed ‘paid’ 

results appear within the natural listings.  By 2004, however, Yahoo was 

the lone major search engine still offering this service to customers.

Alta Vista, one of the first major search engines, 

debuted in 1995, bringing with it some of the 

most significant innovations to the market at the 

time. In particular, they were the first to offer 

natural language queries and advanced searching 

techniques.  They were soon followed by Ask Jeeves 

in 1997

Google, famously started in a garage in ’97, gained real momentum in 

‘98 answering roughly 10,000 queries a day. Their early success was due 

mainly to Google’s ‘yet to be replicated’ search algorithm techniques, 

relying not only on keywords but also factoring in the wisdom of crowds.  

The more incoming links to a website, the more likely a site would appear in the top query results.        

Google’s unique approach to relevance was rolled out into the Adwords model, inspired from Overture’s 

(formerly GoTo) Bill Gross traffic arbitrage model.  Born in 2000 and initially (and unsuccessfully) rolled 

out as a CPM (Cost Per Thousand impressions) model, it was upgraded in 2002 into a CPC (Cost Per Click) 

model factoring in Click Through Rate (CTR). The killer idea was to put relevance and efficiency at the 

heart of a revolutionary monetization model; advertisers pay only for users who click on their ads, and 

users get shown only ads that are relevant to their search queries. Yahoo and Microsoft soon followed 

with their own versions of the Adwords model.

 

One of the first online search engines called Archie was developed in 1990 by 

students at McGill University in Montreal.  It was initially used as a simple FTP 

archive listing tool and nd later developed into a network-wide search application. 
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SEM Coming of Age

In 2006, search represented 40% of the total $16.9 billion in digital ad spend in the U.S.    
Globally, search marketing takes an even larger slice of the digital ad spending pie.  In 
Western Europe, paid search represented nearly 50% of 2006 overall online ad spend.  In 
the UK, paid search is projected to hit 57.1% of online ad spend in 2007.

The primary contributor to this continued growth in search marketing revenue – marketers 
follow user behavior.  According to a DoubleClick study, 42% of web users find brands and 
services through search rather than radio, TV or even typing a URL into their browser.
A similar Harris Interactive study echoes the DoubleClick finding.  According to Harris 
roughly 80% of all online activity begins at a search engine. Consumers clearly use 
search for navigation as well as research and discovery.

Audience activity further demonstrates the 
importance of search.  According to comScore, 
Google generated over 37 billion searches 
in August 2007, or about 60%% of the 61 
billion search queries during the month.  Add 
in the three leading search services, Yahoo!, 
Baidu (China) and Microsoft and the top 4 
collectively generate an impressive 84% of 
all search activity on the entire planet.

Did you know?

Yahoo and Google account for over 90% of all 
‘Pay Per Click’ (PPC) spending.

Europe Channel Split 2006
1%

20%

30%

49%

paid for search

display

classifieds

email marketing

UK Channel Split (proj. 2007)

IAB estimates for actual ad spend by format are based on samples of categorised revenue
from key IAB members provided by PwC.
Data excludes unclassified figures.

0,6%

57,1%

21,5%

20,8%

Display

Classifieds

Paid for search

Solus Email

While a growing body of evidence reveals the critical need for search marketing in 
the media mix, many marketers lack a thorough understanding of ‘how’ to plan and 
implement search marketing campaigns.  In addition, the growing complexity of digital 
media suggests a need to continuously evolve search marketing capabilities to meet 
this changing environment.  Marketers need to keep up with the changes, and with the 
help of a good digital marketing agency (such as Media Contacts), evolve their strategic 
process as well.

1

2
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?



© 2007 Media Contacts :: Havas Digital

Search began as a simple text-based feature, indexing web pages and providing results 
based on keyword queries. This is clearly no longer the case today. Search has evolved 
from simply indexing text to indexing all kinds of content (audio, video, images, etc). 
In the process, search engine marketing is moving away from providing a ‘one set of 
results fits all’ query response towards customizing results according to a particular user’s 
preferences or subject of interest.

7

Broadly speaking, we can map changes to the search landscape along two axes, from 
to vertical to universal, and from social to personal. Evolution along the vertical axis is 
mainly related to back end changes, whereas evolution along the horizontal axe has more 
to do with interface changes, or user-set preferences (even if these distinctions are not 
always separated). 

We will offer insights into the evolving forms of search engine marketing and look 
specifically at how all of the various data, interface and service changes will influence 
user behavior and potentially the paid search market in the future.

3. The Evolving Search 
Landscape

Text Based
Search

Video
Search

Mobile Search Universal  Search Social Search

Image Based
Search

Localised
Search

 Personalised
Search 

Speech
Recognltlon

Vertical
Content specific

Wisdom
of

crowds
Social Personal

Universal

Behavior
based
results

All content

Text Search
your ad text here
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4. Vertical Search

When users type paris hilton, are they searching for a hotel or a celebrity?

One way to resolve this search challenge is to define the query into specific content 
categories. This is the realm of vertical search. Vertical search is a way for the engines 
to evolve their algorithms to address more specific topics while providing consumers the 
results they seek in an easier and timelier fashion.

In a previous MC Insight on search, Search Wars: The Battle for Market Share, Media 
Contacts shared thoughts on how search would evolve from global engines to vertical 
engines specializing in key areas such as travel and finance. 

At the moment, the largest categories for vertical search include: price comparison, 
health, travel, career and finance.  On top of requiring bespoke SEO strategies to ensure 
proper rankings, this vertical search trend impacts paid listings even though marketers 
are still able to reach a majority of potential customers on the dominant engines. The 
successful vertical engines attract savvy users, proving to be an area marketers cannot 
afford to ignore, particularly in competitive markets.
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Some of the more popular vertical search destinations include:

Price Comparison - Kelkoo, Pricerunner
Travel - Kayak, WAYN, Trip Advisor
Health - WebMD, Amniota.com, CloserLookSearch.com, MammaHealth.com
Career - SimplyHired.com, Indeed.com, Monster, HotJobs

Vertical search engines such as Trip 
Advisor (left) offer unique opportunities 
for marketers with keyword based 
targeting for text and image ads. The 
community aspect of these aggregators 
helps to reinforce engagement and 
contextual synergies.

Narrowing results to a vertical category allows for deeper searches, which in turn leads 
to more engaged searchers and, potentially, the opportunity to reach a more targeted 
audience at a lower overall cost.

This opportunity has not escaped Google, as shown by their release of Google COOP, a 
feature empowering third-party publishers to narrow the scope of Google to a specific 
set of websites creating, in effect, a vertical Google. This service allows media owners 
and online agencies to take advantage of Google’s algorithmic power and set up niche 
engines of their own. For example, Car & Driver Magazine set up a specialized search 
engine using Google COOP so car enthusiasts can search for automotive-specific content 
only.
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As much as this will lead contextual ads to be more relevant in the Google network, 
Media Contacts feels that it is unlikely Google COOP will emerge as the dominate vertical 
search provider in the near term.  As specialized search engines tend to tie in social 
networking features and other related content, they typically provide a richer, more 
contextual experience to users.  In the process, this approach delivers a more engaged 
audience for advertisers.

