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CEO Speak
Needle in a haystack? That’s easy.

“Those who seek will be rewarded” - an old adage but holds true even today. The networked
world has welcomed the search engine to occupy the driver’s seat. It’s always a race day on
the digital highway where the search machines are whizzing past everyone to be the numero
uno application.

A simple dialogue box has today become a Pandora’s Box, which opens a plethora of information
bytes to chew upon and a lot of times take decisions.

Hey, I need an air ticket, lets look up who is offering the best rate? What’s the best valentine gift
for my girlfriend? How many languages are spoken in India? A presentation for marketing cars
on the internet. A sample affidavit... My son’s homework… Phew! The list just goes on.
Look at how search has taken over our lives. Modern day Santa Claus, if you may call it. It has
merged with the fabric of our lives and become a part of our minds, an extension of our tastes,
sensibilities and active memory. We no longer need to remember, nor can we ever truly forget,
because everything’s out there, logged and stored. It sometimes defeats the purpose of
knowledge being power!

These online guides were once merely the means to a destination, the robots that could quickly
fetch a site from the web haystack. Now, they are the destination themselves, and are championing
the cause of satisfying the inquisitive mind of man. They are spring boards to trigger information
quests. The higher you jump on them, the deeper you dive into the information pool.

We have invited them with open arms along with hi-tech gizmos into our lives. Originally, we
turned to them just to locate stuff on the web. We continue to do that, but they’re going through
a metamorphosis into being our online buddies to find everything.

Just as your best friend knows you like the back of his palm, these search buddies (read
companies) are building precise profiles of you in order to sell ads (Charity feeds the soul, but
sometimes you need money to feed the belly!). They know which city you live in, what you search
for, the links you click on and some of the other things you do online.  What’s more, they know
what people want to read about and the places they want to go. They’re getting an outlandish
look at the collective wants and needs of the online population and they see trends long before
everyone else (Some kind of crystal ball do they own?). They own a growing archive of
the human race. Scared, are you?

Our world has almost become one, which is always on. Look around and you will see different
kind of screens (cell phones, computers, PDAs, iPods and God knows what’s next!) each looking
at you and shamelessly propagating their worth. But each of them will have that one guy sitting
in them... blinking the cursor and ridiculing your dependence on him. You have to use him,
you’re addicted - He is the Search Engine.  Go on search. Let’s see, how much you know!
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Introduction

Search came into our life a decade ago when the experience left us all baffled as the results were
not pertinent then. But the scenario has changed a lot since then, and search has already
become the interface to the web. Now it is the most frequent online activity after emailing and
has become synonymous with the internet’s future. Web searchers use Google or any other high
speed tool such as Yahoo! search to locate contents ranging from Julia Roberts to Tsunami.
Over the years, search engines essentially have become ‘answer engines’. No longer does it
dig resources, it even finds answers to questions of the users.

Right now, the point of discussion in the industry is that personalization is going to be the next
big thing and very few will differ on that. The way search results are to be displayed to the
searchers is undergoing steady changes. Gerry Campbell of AOL states that the online experience
in general, should be structured to allow more recall of information that users need for basic
workday and lifestyle management; from favourite stocks to birthdays to internet connection
speed. Search itself could become self-learning so that it would calculate the probability that a
given user typing “Arsenal” meant a football team and should offer much more by way of
regional listings.

In an era when we are talking about personalized and desktop search, it is of utter importance
that we understand the behaviour of the searchers better. As search engine optimizers often
found themselves surprised at the receiving end when surfers refused to behave the way they
expected them to. Though search has generated huge amount of interest; very few studies have
been done to know how people interact with the search engines. This is particularly true in case
of India where perhaps no such study has been done till date. Search behavioural research
allows us to have a glimpse inside the mind of the consumer when they are using a search
engine or interacting with a site - enabling to optimize the listing based on the target consumer.

This survey on the search behaviour is a petite endeavor towards that goal. It was conducted
in the month of January, 2006. An overwhelming 22,522 respondents opted in (via responses
to banners, text links and emails) to participate in the survey; making it probably the largest
online survey in India (IRS has a sample of 7199 respondents who access web). The study was
specifically designed to get a fair geographical spread from 760 cities across India, and not
get restricted to the metros only. The study tracks their online behaviour with special focus on
search as a web activity.

We would like to salute all the industry leaders who participated in this study. It was truly
humbling to see our industry leaders and senior-most professionals find time at a short notice
and speak their minds with such candidness. We value and cherish their support.

This study would not have been possible without the co-operation of Yahoo!, Rediff, Indiatimes,
Sify, Cricinfo, Cricketnext, Webdunia, IndiaFM, TimesofIndia, Moneycontrol, agencyfaqs!,
Manoramaonline and Economic Times. Thank you all.

We hope you will find this study useful!
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83% of the respondents own a mobile phone and among those 31% reported using
mobile internet.

