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Online accounts for 12% of total 
advertising spend in Australia

Estimated Advertising Spend by Channel 2007
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Source: PwC ; ACNielsen Adquest



Search is the biggest category 
within online

Search and 
Directories, 
$622m, 46%

Classifieds, 
$357m, 27%

General 
Display, 

$367m, 27%

Source: PwC



Banner / Inset advertisement



Classifieds



Advertising in online search



Remuneration for search providers

• Positions sold by Vickrey auction at a 
price per click

• Provider aims to maximise revenue, i.e.
(Bid Value) x (# Clicks)



Measuring effectiveness

• Manual judgement



Measuring effectiveness - Eyescan



Measuring effectiveness

• Average cost per
– click
– application
– sale



Measuring effectiveness - shortfalls

• No visibility of what customer sees
• Slow reaction to competitor movements



SearchScan



Citibank holds top spot before 
lunch then disappears

ANZ appears 
for 15 minutes 
then disappears

Bankwest appears to be testing
many different bidding strategies



NAB appears to be consistently
holding a top three ranking



More sophisticated analysis

• Data from SearchScan combined with 
Actuarial modelling techniques 
measures the effect of
– different advertisement text
– different times of day/days of week
– bid amounts vs. competitors



Overall strategy

• Search is just one of many channels, 
but it is important to consider the entire 
advertising strategy
– TV
– Radio
– Press



Overall strategy



Overall strategy
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