4a. Video Search

Recent trends in digital marketing, including search, all seem to include some mention of 
video, especially among industry experts and pundits.  For all the hype, video as it relates 
to search is actually a simple concept.

Issues of video copyright aside (not discussed in this report), the proliferation of video 
sharing sites are a by-product of increased user sophistication with digital video cameras 
and editing equipment.  Add the growing number of broadband-enabled internet 
connections in tens of millions of homes worldwide and we have the ingredients necessary 
to support an emerging array of video sharing services such as YouTube, Daily Motion, 
Veoh, Tudou and many others.

According to a recent release by comScore Video Metrix, nearly 75% of US Internet 
users viewed video in September 2007.  In the same release, comScore projected that 
the average viewer watched three hours of online video during the month. Overall, US 
Internet users viewed more than nine billion online videos in September.

Vertical Search

4

Below is a screenshot taken from Google’s site detailing how COOP can increase 
personalization.
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The growth potential of video is also a great lure to marketers.  According to eMarketer 
(above), 86.6% of all Internet users in the US are projected to be regular online video 
viewers by 2011, up from 62% in 2006.  Similar trends exist throughout Europe, Asia-
Pacific and are likely in any market where broadband is the predominant Internet access 
option.

Video search is just that, searching based on individual tastes for creating, sharing or 
discovering video content on any number of video sharing sites or mainstream search 
engines.  This activity fits well within the evolution of search engines and related user 
behavior in which one filters search results based on desired media type or topic.

Currently, search engines do not have a consistently effective method to scan video 
content and derive relevance in a fashion similar to the process of mapping web pages or 
entire sites and connecting actual content to text or meta data.  For video to be properly 
indexed in the same manner within a search engine, meta data has to be provided.  For 
example, a search on YouTube or Google Video delivers fairly accurate results, but one 
would still receive a fair amount of random video clips not relevant to the initial user 
generated query.  This is primarily due to mistakes in the video indexing, the added meta 
data is incorrect or inaccurate based on the related video content.

The Blinkx Approach to Video Search - Founded in 2004, Blinkx is arguably one of the 
world’s largest video search engines, with over 14 million hours of indexed video content.  
At blinkx.com, users can search hours of video content from over 200 of Blinkx’s media 
partners (a list that includes a broad range of providers – HBO, MTV, PBS, YouTube, 
etc). 

Blinkx developed a unique combination of patented conceptual search, speech recognition 
and video analysis software to efficiently, automatically and accurately find and qualify 
online video – all searchable through a single gateway. All of this content is now 
available to viewers around the world with an unprecedented degree of flexibility and 
personalization. 

US Online Video Viewers As a Percent of Internet
Users. 2006-2011

Note: ages 3+; online video viewer defined as an individual who downloads
or streams video (content or advertising) at least once a month
Source; eMarketer, August 2007

2006

2008

2009

2010

2011

2007

80.0%

84.2%

85.4%

86.6%

62.0%

72.0%
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Users can search for video content, create personal video playlists, or build a customized 
Video Wall for their blog or MySpace page.  Their proprietary platform contextually 
matches video ads to video content for advertisers.

The Dabble Approach to Video Search – Dabble allows users  to  tag  and  share  videos
à la carte.  It also allows marketers to sponsor specific topic categories such as business 
or sports.  According to Dabble’s mission statement, their goal is “to help you find and 
collect videos from all over the web, no matter where they are hosted.” 

Dabble has created an evolving database of where web videos are located, detailing 
specific video info - descriptions, creator, popularity, etc. The more meta-data they gather 
about specific video content, the more relevant the video search results.
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Thomson Holidays, one of the largest UK 
holiday brands, recently hosted over 2000 
travel-related videos on their website. 
Considering the importance of search 
to travel consumers, Thomson Holidays 
showcased their video content, making 
them available through Google Video 
Search.

Vertical Search

Similar to the early days of search, algorithms for video search will eventually catch up 
and improve results.  In the process, usage will grow and subsequently video search 
advertising will grow along with it.  We believe 3rd party tool providers such as DoubleClick 
will streamline the work involved in managing video search as part of the larger digital 
program and enable scalability.  We are excited by campaign optimization possibilities to 
measure search (both video and text) performance and combine it with display activity.  
We are focused on understanding the combined effect of video search, display, and text 
search on conversion and brand metrics.

Video Seeding: the Travel Brochure 2.0 - Search is as much an opportunity as a challenge 
for the travel industry. According to a recent study from AC Nielsen (below), consumers 
consider Internet searches more important than a previous brand experience when 
making holiday choices.  This suggests travel brands must be ubiquitous, present at 
every stage of the decision-making process.

Influences on Vacation Travel Purchases by Internet
Users in The Asia-Pacific Region, Europe and North
America, May-June 2006 (% of respondents in each
group)

Asia-
Pacific

Europe North
America

Internet search

Word of mouth

Previous experience with same brand/
company

Traditional advertising (tv/print)

Brand name/reputation

Blogs

Window shopping

Other

53%

38%

22%

31%

22%

10%

6%

11%

59%

35%

30%

18%

13%

7%

6%

15%

51%

42%

33%

23%

14%

3%

9%

18%

Source: ACNielsen, “Global Purchase Influencers Report,” September 2006
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Vertical Search

4b. Mobile Search
Mobile advertising has been much hyped for a number of years and is finally becoming 
a reality. Within this, mobile search is currently generating the most interest from 
advertisers. This is largely due to the potential of location-based targeting options such 
as locality and location which should make it a must buy for retailers and anyone with a 
regionalized offering. 

Let’s be clear about what mobile search is though, it is simply search delivered through 
your mobile phone. There are, therefore, many similarities with web search, but it is 
important to recognize the differences such as the small screen and the prompts that 
would drive a consumer to use their mobile for search, i.e. when there is no alternative 
and they are out and about.  

Mobile Search in its simplest form provides users with useful ‘on the go’ information. 
Though the demographics are clearly improving (see figure below), 71% of mobile 
subscribers in the UK have still yet to try mobile search.  No doubt mobile search adoption 
still has a way to go before moving mainstream.

Despite a ‘still discreet’ audience, mobile search has already established itself among 
several attractive demographic segments in many worldwide markets including ‘on the 
go’ adults, tech-savvy young aspirants, traveling business executives, as well as wired 
teens.

The mobile search experience is very similar to that of web search in which a user types a 
query into a search box and the engine or mobile provider delivers a list of results based 
upon relevancy.  One of the main differentiators is that mobile search results typically 
offer the ability for users to click on the phone number to dial the business (click to call) 
or click on the URL to reach the site.

Media Contacts envisions a future in which mobile search is just another method to 
access web-based search on your phone or other connected handheld device.  Improved 
access speeds, graphical capabilities and a simplified user interface will all help make this 
vision a reality.