Fig 10.1: Proportion having mobile phone

Fig 10.2: Mobile internet users among the mobile users

Fig 10.3: Age-wise distribution of mobile internet users

About 58% of the mobile internet users are in the age group of 20-29 years.

Mobile Internet

“It ought to be big but it won’t be without
technological advancement. It depends

on some critical technological
breakthroughs like voice recognition
technology when you can say to the

phone ‘tickets Delhi’ and it will recognize
your voice, convert it and then give

the solution that you are asking for and
come up with the price and you say that

‘buy it’…that is how it should work”.

“Mobile internet is bound to be big
as it would be great to have access

to the world at your finger tips”.
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When we asked the industry leaders whether search will go big on the mobile platform over the
next five years, their opinion was divided. Though most of them were of the view that mobile
search is going to be the next big thing, they were skeptical that search technology in the present
form can’t be big on the mobile arena unless technological breakthroughs happen. Some of
our industry leaders also thought that mobile search is bound to be big even in its present form.

Mobile and E-commerce

48% of the mobile internet users have bought something online in the last three months
compared to 36% in case of the whole study population. Buyers are concentrated in the age
group of 20-34 years, 25-29 years being the highest online buyers. Males, graduates and
post graduate professionals along with those who are in the income bracket of 10K to 50K
buy more online compared to other mobile internet users. 58% of the buyers are from top
8 cities (table not shown).

Fig 10.4: Mobile internet users who have bought something online ever

MOBILE INTERNET

“It will be one of the big things
happening. My belief is, that robotics is

soon ready to overtake human labour
and low cost computing is to overtake

human mind and that will have serious
implications on the whole world”.

“I would have loved to get the best
offers of my neighbourhood McDonald’s

on my mobile phone”.
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Concluding Remarks

Advertisers in the US and Canada have spent $5.75 billion in 2005 on SEM, an increase of

about 44% from 2004. The Knowledgeturf search survey clearly depicts that in India too search

is on its way to be big soon as more and more people are searching on the web. Our industry

leaders also strongly believe that search is bound to be big, though the product form may

evolve. Search revenue is definitely not going to come at the expense of the traditional internet

advertising as both are at a nascent stage and hence both are expected to grow.

Our quantitative survey points out that the search is entering people’s life in a big way. The big

three - Google, Yahoo! and MSN consists of more than 98% of the search users. Google has

35% unique users whereas the same for Yahoo! is little over 4% followed by MSN with less than

one percent unique users. Among the 92% of the search users who have reported that they use

mostly Google to search, 55 and 28 percent respectively are common to Yahoo! and MSN.

Among the categories searched, news (83%), education (76%), jobs (69%) and software (60%)

were the most searched by the users. Wikipedia (11%) and blogger search (7%), though nascent

right now, are fast gaining acceptance with the users.  Finance is also a strong segment on

search with 36% of the users reporting that they searched for investment related matters, followed

by insurance at 31%. Other finance related searches like banking services, loans, property/

housing and credit cards etc. follow suit. Web search is also being used for utility payments

(24%) and tax returns (21%).

45% of the respondents have never bought anything online whereas 36% of the respondents

reported that they have bought online in the last three months. 55% of these respondents belong

to the top 8 cities. The regular search users buy more online - 40% reporting that they have

bought something online in the last three months.

33% respondents reported that their last online purchase was by searching the product on the

web, which is about 9% higher than the banner or pop up ad. The reason could be that when

people are searching for a particular product they are actually in the hunting mood while

banner ad may not be of any interest to many at that particular point of time. This emphasizes

the importance of Search Engine Marketing, since when people are searching they are actually

looking for your product and if you are not present at that time then it’s a reasonable guess that

you are going to lose that customer.

If we look at the next thing on the search platform, everybody is talking about pay-per-call in

wireless as a natural business model. Greg Sterling, Program Director at the Kelsey Group

states, “There’s definitely a lot of interest among advertisers in receiving phone calls. Data

indicate that 71% of small and mid-sized businesses would rather receive a phone call than

a click in a performance-based ad model.”  In the west, the pay-per-call market has also seen

its share of growth, with providers like eStara, Ingenio and Jambo leading the charge to link up
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with search engine, directory and classifieds partners. In June 2005, the size of the market was

anywhere between $1.4 billion to $4 billion. Though search revenue is very small in India but

the recent technological developments by Google and Yahoo!, who have already developed

their mobile interfaces, could change the way Indians search on the web. Google has, in fact,

secured a patent on “mobile click to call ads” and teamed up with Motorola who has agreed

to add a dedicated “Google” button to some of its handsets. In December 2005, 4 million

unique users visited Yahoo!’s mobile search interface, while Google had 4.5 million users.

Search services from MSN and AOL followed at just over a million users each. With so much

going on to make the search experience better, very soon mobile search could be a reality in

India also.

CONCLUDING REMARKS




