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The Search Landscape

e What i1s Search?
e The Evolution of Search
 The Search Landscape Today

e The market

*The players

*The trends
e 3 Key Take Aways
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What Is Search?

Defining the problem
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What Is Search?

Is it ...?

» Algorithms

« Taxonomies

* People
 Technology
 Answers
 Revenue Models

Queries* Ads . Clicks* Revenue
User  Query Ads Click

Revenue =Users *
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Search Is ... The Removal of Friction

G
NN

e Along three lines:
*Speed
*Relevance
eEase of Use

0
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The Evolution of Search

Four stages at play
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Stage 1 — Distribution

-
b_“'

e Publishers
ruled

e Users
struggled

e Researchers
and
distributors
emerged

© 2007 Outsell, Inc. All rights reserved. 7

OUTSELL (Y



e Publishers
maintained
power

e Licensed
aggregators
emerged

e Some users
got better
access
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Stage 3 — Dissemination

A =<

e Most users
get better
access

e Publishers
cede control
to web search

e Licensed
aggregators
hold on
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 Network
expands

e Users
create and
exchange

* Publishers
maintain a
voice
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Control / Power

Revenue model
(primary)
Price per word

Content ownership
Content creation

Visibility of search

Stage

#1 #2 #3 #4
Distribution Aggregation Dissemination Integration
(Web Search) (Social Networks)

Publishers Publisher /  Search portals/ Networks / Users
Aggregators Users

Fee Fee Ads ?7?

High High Low Free?
Publishers Publishers No one Everyone
Publishers Publishers Publishers / Everyone

Experts
Low Moderate High Low
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The Search Landscape

Where are we today?

© 2007 Outsell, Inc. All rights



We Remain in Stage 3

« “Integration” still evolving

 Work left in Stage 3 — Web Search
e Friction still a concern

e How does this translate?

e Search providers focus on features
(a.k.a. products)

*Creators need to ready content
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The Search Landscape

The market
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Knowledge Workers’ Weekly Hours
Searching & Using External Information

8 -
« Time spent
searching is [
declining | 6 -
» Usage tracks it 0 Search
down as well 57
4
B Use
3 -
2 -
1 -
0 _
June '06 Sep ' 06 Apr '07
n: 1,953 n: 1,712 n: 2,303

Source: Outsell's Information Markets & Users Datab
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Search, Aggregation & Syndication
Revenue Mix

« Advertising
increasingly
dominates
search

e ‘User Paid’
holds ground
in dollar terms
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O User
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O Ads
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Source: Outsell's Publishers & Information Providers Dat |
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Est. Worldwide Search, Aggregation &
Syndication Growth vs. Total Industry

e Search
continues to
outpace
iIndustry

* Migration of
advertising
online fuels
growth
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30% A

25% -

20% -

15% A

10% A

5% A

0% -

e

2007

i

2008

Source: Outsell's Publishers & Information Providers Dat [
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The Search Landscape

The players
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The Players — The Top 10
2006 Relative Share of $33 Billion SAS Market

Rest of Market

28% Google

33%

Factiva
1%

LexisNexis

1%
Thomson
1%

Naver
1%
Yahoo!

Swets Info.
Services MSN Aégjl' 19%
3% 5% °

Source: Outsell's Publishers & Information Providers Database
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Wikipedia's list:

* Open source
* Metasearch
* Regional

* People
 Email-based
* Visual

e Job

e Forum

* Blog
 News

* Multimedia
» Code

Source: http://en.wikipedia.org/wiki/List_of _search_engines
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 BitTorrent

e Accountancy

» Medical

* Property

» Business

« Comparison shopping

» Geographic

e Social

e Search engines for kids
» Desktop

e Legal

» Usenet

« Defunct search engines
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The Search Landscape

The trends
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The Trends

e Relevance
eSocial
eSemantic
*Personal
\ertical
|ocal
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The Trends

e Speed
«Caching
Prefetching
Meta engines
More boxes
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The Trends

e Ease of Use
eUser Interface (Ul) enhancements
eToolbars
eUniversal
* App Specific
Mobile
eSuggested terms
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Individual users, consumers, business pros, enterprises

Search &

Access @ p N
Portals / Sites

Technologies...

4 Search * Blogging * Wikis * RSS * Widgets N

-
-

Ruby * SOAP * XML * Personalization

\_ Mobile * Ajax * CSS * SaaS * Ontologies .

Manifest themselves as...