UK Adult Internet User Who Search the Internet Via
Mobile Device, by Age and Frequency, March-April
2007 (% of  respondents in each group)

16-24  25-34  45-54  45-54 55+  Total

At least once a week               19%     16%      11%     4%     2%    10%

Less frequently*                     21%     22%     16%    10%     3%    12%

Only Once                              13%     11%       7%      4%     2%     7%

Never                                     47%     51%     66%     82%   93%   71%

Total (have used)                 53%      49%     34%     18%    7%    29%

Note: n=2,144; *includes responses of “about once a fortnight,” “about
once a month and *less than once a month”
Source: Harris Interactive as cited in press release, May 17, 2007
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Examples of Mobile Search Campaigns:

Citroën C4 on Orange - For the launch of the C4, Citroën Netherlands partnered with 
Orange for a mobile search campaign. Users were redirected to a mobile C4 website, 
where they could apply for a test drive. Though specific performance metrics of the test 
campaign are proprietary, we can reveal that targeted results delivered over a half-
million additional visitors to the Orange World homepage and generated 179 attributed 
test drives.

Vertical Search

GE Money Bank Finance – Finance CPC’s are typically 
the highest among search marketing campaigns.  
GE Money found a new channel for mortgages in 
mobile search. Mobile search proved to be an 
efficient channel to gain traction on new customers. 
Proprietary results delivered CPC’s at an impressive 
30% below the web average.  Clicks were directed 
straight to client call centers.  

From a Media Contacts perspective, this proved to be an excellent way to complement a 
very expensive PPC campaign; in finance, any additional volume a marketer can obtain 
at lower cost is welcome, as this is the one of the most competitive markets for PPC.
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BNP Paribas captures young customers with Mobile Search - French bank BNP Paribas has 
made a move towards testing mobile search to reach a younger audience and position 
itself as an innovative brand.

Despite a ‘still discreet’ audience, mobile search has already established itself among 
several attractive demographic segments in many worldwide markets including ‘on the 
go’ adults, tech-savvy young aspirants, traveling business executives, as well as wired 

Note: Sponsored link appears below the organic results, the one that is in a frame

Mobile Search Challenges

Despite the relative simplicity of mobile search, overall adoption rates have remained 
extremely low.  There are a number of possible explanations why mobile search has yet 
to catch on among mass market subscribers:  

1. Despite the rapid increase in SMS & MMS use worldwide, web services on 
mobile devices have yet to catch on in most markets.  Higher added costs, lack of 
compelling content and limited bandwidth are probable causes.  Though mobile providers 
may offer elaborate search tools, users receive few query results options.
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Vertical Search

3. The technology behind mobile search is extremely fragmented worldwide, 
limiting reach potential.  Carriers are largely in control of the mobile web experience.  
As mobile carriers typically operate their own platforms for web as well as search, it 
is still quite challenging to execute display and search campaigns across multiple 
providers. Any sharing or ceding of control will come if carriers are enticed to accept 
improved interoperability, open source mobile devices from the manufacturers, and other 
innovations linking rival services together.

Sample Mobile Stats:

SMS usage is mainstream. More than three-quarters of European mobile users use SMS.

MMS adoption is still growing. MMS usage has grown from 9% in 2004 to 21% in 2006. 

Mobile Web usage picking up slowly. Only 11% of European mobile users access the 

mobile Internet.

Forrester, FAQ: The Mobile Channel, Aug 2007, Europe figures

2. A typically clunky user interface and small screen provide minimal motivation 
to use such services.  The one exception – smart phones such as the Apple iPhone.  
Adoption rates for the iPhone and similar devices, though growing rapidly, is still limited to 
early adopters and business professionals, a tiny subset of the global mobile population

Frequency of US Mobile Search Usage via 
Smartphones VS. Other Mobile Devices, March 2007 (%
of respondents in each group)

Smartphones other mobile
devices

Daily                                   27%                              16%

Several times a week           31%                              25%

At least once a week            19%                              21%

Several times a week           12%                              10%

At least once a week              8%                              18%

Less than once a month          3%                              10%

Note: mobile search users ages 16+
Source: iCrossing, Inc.; “How America Searches; Mobile, ”April 25,2007
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Regardless of these challenges, mobile search advertising will grow as mobile search 
use grows.  According to eMarketer (below), mobile search advertising spend was $6.8 
million in 2006 and expected to reach $2.4 billion by 2011.  By comparison, web search 
advertising spend is projected to be over $13 billion in 2011. 

Worldwide Mobile Internet Users, Mobile Search
Users and Mobile Search Advertising Revenues,
2006-2011 (millions)

2006

337.3

266.0

$6.8

2007

405.5

327.2

$63.1

2008

489.6

410.7

$221.3

2009

596.4

516.8

$580.3

2010

757.1

672.3

$1,148.9

2011

982.4

901.1

$2,361.5

Mobile Internet
users

Mobile Search
users

Mobile Search
ad revenues*

Note: *earned from sale of display or text listings alongside mobile 
search results
Source: eMarketer, July 2007

Key eMarketer Numbers - Mobile Search

901.1 million

$2.4 billion

$713.7 million

Worldwide mobile search users in 2011, up from 
266.0 million in 2006

Worldwide mobile search advertising revenues*
in 2011, up from $6.8 million in 2006

US mobile search advertising revenues* in 2011,
up from $2.1 million in 2006

Note: *earned from sale of display or text listings alongside mobile
search results
Source: eMarketer, July 2007
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Google Mobile - allows advertisers to link searchers 

to mobile websites or connect them directly to 

an advertiser’s business phone. Most of the same 

features found on Google.com are also available 

for mobile including: local listings, maps, driving 

directions, and business numbers.  Google has begun 

testing SMS to enhance mobile search for users, but 

queries must currently be ‘exact phrases’ to receive 

accurate results.  

Google also recently entered the world of voice-based search: 1-800-GOOG-411.  When users call the 

number, the company’s servers respond based upon the user’s location.  The mobile device then displays 

mapped results on the screen.  

Yahoo! – Yahoo’s oneSearch mobile search service delivers results optimized for the mobile user.  Rather 

than display listings that link to web pages, oneSearch only displays sites designed for mobile devices.  

Yahoo is taking mobile search quite seriously, inking a deal with 

Telefonica to provide search to mobile subscribers in 15 European and 

Latin American countries.  As part of the partnership, Yahoo’s oneSearch 

will be the exclusive engine for Telefonica local subsidiaries in the U.K., 

Ireland, Brazil, Argentina, Mexico, Chile, Panama, Uruguay, Nicaragua 

and El Salvador. In addition, Yahoo will be the preferred search choice for 

Telefonica in Colombia, Ecuador, Peru and Venezuela.  Telefonica will also 

integrate Flickr and Mail into its mobile Internet services.

MSN – recently entered the mobile search market from two angles.  

Windows Live Search for Mobile offers targeted results for mobile devices 

just like Google and Yahoo.  MSN also recently acquired TellMe Networks, 

making an entry into the voice-based search market.

Carriers - The mobile operators represent some of the strongest competition for the web search giants.

The carriers currently act as portals, controlling much of the mobile web experience of their users.  

Consequently, carriers make it difficult for engines such as Google or Yahoo to establish a significant 

presence on the mobile browser. If Google’s new open source platform Android gains market share 

among mobile device providers, the carriers may need to alter their strategy, ceding some control to 

the content providers and search players.

