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•How the search engines have changed

• How you can understand the new landscape

• And how you can act to support your brand

To cover today...
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How search engines have changed
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“Google isn’t a search engine ...

Google is a reputation
management system.”

- Clive Thompson
WIRED Magazine 
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Consumers have more ways to distribute and share
than ever

Automated Print Publishing

Home Media/PC Systems

Video SharingBlogging

Online Photo Sites

Search Engines



COPYRIGHT ICROSSING  /  PROPRIETARY AND CONFIDENTIAL 6
6 © Copyright Spannerworks 2007. All rights reserved 

of all online content
will be created by individuals

%

Within three years…

Source: IDC
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82.9% 67.5% 57.3% 52.2% 45.1% 38.5%

72.8% 63.2% 54.8% 45.8% 38.7% 33.7%

Watch video 
clips online

Read 
blogs

Read personal 
blogs

Visit a 
photosharing 
website

Manage a 
profile on a 
social network

Leave a 
comment 
on a blog

Upload 
personal 
photos

Leave a 
comment 
on a news 
site

Download 
a podcast

Started 
own blog

Uploaded 
video

Subscribed 
to RSS

Consumers are engaging with a wide array of 
information sources

Data taken from Universal McCann’s ‘Wave 3: Power to the People Social Media Tracker’ (March 2008)
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And travel consumers are navigating the web 
using both search engines and social networks...
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Causing a shift to more complex decision making...
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And a changing research to purchase psychology

“It’s no longer enough to just push rates and dates -
publishers must blend together a variety of information

...maps, user reviews, editorial reviews, images, a 
community platform, sharing widgets and bookmarking 
tools for trip planning assistance, and direction on the 
booking process to top it all off.

The key element in both is focusing on a particular aspect of 
the travel planning cycle: inspiration”

http://searchenginewatch.com/showPage.html?page=3629990
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How you can understand the new 
landscape
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To succeed in natural search you now need to 
be…
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The social media mantra…

1. Listen to your networks

2. Be useful to them
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Following a straightforward process…

Listen
to what

they’re saying

Plan
how to be

useful

Engage
with them

Find
the relevant

networks
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You need to understand the networks and 
communities surrounding your brand and sector

“Car hire”
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How your customers research & purchase...
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Who they are...

Innovators
Early 

Adopters
Early 

Majority
Late 

Majority

TravelPod

TripAdvisor

Expedia

Most number 
of users

Least number 
of users

Number of 
contributions

SocialSense

Visitors
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How they search…

Transport
311,004 Searches

Flights
17,279,451 Searches

Wellbeing
88,374 Searches

Airport
1,429,806 Searches

Baby
3,093 Searches

All Categories 
23,262,636 
Estimated 
Monthly 

Searches

Passports
+ 1,179,856 Searches

Directions
+ 46,485 Searches

Parking
727,307 Searches

Security
+ 32,411 Searches

Client Brand
158,157 Searches

Hotels
502,760 Searches

Jobs
52,853 Searches

Arrivals
+ 331,933 Searches

Flight Information
84,189 Searches

Departures
+ 159,612 Searches

2nd Level Grouping 2nd Level Grouping1st Level Grouping 1st Level Grouping

Duty Free
+198,310 Searches

Retail/ Food
26,359 Searches

Check In
+ 18,559 Searches

Immigration
+ 285,720 Searches

Baggage
+  295,273 Searches

Issues
+ 17,636 Searches

Entertainment
+  33,487 Searches
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Sharing

Planning / Booking

Research

What their research journeys are...
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What they say about your marketplace...

• Visualise your brand online  
with our brand mapping tool 

• See 

• Understand  

• Engage
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And how they engage with your brand…

Web analytics Engagement metrics

Visits Visits
Time on Page Time on Page 
Bounce Rate Bounce Rate 

Comments on travel forums
Rank & Esteem data 
Return Visits 
Email Sign-up 
Positive Sentiment 
Negative Sentiment 
# Tags/ Bookmarks 
Links 
# Influential Blogs
Influential Blogs: Positive Sentiment 
Page Rank
Average Search Engine Ranking
Rich media viewing Figures 
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And how can you act to support 
your brand



COPYRIGHT ICROSSING  /  PROPRIETARY AND CONFIDENTIAL 23

Gauge the credibility of sources...

•The sites with medium 
credibility are those with 
a more significant voice 
within the industry

Source: Network Sense Monitoring (1st to 31st July 2008)
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And the sentiment of the conversation...
Example sentiment for one of our travel brands: 
+0.3 (+0.1 on last month)

Industry average for date range: 0.3

Source: Network Sense Monitoring (1st to 31st July 2008)
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To really listen to what’s being said…

With automated monitoring technology we can sweep the web for conversations, 
monitoring positive, neutral, and negative sentiment
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Then plan how to be useful to those networks…

SupportingEmbracing Energising

Support your 
customers by 
helping them solve 
their own and each 
other's
problems.

Embrace what 
your networks are 
saying and 
working with them 
to help make your 
products better

Energize your 
networks by getting 
your customers to 
promote your brand 
and your products

Based on what we learn about the communities, and the customer 
conversations – we develop unique strategies to create value



COPYRIGHT ICROSSING  /  PROPRIETARY AND CONFIDENTIAL 27

By creating great content to win attention
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Thank you

David St. John Tradewell
Head of Business Development

iCrossing

+44 (0) 1273 828 100
www.icrossing.co.uk


