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SearchFest ‘08

Search in the Marketing Mix
By Jeffrey Pruitt

Executive Vice President, Corporate Partnerships, iCrossing
President, SEMPO
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The landscape
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Overview

• Research

• Experience Planning

• Optimize

• Advertise
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Program Management (Integrating the digitization of all content)
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Research 
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Linguistic Profile (Tools and Forecast)
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Debt Consolidators

We need to find some way to 
get all of these credit cards 

paid off?

We’re going to have another 
WHAT?

(Un)Expecting Parents

See, the new marble tub 
could go right over here.

Home Remodelers

We’re a little 
nervous. 
We’ve never 
done this 
online before.

Our expectations 
for rates, service
& online tools are 
higher for certain 
brands. 

credit card debt Home equity providers Home equity resource

I’m going to need 
a lot of detailed 
answers before I 
can commit.

Persona Development (Humanizing Home Equity)
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Experience Planning
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Site Flow / Structure

Experience Planning (Web, Video, Display, Mobile)
Multiple Entry Points- Reaching your customer
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Optimize
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Optimize All Content (Web Pages, Video, Mobile, Microsites)

TubeMogul
TubeMogul is the first online video analytics and distribution company serving 
publishers large and small who need independent information about video performance 
on the Internet and automated upload to the Web's top video sharing sites. 
With TubeMogul reports, you can:

• Track Viewership, comments, ratings, cumulative views, and more.
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Advertise
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Trends (Impacting On-Line Advertising)

Trend I. Convergence of Display and Search Advertising

Trend II. One Stop Shop Advertising

Trend III. Video Advertising

Search Engine Marketers advantage is further enhanced by 
the ability to

a.) Currently Manage campaigns to Direct Response metrics and

b.) Manage campaigns utilizing search type dynamics in an 
auction based platform.
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Engine Products

• Google Base/Froogle
• Local Targeting
• Local Business Feeds
• Local Business Ads
• Click to Call
• Mobile Search Ads
• Website Optimizer
• Click to Play Video
• Content Targeting
• Separate Bidding for Content Site 

Targeting
• In-Stream Google Video Ads
• Click to Play Video Ads
• Google Earth/KML
• Google Video NSO Uploads
• Maps API
• Google Analytics
• Print Ads
• Audio Ads

• Sponsored Search (PPC)
•     Content Match (CM)
• Premium Run of Network (CM)
• Search Submit Pro (Feeds)
• Travel Submit (Feeds)
• Product Submit (Feeds)
•     Local (Exclusive Keywords)
•     Local (Enhanced Listings)
• Mobile Sponsored Search (Beta)
•     Brand Site/Micro Site

•      PPC (Paid Search CPC ads)
• Shopping (CPC, Feed-based)
• Contextual
•     Live Local (Display ads)
•     MSN Video
• Graphical Ads Multiple Channels
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“ The digitization of content will lead to new 

advertising methods across multiple forms of 

content. As the Engines develop these new 

products and media types, it is imperative that 

Search Engine Marketers stay in lock step with 

the engines in our technology integration and 

service line expansion ”
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