Mobile search offerings from the big players

5



© 2007 Media Contacts :: Havas Digital

Early Virtual Marketing Efforts

20

Media Contacts believes that mobile search will become a significant driver of search 
spend over the next few years. Advertisers need to ensure they have mobile/WAP sites 
and that they consider how mobile search connects with their business. If click to call is 
relevant for instance, how does this integrate with current call centre procedures?

As stated previously, it is difficult to separate mobile search from local and localized searches. 
Local and regional targeting has always provided a challenge for online marketing, given 
the medium is, by nature, global. It is fair to say that until now regional print and outdoor 
advertising have had stronger claims to local budgets.  The evolution of IP mapping 
technology is changing this and local search now warrants serious consideration.

Currently, local search falls into two distinct buckets:

         1. Local search products and services at the larger search engines.

         2. Localized searches using regional terms and phrases but within the main 
             search box with each engine.

Note: These two buckets are mainly referencing the large engines. Online Yellow Pages 
by their very nature are a merger of the two.  While OYP sites are an important part of 
the search landscape, they represent a very small percentage of local searches.

4c. Local Search

Local Search Example:

Expedia Hotels on Google Maps

Expedia has made their hotels searchable on 

Google Maps, allowing for better positioning 

and immediate appreciation of the hotel’s 

location.  

The initial reasoning for keeping local search products away from the main search prod-
uct was to limit any possible degradation of the main search product.  Consequently, 
this approach resulted in local search services with limited value to advertisers. Traffic 
to local search was restricted to those users who made their way specifically to the lo-
cal search products.

5
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Early Virtual Marketing Efforts

As a by-product of the engines merging the local and core search products there is still a 
degree of fragmentation when managing a localized search campaign. Tactically it means 
good use of ad groups and keyword match types for the overall PPC program and well 
thought through use of the actual local products. The local search products can also be 
a great way to support PPC efforts and organic search especially if brands have other 
connotations in the market.

Local Search Example:

Financial Segment

Media Contacts worked on behalf

of one financial client to obtain a

priority flag on feeds that Google 

will now use to update their Local 

search index.
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Universal search is a relatively new trend combining images, web sites and even news 
searches into a single search engine results page.  In essence, universal search is a 
multimedia search.  As noted earlier, most innovations in search up to now have focused 
on back-end algorithms and not the visual display of results.

Integrating different sets of results such as text, visual and audio onto a single search 
engine results page (SERP) may alter the way users read web pages.  If so, SERPs with 
mixed media results may impact the performance of any related marketing efforts on 
these same web pages.  

A set of eye tracking experiments conducted recently by a firm called Enquiro demonstrated 
how changes in web reading patterns may occur when varying search results between 
all text pages and mixed media.  According to Enquiro, when confronted with only text, 
users tend to focus on an initial anchor point in the top left corner of the web page (that 
is, for Western cultures).  This is how web surfers generally read most text-filled web 
pages. A user’s eyes then scans for relevant links, creating what is known as Google’s 
‘golden triangle’ of search results.  In Enquiro’s tests, the top position of the ‘golden 
triangle’ (below left) generally enjoys 100% visibility with attention and performance 
dropping steeply as users scan down scan the page.

5. Universal Search

If an image is introduced to the text (above right), the focal point of users tends to 
change from the top left corner to the image, the text next to the picture being scanned 
as second, and other results being scanned afterwards.

Though this altered user scanning pattern may simply be due to the relative ‘newness’ of 
universal search results, rich content may profoundly affect the manner in which we read 
results pages.  As a consequence, altered user scanning patterns may draw attention 
away from paid results. In an effort to monetize search on a universal platform, paid 
results could also include rich content and thus draw attention back to specific marketing 
messages.

Text Seach Universal Seach
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A recent experiment by Google to include 
rich media ads on their results pages 
could be a hint of where paid search is 
heading. For example, Google’s “gadget 
ads” (example right) are rich media ad 
units that any member of the Adsense 
program can embed into their web page. 
As websites become more interactive, 
the related ad units must also become 
more interactive to compete for attention. 
Gadget ads allow marketers to target rich 
media contextually on the Google Adsense 
network.

Though visually more attractive than simple text results, universal search has yet to prove 
itself to marketers.  In order to gain industry approval, including Media Contacts, universal 
search queries must consistently distinguish between user intention and behavior. For 
example, universal search engines will need to establish algorithms to accurately predict 
when to add a map and/or an address into related results pages.  

Research indicates that users scan individual search engine result pages for just a handful 
of seconds.  Though the inclusion of rich media may increase time spent on SERPs by 
a few seconds, marketers will still only have a small window of time to impact user 
decisions.  No doubt a whole new wave of optimization methods will need to be developed 
once simple text search moves into the realm of multimedia.  

Universal Search

6
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source: Media Guardian

6. Personalized Search

Though Google ranks 5th in aggregate time spent online according to Compete, time 
spent on individual results pages typically lasts only a few seconds. No surprise then that 
the top destinations online are all developing new methods to keep users around longer.  
Personalized search is one such method, developing a search service as an outright 
destination not just an intermediary.  

A more recent analysis (below) conducted by Media Contacts UK, using comScore UK 
data, offered similar results to Compete’s study.  Social computing sites such as Facebook, 
Bebo and MySpace all index higher on time spent per visit compared to other online 
destinations.

According to a recent study from Compete (below), social networks such as MySpace 
(#1) and Facebook (#8) capture a sizeable portion of the total time spent online.  In fact, 
based on these results the top 20 sites represent nearly 40% of all time spent online.

Other Domains
61%

Top-20 Domains
39%

myspace.com
yahoo.com

msn.com
ebay.com

google.com
aol.com

pogo.com
facebook.com

amazon.com
craigslist.com

go.com
youtube.com

live.com
bankofamerica.com

wikipedia.org
walmart.com

mapquest.com
neopets.com

adultfriendfinder.co
aim.com

11.9%
8.5%

3.7%
3.7%

2.1%
1.7%
1.6%

1.0%
0.7%
0.6%
0.6%
0.6%
0.5%
0.4%
0.4%
0.3%
0.3%
0.3%
0.2%
0.2%

Read as: Of all time spent online by all U.S. internet

users, 11,9% was spent on Myspace.com

Where are People Spending their Time?
(% of total time spent online in the United States - December 2006)

Source: Compete
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Personalized Search
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Largely a concept pushed to the forefront by Google’s recent development of their 
customizable iGoogle homepages, various forms of personalized search have been 
available from Yahoo, MSN, Netvibes, and others for years.  Newcomer Google has just 
provided a more enhanced method of packaging it all together – search, mail, news, 
weather, alerts, calendar, etc.

Tracking user activity and history of search and other behavior represent the foundation 
blocks behind Google, Ask and the other search engines.  One potential challenge to 
future innovations in personalized search is consumer privacy.  The more personalized 
the web experience, the more consumers must allow engines, commerce sites and other 
applications to track their online activity.  
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7. Social Search
Another way for search engines to tackle the ‘paris hilton’ issue of deciding between hotel 
or person results is to rely on the ‘wisdom of crowds,’ a term originally coined by writer 
James Surowiecki. In his best-selling book of the same title, Surowiecki explores the 
simple idea that large groups of people are smarter than a few elite experts.   

