Search Super-Charges Your Budget.

..95% of Super Bowl advertisers were visible on the
first page of organic search results,...

95*

...however, just over 2/3 of the advertisers were
buying paid search against their brands or products
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..1in 5 Super Bowl ads included a specific call to action
directing interested people to their website. This is the
highest percentage in the 5 years of our study
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...A quarter of all Super Bowl advertisers linked their
landing pages to social networks such as Twitter,
Facebook, MySpace and YouTube

...Nearly half of all advertisers rewarded users for
seeking them out with “bonus” site content such as
behind-the-scenes footage or sweepstakes.

For further coverage on the Search Marketing Scorecard,
visit SearchViews.com, Reprise Media’s daily search blog.

Percent of brands that bought paid
search ads tied into their commercial

_— 65%

__—54%——54%

05 06 07 08 09

Want to go for the Extra Point?

Interested in more analysis on integrating search and other forms
of media? Want more detail on an individual company'’s
performance? Visit reprisemedia.com for updated statistics.

http://www.reprisemedia.com/scorecard.aspx

©2009 Reprise Media, Inc. All rights reserved. Search Marketing Scorecard™ is a trademark
of Reprise Media. All other logos and company names are the property of their respective
owners. Based on research conducted during Super Bowl XLIIl by Reprise Media. The
Scorecard provides a representative sample of Super Bowl advertisers., and is not
intended as a comprehensive list.

In the midst of a deepening recession, dozens of advertisers still dug $3 million out of their
couch cushions for a Super Bowl ad, hoping to generate buzz around their products and
services. For many of these advertisers, the investment doesn’t end when the commercial
does. As interest was generated, and customers turned to search engines and social media
to learn more, which advertisers were there to meet the call?
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