~

Social Networks * Mashups * User-Generated Content

Community/Sharing * Professional Networking

Expert Network * Crowdsourcing

- /
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Three Key Take Aways
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Key Take Away #1

e Tomorrow belongs to networks
*No guarantee existing players will win
*Keep an open mind
\WWhat's old is new again — banner ads?
e Content must be readied
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Key Take Away #2

 Today belongs to major search
engines
*Features (products) left to unfold

*Room to play - niches not well served

* Google: “We want to solve big problems
for lots of folks”
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Why Google Needs You

) federal statistics - Google Search - Mozilla Firefox ===

Fil= Edit Wiew History Bookmarks Tools Help

@ -0 - @ (5 |[Gl=|federal statistics || [[G] hetp: svmm . google . comisearch?g=federal-+st atisticstie=utf-Seoe=utf-S2ag—tBrls=org mozila:en-Us: officialeclient=Firefox-a [~] B]

Web Images WVideo News Maps Gmail more ¥ Sign in =
™ l P Advanced Search

GO (.)8 C |federa| statistics Search | 5oorences

Web Results 1 - 10 of about 56,500,000 for federal statistics. (0.22 seconds)

FedStats

A gateway to statistics from over 100 US Federal agencies.
www.fecdstats.gov/ - 13k - Cached - Similar pages

Topic links - Ato Z Statistical reference shelf
Statistical Agencies Data access tools
Statistics by geodraphy from US ... MapStats

All agencies statistics Search

More results from fedstats.gov »

FedStats: MapStats

To view a profile of your State, county, city, congressional district, or Federal judicial district,
select the name of the State from the menu or use the ...

www . fecdstats.gov/qfi/ - 13k - Cached - Similar pages

Federal Statistics

Covers main sections, Economic Statistics Briefing Room (ESBR), Social Statistics Briefing
Room (SSBR) and The Federal Interagency Council on Statistical ...

www . whitehouse.govnews/fsbr.html - 17k - Cached - Similar pages

Federal Crime Statistics

Compendium of the latest federal crime statistics compiled by the White House.
www.whitehouse.gov/fsbr/crime . html - 23k - Cached - Similar pages

[ More results from www.whitehouse.gov ]

Federal Employment Statistics Home Page

Office of Personnel Management, Workforce Data, Statistics, FedScope, Central Personnel
Data File, CPDF, Retirement Data, Federal Employment, ...

www.opm.gov/feddata/- 10k - Cached - Similar pages

Federal .Justice Statistics Resource Center = |

| one
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Key Take Away #3

e Opportunities across all models —
new and old

*Recognize influence of latest trends

*e.g. Wrap UGC and interaction into
existing aggregation tools

*Choose the right model for you
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Outsell is the only worldwide market research and consulting company
that delivers must-have intelligence and advice to publishers and
information providers. We analyze markets, companies, and trends, and
provide fact-based recommendations for high-level executives and
product development, marketing, and strategy teams. In addition, we
work with information managers to benchmark spending and
demonstrate best practices. Outsell invests significantly in original
research each year to guide clients in optimizing their strategies, plans,
and performance.

Clip Art in this document is © Microsoft Corp. Outsell, Inc. is the sole and exclusive owner of all other copyrights in this document, including but not limited to
the textual and graphic content and the organization, layout, and display of the information and data contained herein. As a user of this document, you
acknowledge that you are a licensee of Outsell's copyrights and that Outsell, Inc. retains title to all Outsell copyrights in the document. You are not permitted
to resell, distribute, disseminate, disclose, copy, or otherwise make use of the information contained in this document unless your organization has obtained a
content license from Outsell. Wherever and whenever the document, or any portion thereof, is disseminated by your organization with the permission of
Outsell, Inc., it must bear the following in a prominent location: “© Outsell, Inc. All rights reserved.” To purchase multiple copies and/or licensing rights for this
report, please e-mail us at reports@outsellinc.com.

The information, analysis, and opinions (the “Content”) contained herein are based on the qualitative and quantitative research methods of Outsell, Inc. and
its staff's extensive professional expertise in the industry. Outsell has used its best efforts and judgment in the compilation and presentation of the Content
and to ensure to the best of its ability that the Content is accurate as of the date published. However, the industry information covered by this report is
subject to rapid change. Outsell makes no representations or warranties, express or implied, concerning or relating to the accuracy of the Content in this
report and Outsell assumes no liability related to claims concerning the Content of this report.
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