A prime example of the search dimensions present in evolving social media platforms is 
Yahoo Answers which provides a space for users to interact and ask or answer questions 
on any number of subjects including sports, politics, shopping, travel, restaurants, etc.

Another good example is vertical search engine Trip Advisor offering a social layer on top 
of the typical menu of price comparison and travel options.  Trip Advisor creates a space 
for consumers and travel buffs to share opinions, stories and other information with 
fellow users regarding travel-related products and services such as hotels, restaurants, 
tourist attractions, etc.  

The community aspect of vertical aggregators like Trip Advisor help to reinforce 
engagement and contextual synergies and, as a byproduct, create opportunities for 
advertisers centered on keyword based targeting for text, image ads, as well as audio 
and video.
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Social Search
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If the social impact on travel purchases is any indication, social networks and vertical 
communities will likely play an important role in future developments of social search.  In 
particular, Facebook recently opened up its API to outsiders to help define the look and 
feel of the Facebook service itself.  Since May 2007, thousands of applications have been 
developed by various third-party developers, all distributed freely by Facebook users.  
In essence, Facebook users themselves decide which new applications survive or thrive 
based on utility or popularity among their connected networks of friends.

An interesting example of the many innovative Facebook applications coming from the 
outside is Trip Advisor’s “Cities I’ve visited” app, allowing users to share the cities they’ve 
visited or plan to visit in the future.  Though a simple concept, this could become a ‘new’ 
first step in a consumer’s search for a travel purchase decision.

In industries like travel, this will prove an increasingly important trend. Existing data 
(below) suggests that personal feedback and first-hand experience of other travelers 
offer greater levels of trust among users compared to travel agents and other travel-
related services.   Marketers will now need to qualify measures of brand loyalty and trust 
within social networks to improve performance in the travel decision-making purchase 
cycle.

Most Trusted Online Source for Reliable Travel
Information according to UK Internet Users,
September 2006 (% of respondents)

15%

21%

15%

12%

11%

10%

0%

5%

12%

Sites with reviews by other travelers

Online tourist guides

Local tourist guides

Travel agent sites

Search results

Airline sites 

Advertising, eg banner ads

Other

Don`t know

Note: n=863
Source: Nielsen//NetRatings commissioned by Adviva and Harvest Digital,
January 2007
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Social Search
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At the time this paper was written, Google had announced the launch of Open Social, an 
open platform allowing developers (including marketers) to build applications compatible 
with multiple social communities. The online communities currently collaborating on 
the Open Social platform include MySpace, Hi5 and Orkut (owned by Google).  Though 
Facebook has not joined the Open Social platform, it is launching its own Social Ads ad 
program, allowing advertisers and marketers to create their own profile pages.

Media Contacts believes that social networks and vertical communities will play a key 
role in the future development of social search.  As with the Trip Advisor example within 
Facebook, no doubt many of these future efforts could prove to be evolutionary in the 
SEM space. 

If a user wishes to visit Cancun on holiday (see below), why not search his or her own 
network to find someone who has visited Cancun in the past?  In reverse, why not warn 
future Cancun travelers within ones network to recommend or avoid specific restaurants 
or hotels?
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How Borrowing works
Borrowing from Zopa lenders is a fair and human way of
getting a low-cost loan - and applying is a straightforward,
paperless process

Check today`s rates

Use the loan calculator to see what rates are
available today. If you like the look of them 
then apply right away.

1

Apply for your loan

You tell us your details and we get your credit score.
There are 4 different markets (A*, A, B and C) and
we look at your creditworthiness to work out
whether Zopa`s for you, and if so, which market 
suits you best.

2

The loan is reserved for you

We reserve your loan and do a few last checks
before giving you a final decision. If it`s a thumbs-up,
the money could be in your bank account within a 
few days.

3

29

Social Search

Recently expanded to the US and 

Italy, this UK peer-to-peer financial 

service specializes in ‘cutting out the 

middleman” between lenders and 

borrowers. Zopa offers individual loans 

with interest rates ranging from 8.75% 

to 16.99%, depending on the borrower’s 

credit history.

Borrowers can create profiles on the 

Zopa website to explain their reasons 

for borrowing to individual investors, 

including family and friends.

Lenders can buy one-year Zopa CDs 

that are used to help fund these loans. 

If a prospective lender wishes to help 

out a specific borrower, the lender can 

direct all or a portion of the interest on 

their Zopa CDs.

ZOPA - A VERTICAL SEARCH FOR MONEY

7
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8. Final Comments

Search will continue to be at the heart of all digital marketing efforts.  As more content 
comes online in its various forms, the task of navigation becomes increasingly complex. 
Broadband penetration and Web 2.0 evolved the world from simple text into a dynamic 
environment in which text, video and images interplay. Subsequently, we are witnessing 
the coming together of search and display marketing efforts (followed closely by online 
video). 

Google is growing its network business; Yahoo has integrated display and search sales 
teams and recently purchased behavioral specialist firm Blue Lithium to aid in this effort. 
Media Contacts expects to see behavioral marketing drive the integration of display and 
search further as it becomes possible to re-target users with a mix of messaging (search 
& display ads) to help drive conversions.  

Marketers will need to consider how to incorporate many of these current developments 
in search into their ongoing digital advertising efforts.  Media Contacts strongly suggests 
any advertiser currently investing in online video should consider video search, any 
business with a local offering should be testing local and mobile search, while travel, 
finance and other specialized marketers should look into existing opportunities in vertical 
search.

Media Contacts currently feels both universal and personalized search require a bit 
more development time before providing a full marketer recommendation.  Any planned 
investment and subsequent results should be regarded as research and kept isolated 
from existing digital activities.  Priorities will change, however, depending on industry 
vertical and advertiser.
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Final Comments

What’s next?

As more consumers incorporate search into their digital on-demand lives, search engines 
will continue to refine and improve their offerings. Emerging niche players will likely 
compete against the larger players - all trying to help consumers find, create, sort, and 
share what ‘what we want, when we want it’. Advertisers will follow these activities with 
the ultimate goal of interacting with consumers at key touch points to meaningfully 
impact their lives with the appropriate offering of products and services.  Search often 
falls at the center of this concept due to relevance and the identification of pre-qualified 
and engaged potential customers. This holds true for both direct response retailers and 
CPG companies with offline sales.  

Through an understanding of consumers, their evolving media consumption patterns, search behavior 

and social interactions with friends, family, work, etc, Media Contacts creates custom search strategies 

with specialized keyword selections, ad-copy and optimization techniques tailored to each targeted 

segment.  Search budgets are managed in an integrated fashion alongside all other communication 

channels.

