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1. To what extent do search ads drive TV tune-in?

2. Can SEM demonstrably lift branding metrics for TV show and network 

keywords?

3. Search drives Direct Response– but what is the brand impact of paid

search impressions beyond the click?

Objectives

Paid Search drives traffic… but can it drive Tune-In?



Google Confidential and Proprietary 3

• Respondents driven to 
different Search Engine results 
pages based on their queries

1 2 3

new cable show

• Respondents asked to query 
a keyword with intention of 
finding out more about show 
or network.

• Allocated at random, 
keywords included show and 
network names for 4 different 
shows: new cable show, 
existing cable show, new 
network show, existing 
network show

• Respondents were only 
exposed to one show specific 
search term & Search Engine 
results page

Approximately 12K 
(~1500 per keyword)

8 (2 per show)

Experimental Design Sample Size Number of Keywords
Tested

Methodology: Metrics Tested
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Analysis is between 
people who saw just an 

organic SERP, and 
people who saw an ad 
placement for the show

Test BrandTest Brand

Methodology: Search Engine Results Page

Exposure followed by a brand survey designed to measure brand impact and 
knowledge of show:

• Aided TV show awareness

• Unaided TV show awareness

• Knowledge of Network of show

• Intent to Tune-In
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1 Paid Search substantially increases likelihood of TV Tune-In

2 Paid Search improves competitive positioning for TV brands

3 Paid Search increases traffic to TV advertisers’ branded websites

4 Paid Search increases awareness of TV Shows and Networks

Key Takeaways
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66

Paid Search Increases TV Tune-In

Source: IPSOS TV BVOS 2008 Study, Base: All Respondents, Combined Ad, N=~500 per cell
Q3_3. [Watch an entire TV show episode online] How likely are you to do each of the following activities in the next four weeks?

20% Lift25% Lift

Search Advertising resulted in a 25% lift in likelihood to tune-in to new shows, 
and a 20% lift in likelihood to tune-in to existing shows.
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Paid Search Increases TV Tune-In

-

20 

40 

60 

80 

100 

120 

140 

160 

180 

New Cable Show Existing Cable Show

R
e

s
p

o
n

d
e

n
t 

L
ik

e
li

h
o

o
d

 t
o

 T
u

n
e
-I

n

Type of TV Show

Likelihood to Tune-In to Cable TV Shows
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+ Ad Placement

Source: IPSOS TV BVOS 2008 Study, Base: All Respondents, Combined Ad, N=~500 per cell
Q3_3. [Watch an entire TV show episode online] How likely are you to do each of the following activities in the next four weeks?

63% Lift

38% Lift

Search Advertising resulted in a 38% lift in likelihood to tune into the new cable show, 
and a 63% lift in likelihood to tune into the existing cable show



Google Confidential and Proprietary 8

Source: IPSOS TV BVOS 2008 Study, Base: All Respondents, Combined Ad, N=~500 per cell
Q1/Q1a. [Net Unaided Awareness] When you think about TV shows, what is the first TV show that comes 
to mind? Are there any other TV shows that come to mind? Type your responses in the space provided 
below. Please include as many as you can.

Paid Search Improves Competitive Positioning
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57% 
Lift

45% 
Decline

Search Advertising resulted in a 57% lift in awareness of the advertiser’s 
show, and a 45% decline in awareness of the time slot competition
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Source: IPSOS TV BVOS 2008 Study, Base: All Respondents, Combined Ad, N=~500 per cell
QC1_1-8. Please indicate which one of the search results you would click first (if any)? You may click on 
any one of these search results. When you click on the search result, it will be shown in yellow, indicating 
that you have selected it. If you change your mind, you may change which search results you have 
selected by clicking on it again.

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

New Show Existing Show

P
e

rc
e

n
t 
o

f 
R

e
s

p
o

n
d

e
n

ts
 W

h
o

 C
li
c

k
e

d

Type of Show

Absolute Lifts in Traffic

Incremental Lift with Ad 
Placement

Organic Alone

Paid Search Increases Web Traffic to Branded Sites

9

Search Advertising resulted in a 12% lift in clicks to branded websites for new 
shows and a 49% lift in clicks to branded websites for existing shows.

12% Lift

49% Lift
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Source: IPSOS TV BVOS 2008 Study, Base: All Respondents, Combined Ad, N=~500 
per cell  QC1_1-8. Please indicate which one of the search results you would click first 
(if any)? You may click on any one of these search results. When you click on the 
search result, it will be shown in yellow, indicating that you have selected it. If you 
change your mind, you may change which search results you have selected by 
clicking on it again.

Paid Search Increases Web Traffic to Branded Sites

Search Advertising resulted in a 12% lift in clicks to branded websites for the 
network show and 49% lift in clicks for the cable show

12% Lift

49% Lift
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Source: IPSOS TV BVOS 2008 Study, Base: All Respondents, Combined Ad, N=~500 
per cell
Q1/Q1a. [Net Unaided Awareness] When you think about TV shows, what is the first TV 
show that comes to mind? Are there any other TV shows that come to mind? Type your 
responses in the space provided below. Please include as many as you can.

400%
Lift

80%
Lift

57%
Lift

150%
Lift

Paid Search Increases TV Show Awareness
Search Advertising resulted in a 150- 400% lift in awareness of the new TV 
shows, and a 57-80% lift in awareness of the existing cable TV shows
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Source: IPSOS TV BVOS 2008 Study, Base: All Respondents, Combined Ad, N=~500 per cell
Q5_1-4. On what network do the newest episodes of TV show air?

13%
Lift

9%
Lift

6%
Lift

9%
Lift

Paid Search Increases TV Network Association

Search Ads resulted in a 6-13% lift in correct association of networks with new 
TV shows, and a 9% lift in association with existing TV shows
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1 Paid Search substantially increases likelihood of TV Tune-In

2 Paid Search improves competitive positioning for TV brands

3 Paid Search increases traffic to TV advertisers’ branded websites

4 Paid Search increases awareness of TV Shows and Networks

Summary of Key Takeaways
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