Search-Engine Marketing:
Growth Companies in Play
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Internet Ad Revenues by Advertising Format
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Organic Listings: Who Notices?
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Google Eyes

Though this illustration looks like a map of volcanic activity in South America, it's
actually a study of eye movement across a page of Google search results. Its
revelations are simple but profound: the red/orange/yellow hot spot (upper left
under the Google logo if you're watching in black & white) is clearly limited to the
first few organic results. As for paid ads, the cool greenish-blue (the island adrift
on the right) reveals much diminished interest, but enough to justify buying the
few lead results. SEM firms that hoist their clients to the top on either side of the
page will be pursued.
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Right-Side Paid Listings: Who Notices?
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% of Advertiser Respondents
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It's too time
consuming

Don't have the
necessary

tools in-house
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Seach-Agent Marketing Acquistions

SEM's Acquistion- Purchase (cash and equity) Purchase + Max Earnout
Year Revenue Price
aQuantive - Go Toast 3.5 13.9 17.9
Doubleclick - Performics 14.1 58 65
24/7 - Decide 11 28 35.1
Aegis - iProspect 135 50 50
Notes:
$ in millions
SEM in Bold

Source: Company reports, DeSilva + Phillips estimates
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