People

Technology

Offline

Direct CRM

Display Affiliates

Consumers OptimisationCopy

Keywords

Search
Strategy

Consumers at the Center
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Select New Online Media that US Advertising
Executives Consider Most Effective or Very Effective,
2006 (% of respondents)

Search

Social networking

Online video

Podcasts

Video games

Mobile

Blogs

RSS

49%

22%

30%

8%

34%

6%

21%

2%

20%
3%

15%
5%

13%

6%

8%

3%

Very effectiveMost effective

Note:n=168
Source: American Advertising Federation (AAF), November 2006
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In a recent ‘effectiveness’ survey 
conducted by the American Advertising 
Federation, search marketing is listed 
separately from other emerging digital 
marketing channels such blogs, social 
networking, video, podcasts, games, 
and mobile (see left).  Though search 
marketing may stand on its own, 
search is also a founding component 
of many, if not all, of these same 
emerging media channels.  In reality, 
consumers utilize search at different 
times and in differing contexts all with 
varying goals and in varying modes of 
behavior.  

    Are they information seekers?
  Are they conducting discovery-                 
orientated queries?
   Are they utilizing search purely as 
navigation?

These distinctions are critically important as search marketing evolves and grows in 
complexity so we may better understand true attrition online, offline and indeed brand 
equity measures.

In the future, personalization will play an important role in how search results are tailored 
to a user’s profile and evolving media behavior.  Furthermore, socially-driven search will 
segment users according to their interests and affiliations. This effort will most certainly 
improve conversion rates for advertisers. As a result, however, marketers should expect 
an increase in market pricing to reach these newly qualified users.

The importance of word-of-mouth, peer reviews, purchase recommendations and other 
evolving forms of consumer behavior are still a largely untapped marketing opportunity. 
Media Contacts predicts the emergence of broad, vertical and localized social networks, 
with deepening links between members, will produce an increasing reliance from users 
on each other’s opinions. This will result in the increasing empowerment of social 
communities.  Search is the central component among these rising social networks, 
helping users easily find people, thoughts, ideas, and associations.  Marketer investment 
will most certainly follow as brands exploit these newly formed user search patterns and 
social connections.
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As a consequence, Media Contacts has made significant strides to better understand 
consumer behavior as it relates to search at all points along the purchase funnel. Most 
online acquisition campaigns tend to favor the final exposure or click preceding purchase 
when awarding attribution.  This common approach tends to underestimate the value of 
all other online searches and exposures prior to purchase.

In early January 2008, Media Contacts will release a follow-up report on search marketing 
specifically looking at the importance of search at all points along the purchase funnel.  
As part of the report, Media Contacts will showcase results from a series of analytical 
studies looking specifically at consumer activity from first search query all the way to 
the last click and point of sale.  Understanding pre-purchase behaviors will not only 
help to further optimize existing search campaign practices, but also provide invaluable 
insight into how marketers may take advantage of the various new forms of user search 
including vertical, social, personal, etc.

Beyond the next report, Media Contacts will continue to provide insights into the exciting 
and changing search marketing landscape. Since our last MC Insight on the topic of 
search (Search Wars, released in 2006), SEM has evolved into several specialized forms 
all following the evolving tastes and behaviors of the consumer markets they attempt 
to serve.  Search will likely continue to be a primary component to all digital activity 
and thus any developments in this space should demand your highest attention as an 
advertiser.

33

Final Comments
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Resources:

Media Contacts – www.mediacontacts.com

Adwords – adwords.blogspot.com

Shumans, Business, Media & Technology – shumans.com

John Batelle’s Search Blog – battellemedia.com

Pay Per Click Blog – www.ppcblog.co.uk

Search Engine Watch – searchenginewatch.com

Enquisite – www.enquisite.com/blog/

Wikipedia - www.wikipedia.com

Forrester Research — www.forrester.com

Gartner Research — www.gartner.com

Suggested Reading:

Karen Angel, Inside Yahoo!, Reinvention and the Road Ahead, Wiley, 2002

Bart Milner, Google and the Mission to Map Meaning and Make Money, Electric 

Book Company, 2004

James Surowiecki, The Wisdom of Crowds, Anchor, 2005

David A. Vise & Mark Malseed, The Google Story, Delta, 2006

John Batelle, The Search, Portfolio Trade, 2006

9. Resources and
Suggested Reading
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11. Glossary

Acquisition - A term used to describe the point at which a visitor becomes a qualified 
lead / customer. Generally this is the point where the visitor buys a product, provides 
contact details or takes the desired action

Acquisition Cost - Total cost of an advertising / marketing campaign divided by the 
number of visitors (visitor acquisition cost) or divided by the number of customers 
(customer acquisition cost). Monitoring of acquisition cost is an important factor in 
effective PPC advertising

Ad Group - An organizational level within a PPC program.  The ad group is a group of 
similarly themed keywords using the same ad copy

Algorithm - A set of rules that a search engine uses to rank the organic listings contained 
within its index, in response to a particular query. No search engine reveals exactly how 
its own algorithm works, to protect itself from competitors and those who wish to spam 
the search engine

Alt tag - The alternate text associated with a web page graphic that gets displayed when 
the Internet user hovers the mouse over the graphic. Alt tags should convey what the 
graphic is for or about and contain good relevant keywords. Alt tags can also make web 
pages more accessible to the visually disabled by reading aloud the text and alt tags on 
a page

Audience Reach - In the context of search engines, the term refers to the percentage of 
the total Internet population that uses a particular search engine during a given month. 
Together with search hours, audience reach is an important measure when calculating 
the popularity of the different search engines

Beta - A testing stage / testing version of a product. For example, when a beta version 
of a search engine is released, users can access it online and are encouraged to report 
bugs and give general feedback

Bid - The amount you are willing to pay to generate clicks on a particular keyword (PPC 
only)
 
Bid Management Tools - software or an ASP service used to manage bids on pay-per-
click program
 
Broad Match - The default type of match definition in Google. An ad will appear for any 
queries that contain the keyword or similar terms, including synonyms
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Click Fraud - Invalid, unwanted clicks that are made either by mistake or fraudulently 
and in turn drive up your costs
Conversion Cost - Total cost per sale, calculated by dividing the total cost of an 
advertising campaign by the number of resulting sales

Conversion Point - The points at which your customers have completed a specific action 
on your web site. Common conversion points are: Newsletter sign up - the “thank you 
for subscribing” page, Order/Sale - the “thank you for your order” page, Download - the 
“Your download is complete” page

Conversion Rate - The relationship between visitors to a web site and actions considered 
to be a “conversion,” such as a sale or request to receive more information. Often 
expressed as a percentage

CPA - Cost per action (similar to CPS-cost per sale) and conversion cost

CPC - Cost per click. The total cost of an advertising campaign divided by the resulting 
number of unique visitors. Sometimes also used as a synonym for PPC (pay-per-click)

Crawler - Web crawlers are mainly used to create a copy of all the visited pages for later 
processing by a search engine, which will index the downloaded pages to provide fast 
searches. Crawlers can also be used for automating maintenance tasks on a web site, such 
as checking links or validating HTML code. Also, crawlers can be used to gather specific 
types of information from Web pages, such as harvesting e-mail addresses (usually for 
spam). Crawlers are also known as robots, spiders, or bots. 

