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Update on Online Trends
S.E.O. Search Engine Optimization (organic)
S.E.O. Pay Per Click (ppc)
Social Networking
Micro sites and online strategy
Questions for the panel of experts



Andre Jensen
Senior Search Strategist
COO Bendsearch.com

I have worked for some of the top 
SEO / SEM agencies. I started off at 
Multimedia Marketing Group (MMG) 
which is now Outrider. 

After MMG and the dot bust, I moved 
into a small company called 
Marketleap (you may have used their 
free tools at www.marketleap.com) 
which was acquired by Digital Impact 
(an email marketing firm). 6 months 
later, Acxiom purchased Digital 
Impact.

Currently I am an independent 
contractor offering an outsourcing 
solution to SEO/SEM agencies that 
are having difficulty finding 
employees with search experience.

http://www.marketleap.com


Adam Audet te

My Internet career began prior to 
1995 when I joined the family 
company, Multimedia Marketing 
Group (MMG), submitting client sites 
by hand to the "WebStep Top 100" -
a collection of search engines and 
directories. 

Editor-in-chief of Adventive, a 
respected email list publisher that 
was sold in 2003. 

Several years with Microsoft bCentral 
as editor and moderator of the Daily 
Digest, a professional discussion list 
that boasted over 150,000 
subscribers in its heyday



Peter Levitan

President & CEO of Citrus, a twenty year old full service advertising 
agency with offices in Bend, Oregon and San Francisco.

Peter served as the President and CEO of ActiveBuddy, an instant 
messaging technology company whose clients included Intel, AOL-Time 
Warner, Frito Lay and Capitol Records’ bands including Radiohead. 

In 1995 Peter launched the award-winning New Jersey Online for 
Advance Publications where he held the position of President & CEO. 

In 1999, the Newspaper Association of America named Peter its "New 
Media Pioneer". 

Before discovering the Internet in 1994, Peter spent 16 years managing 
Fortune 500 advertising accounts at Saatchi & Saatchi Advertising 
Worldwide. He held a variety of positions including European Director in 
London, General Manager of the Minneapolis office, and Senior Vice 
President in New York. His clients included Johnson & Johnson, General 
Mills, Hanes, Northwest Airlines and BMG Music. 



Rank Web site
2005 (1)
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msn.com

google.com
ebay.com

amazon.com
microsoft.com
myspace.com
google.co.uk

aol.com
go.com

Traffic rank is based on three months of aggregated historical traffic data from Alexa Toolbar users and is a combined measure of 
page views / users (geometric mean of the two quantities averaged over time). 

Rank Web site
2007 (2)
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google.com

msn.com
youtube.com

live.com
myspace.com
facebook.com

orkut.com
wikipedia.org

hi5.com

(1) Rankings as of 12/31/05, excludes Microsoft Passport; (2) Rankings as of 10/15/07
Source: Alexa Global Traffic Rankings, Morgan Stanley Research 

Global Traffic Rankings
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Spending Growth: 9.3 % , 
$27.5 billion Internet 
advertising in 2008

2002 = 4%

13.3% by 2011; Online 
spending will nearly triple, 
from $16.9 billion in 2006 to 
$42 million. 

2007 Internet ad spending

higher than for radio, as 
reported in August. First time 
online ad spending greater 
than for any of the four 
traditional measured media. 
(Mr. Hallerman, eData, eMarketer and TNS Media 
Intelligence)



I nform at ion Source

4 8 % 
I nternet



Online Trends in 2 0 0 8 

Advertising on social networks
and online video are both 
projected to grow at double-
digit rates; $2.9 billion, or about 
10%.



Online Trends in 2 0 0 8 

“The Internet is becoming the 
central hub of most media and 
marketing campaign “

“The interruption-disruption 

model is dying out, thanks to 
shifting consumer trends “. 

Geoff Ramsey CEO, 
Co-Founder
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Last year, 37% of US adult Internet population used online social 
networking at least once a month. That figure will rise to 49% in 2011



Ads st ill dom inate online 
m arket ing spend. 



Search Engine Advert ising
Still Early Stage & 70% Y/Y Google Query Growth

% of New Online Customers for Online Retailers / Marketing Spend Mix (2005)
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Source: The State of Retailing Online 2006 (Forrester Research), comScore 8/07, Morgan Stanley Research



Online Advert ising



Boom ers have the m oney 



Grow th in Silver Surfers
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Consum er Product Review s 

55% of the 475 US Internet users 
surveyed in July 2007 reported 
checking other peoples opinions
online. (According to Avenue A | Razorfish's "Digital 
Consumer Behavior Study," Emarketer)

27% of the respondents who read 
customer reviews reported average 
spending between 5% and 10%
higher than those who did not read 
them. 

Another 21% of review readers 
reported average spending between 
1% and 5% higher than that of non-
readers. 

Nearly 7% of respondents who said 
they read customer reviews
reported average spending 20%
higher than other online shoppers 



Online Review s- W .O.M.

"The fact that consumers think opinions 

posted online are as trustworthy as 

brand Web sites speaks to the power 
of online reviews and 
recommendations," 

“Marketers need to focus as much 

attention on what consumers say

about their brands online as they do 

on creating the brand Web sites

themselves,"



What other 
customers are 

thinking

What other 
customers 
are buying

What other 
customers 
are doing

What other 
customers 
are saying

Source: Amazon.com, Google; Morgan Stanley Research

Online Review s- W .O.M.



Broadband Grow th 
1/2 of US adults have broadband
access at home, February 2007 Pew Internet American Life 

Project survey.

7 of 10 home Internet users have a 
high-speed connection, while 23% use 
dial-up. 

Broadband connections grew to 40%
from 2006 to 2007 among people 
ages 50 to 64. 

Internet at nearly ¾ of US households 
by 2011, 94.1% connected via 
broadband. eMarketer's projections
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