Creative - The ad text and/or sponsored link you see when you perform a search

Exact Match - Type of match definition where an ad will only appear when the exact 
keyword is queried

HTML - Hypertext Markup Language. HTML is the primary language used to create web 
sites

HTTP -  Hypertext Transfer Protocol. HTTP is the most common transfer protocol used to 
facilitate communication between servers and browsers

Hyperlink (Link) -  Clickable content on a web page usually leads to another page, 
another site or another part of the same page. The clickable content therefore is said to 
link to the other page / site / part of the same page. 

Impression - One display of an image or advertisement

IP - Internet Protocol. Essentially a set of standards that are necessary to ensure that 
data sent between networks are readable on both sides. IP provides the standard for 
the way data is scrambled and sent over the Internet, while TCP (transmission control 
protocol) provides a standard for the way data is unscrambled. These two standards are 
essential to the working of the Internet

Glossary
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Glossary

IP Address - Every Internet user and every server has a numeric address. Something 
like 123.45.67.890. IP addresses provide essential identification online. Domain names 
can be set up to have a unique IP address, something that is useful in SEO
 
Keyword - The words (or word) a searcher enters into a search engine’s search box. 
Also used to refer to the terms a search engine marketer hopes a particular page will be 
found for

Keyword Density - A measure of the percentage of words on a page that are specifically 
chosen keywords. When a user enters a query, search engines display a list of pages 
containing the search terms. These are ranked based on (amongst many things) the 
percentage of words on a page that are similar to the words used in the query (keyword 
density). When keyword density is inflated artificially, it is often referred to as keyword 
stuffing

Keyword List - A list compiled of comprehensive, relevant keywords that will help 
marketers reach consumers looking for their product

Landing Page - The specific web page that a visitor ultimately reaches after clicking a 
search engine listing

Listings - The information that appears on a search engine’s results page in response 
to a search
 
Meta Description Tag - Allows page authors to say how they would like their pages 
described when listed by search engines. Not all search engines use the tag

Meta Search Engine - A search engine that gets listings from two or more other search 
engines, rather than through its own efforts

Meta Tags - Information placed in a web page not intended for users to see but instead 
which typically passes information to search engine crawlers, browser software and some 
other applications

Negative Keywords - A list of keywords you select so that your page will NOT come up 
when a consumer searches the particular term

Organic Listings - Listings that search engines do not sell (unlike paid listings). Instead, 
sites appear solely because a search engine has deemed it editorially important for them 
to be included, regardless of payment. Paid inclusion content is also often considered 
“organic” even though it is paid for. This is because that content usually appears intermixed 
with unpaid organic results

Paid Inclusion - Advertising program where pages are guaranteed to be included in a 
search engine’s index in exchange for payment, though no guarantee of ranking well is 
typically given.  The most common form of paid inclusion is Yahoo SSP (Search Submit 
Pro)
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Paid Listings - Listings that search engines sell to advertisers, usually through paid 
placement or paid inclusion programs. In contrast, organic listings are not sold

Phrase Match - Type of match definition where an ad will appear when the search terms 
are entered in original sequence

PPC - Pay-per-click, a pay-for-performance pricing model where advertising (such as 
banners or paid search engine listings) is priced based on number of click-throughs 
rather than impressions or other criteria

Rank - How well a particular web page or web site is listed in a search engine results

ROI - Stands for “Return on Investment” and refers to the percentage of profit or revenue 
generated from a specific activity 
 
Search Engine Marketing (SEM) -  The act of marketing a web site via search engines, 
whether this be improving rank in organic listings, purchasing paid listings or a combination 
of these and other search engine-related activities

SEO - Search Engine Optimization. This term is widely used in the search engine industry 
as a collective name for those activities that are directly or indirectly aimed at improving a 
page’s search engine ranking. Sometimes the term SEO is also used to refer to providers 
of SEO services - in other words it’s used in the place of terms like “SEO provider” and 
“SEO specialist”

SERP - Search Engine Results Page(s). The term refers to the page of search results a 
search engine displays in response to a query

SOV - Share of voice, the media spend of a particular advertiser when compared to total 
available inventory in its category

Glossary
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12. Contact us
We encourage you to contact us directly to discuss, in more details, any concern 
you may have regarding this MC Insight issue. We will be happy to assist you.

GLOBAL 

OR contact the MEDIA CONTACTS OFFICE

Address: Burg. A. Colijnweg 2, 
1182 AL Amstelveen Netherlands
Phone: +31 0 20 408 90 00 
Fax: +31 0 20 408 90 01
Managing Director: Björn Brouwe
Email: bjorn.brouwer@mediacontacts.com

Address: Avda. Sarrià, 102-106, 9ª.  
08017 Barcelona, Spain
Phone: +34 93 205 87 71 
Fax: +34 93 414 72 13
Managing Director: Gabriel Saenz de Buruaga
Office Manager: Joan Grau
Email: joan.grau@mediacontacts.com

Address: Alda. Recalde, 50 - 3ª
48008 Bilbao, Spain
Phone: +34 94 470 64 18
Fax: +34 94 470 6419
Managing Director: Gabriel Saenz de Buruaga
Office Manager: Álvaro Andoin
Email: alvaro.andoin@mediacontacts.com

Address: Carrera 7 Nº 71-21; Torre A, Piso 12 
Bogotá, Colombia
Phone: +57 1 317 3010
Fax: +57 1 317 3464
Managing Director : Viviana Toro
Email: viviana.toro@mediacontacts.com

Address: 101 Huntington Ave.; 
Boston, MA 02199, USA 
Phone: +1 617 425 4100
FAX: +1 617 425 4101
Managing Director: Edward Montes
Email: edward.montes@mediacontacts.com

Address: H – 1119, Budapest, Petzvál József u. 
50–56, Hungary 
Phone: +36 1 464 7272
Fax: +36 1 204 1652
Managing Director: Zsuzsa Czagler
E-mail: zsuzsa.czagler@hu.mediaplanning.com

MC Amsterdam

MC Barcelona

MC Bilbao MC Bogotá

MC Boston

MC Budapest

Address: 3570, Garden view, 1st Floor
13th G-Main, 4th cross, HAL II stage, Indiranagar
Bangalore 560 008 
Phone: +91 80 40365101 
Managing Director: Vishnu Mohan 
Email: vishnu.mohan@mediacontacts.com

MC Banglore

Address: Room 2001, 20/F, Tower B, Global Trade 
Center
No.36 Bei San Huan East Road, Dongcheng District
Beijing, P.R.China, 100013 
phone: +86 10 5923 2923 
Managing Director: Leon Lu 
Email: leon.lu@cn.mediacontacts.com

MC Beijing

Address: Talcahuano 833, piso 2B
C1013AAP, Ciudad Buenos Aires Argentina 
Phone: +54 11 5777 7400
Fax: +54 11 5777 7401
managing director: Lucas Mentasti
email: lucas.mentasti@mediacontacts.com

MC Buenos Aires

Address: Rue de Hennin 67-69, 
1050 Brussels, Belgium 
Phone: +32 2 3491560
Fax: +32 2 3491570
Managing Director: Stephanie Radochitzki
Email: stephanie.radochitzki@mediacontacts.com

MC Brussels

40

anthony.rhind@havasdigital.com
ts.kelly@havasdigital.com
rob.griffin@us.mediacontacts.com

katrin.r@uk.mediacontacts.com
paul.frampton@uk.mediacontacts.com
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Address: 11 Great Newport St., 
London WC2H 7JA, UK
Phone: +44 0 20 7393 9000
Fax: +44 0 20 7393 2525
Managing Director: John McLoughlin
Email: john.mcloughlin@mediacontacts.com

MC London

Address: Bastioni di Porta Volta, 10
20121 Milano, Italy
Phone: +39 02 6744 3201
Fax: +39 02 6744 3222 
Managing Director: Georgia Giannattasio
Email:georgia.giannattasio@mediacontacts.com

MC Milano

Address: Prolongación Paseo de la Reforma
1015 Torre A Piso 24, Col. Desarrollo Santa Fe 
México D.F 01376, Mexico.
Phone: +52 55 91776081  
Fax: +52 55 91776005 
Managing Director: Mauricio Vázquez
Email: mauricio.vazquez@mediacontacts.com

MC Mexico DF 

Address: Avda. General Perón, 38
Planta 14 28020, Spain
Phone: +34 91 456 90 50  
Fax: +34 91 556 54 20
Managing Director: Gabriel Sáenz de Buruaga
Head of Digital: Javier Navarro
Email: javier.navarro@mediacontacts.com

MC Madrid

Address: Hedderichstrasse 108-110; 
60596 Frankfurt, Germany 
Phone: +49 69 609 19134
Fax: +49 69 610462
Managing Director : Ralf Scharnhorst
Email: ralf.scharnhorst@mediacontacts.com

Address: Avenida Duque de Ávila, 46 - 5º  
1050-083 Lisboa, Portugal 
Phone: +351 21 791 33 88 
Fax: +351 21 791 33 40 
Managing Director: Jose Frade 
Email: jose.frade@mediacontacts.com

MC Frankfurt

MC Lisboa
Address: Av. Victor A. Belaunde 147
Torre Real Uno
Oficina 902 - San Isidro. Lima – Peru 
Phone: +511 611 8800 
Fax: +511 611 8803 
Managing Director: Enrique Agois 
Email: enrique.agois@mediacontacts.com

MC Lima

Address: 113 York Street
South Melbourne, VIC, 3205
Australia 
Phone: +61 3 9693 5988 
Fax: +61 3 9690 5706 
Managing Director: Nick Behr 
Email: nick.behr@mediacontacts.com

MC Melbourne

Address: Brady Glady’s Plaza, Unit 1, 2nd Floor
Senapati Bapat Marg, Lower Parel
Mumbai-400 013 
Phone: +91 22 30036400/ 33 
Managing Director: Vishnu Mohan 
Email: vishnu.mohan@mediacontacts.com

MC Mumbai

Address: 36 EAST GRAND, 5th floor
Chicago, IL, 60611, USA
Phone +1 3123374400 
Fax +1 3123373898 
Managing director: Ed Montes 
E-mail: edward.montes@mediacontacts.com

MC Chicago

Address: 6-3-899/I, Second Floor, 
R.V.’s Kamala Castle,
Somajiguda Hyderabad-500 082. 
Phone: +91 40 64563186/ 66139968 
Managing Diretor: Vishnu Mohan 
Email: vishnu.mohan@mediacontacts.com

MC Hyderabad

Address: 32 floor, Chinachem Building,
Exchange Square, 338 Kings Road, Northpoint, 
Hong Kong
Phone: + 852 2590 1814  
Fax: + 852 2516 5411
Managing Director: Sean de Cuirteis
Email: sean.decuirteis@mediacontacts.com
Email: sean.decuirteis@eurorscg.com.hk

MC Hong Kong
Address: 7th Floor Wisma Amanah Raya,
Jalan Semantan
Kuala Lumpur 50490 
Malaysia
Phone: +603 2718 6600
Managing Director: Vishnu Mohan
Email: vishnu.mohan@mediacontacts.com

MC Kuala Lumpur

Address: Jagtvej 169B
2100 Copenhagen O Denmark 
Phone: +45 77334300
Fax: +45 77334433
Managing Director: Soren A. Bronee
Email: soren.bronee@mediacontacts.com

MC Copenhagen
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Address: Level 16, Town Hall House 456
Kent Street Sydney NSW 2000, Australia
Phone: +612 9284 3400
Fax:+612 9283 9024
Managing Director: Nick Behr
E-mail: nick.behr@mediacontacts.com

MC Sydney

Address: 555 Post Street;
San Francisco, CA 94102, USA
Phone: +1 415 345 77 00
Fax: +1 415 345 66 66
Managing Director: Ed Montes
E-mail: edward.montes@mediacontacts.com

MC San Francisco

Address: 195 Broadway, 12th Floor;
New York, NY 10007, USA
Phone: +1 646 587 5000  
Fax: +1 646 587 5005
Managing Director: Ed Montes
Email: edward.montes@mediacontacts.com 

MC New York

Address: 3 Anson Road #06-01
Springleaf Tower 079909, Singapore
Phone: +65 6317 6698  
Managing Director: Vishnu Mohan
Email: vishnu.mohan@mediacontacts.com

MC Singapore

Address: ul Postepu 13; 02-676
Warsaw, Poland
Phone: +48 22 843 66 60
Fax: +48 22 843 66 61
Managing Director: Slawek Kornicki
Email: slawek.kornicki@mediacontacts.com

MC Warszaw

Address: Room 8011-8012, 8/F, Novel Building
No. 887, Huaihai Zhong Road
Shanghai, China, 200020
Phone: +86 21 6467 6368
FAX: +86 21 6467 6369
Managing Director: Leon Lu
E-mail: leon.lu@cn.mediacontacts.com

MC Shanghai

Address: Avda. Ricardo Lyon 222;
piso 12 Of. 1201-B; Providencia,
Santiago de Chile, Chile
Phone: +562 200 8100 
Fax: +562 33 57 711
Managing Director: Gonzalo Parra
Email: gonzalo.parra@mediacontacts.com

MC Santiago de Chile
Address: Rua Luigi Galvani 42, 11º Andar;
Conj 125 Brooklin 04575-020
São Paulo, Brazil
Phone: +55 11 6889-5650
Fax: +55 11 5506 4753
Managing Director: Ricardo Reis
Email: ricardo.reis@mediacontacts.com

MC Sao Paulo

Address: 1920 Yonge St.
Toronto ONT M4S3ER, Toronto, Canada
Phone: +1 416 480 7965  
Fax: +1 416 480 6666
Managing Director: Chris Williams
Email: chris.williams@mediacontacts.com

MC Toronto

Address: 11 Square Leon Blum
Puteaux Cedex F92806 
Phone: +33 1 46 933333 
Fax: +33 1 46 933537 
Managing Director: Pascal Dasseux 
Email: pascal.dasseux@mediacontacts.com

MC Paris

Adress: 30 Hauz Khas Village, 3rd floor
New Delhi - 110016 India
Phone: +91 11 3984 4400/11
Fax:+91 222 491 5766
Managing Director: Vishnu Mohan
Email: vishnu.mohan@mediacontacts.com

MC New Delhi

Contact Us


