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Why SEM ?

Source: IAB report S1 2008
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Agenda

• What is Search Engine Marketing ?

• Main providers in Croatia ?

• Difference between SEM and Banners.

• The Conversion Journey.

• When is SEM right ?

• Questions.
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Providers

In Croatia :

• Google AdWords:

– Google search

– Google search network

– Google content network

• Etarget

– Etarget Search network

– Etarget Content network

• Xclaim

– Xclaim content network
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SEM Vs Banner

• Format
– Banners: Images, Flash.
– SEM: Mostly text.

• Targeting
– Banners : mix websites based on: 

• Content of the site.
• Demographics.
• Reach.

– SEM :
• Searched keyword.
• Viewed Content (based on keyword)

• Payment
– Banners: per impressions.
– SEM: per clicks.
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Citroen

The conversion Journey
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Search query

(keyword)

AdWords ads

Search results

The conversion Journey
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The conversion Journey
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The conversion Journey
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The conversion Journey



February 16, 2009

Selling conversions

Invest 100€

in SEM
1000 clicks

CPC = 10 cent

1 sale 5 good leads

Conversion rate = 0,5% 
Calculate 

ROI 

Reinvest

profits
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When to use SEM ?

• SEM is right for advertisers that have concrete 
action oriented goals with their websites.

• Goals can be:

– Sale

– User Registration

– Signup for a newsletter

– Information request

– Download of a brochure

– Etc.
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When to use SEM ?

• Travel

– Online booking

• Content websites

– Registration

– New visitors

• Retail

– Direct sale

• Automotive

– Car Trial request 

• Finance

– Contact information for new customers
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Interactive

• Interactive provides SEM services:

– Set up and management SEM campaigns

– Optimization

– Conversion optimizations
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Thank you !

Adrien.vielliard@styria.com
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Ad ranking

• Cost per click and Relevancy are a Factor of the ad rank

• Potentially advertiser A can be ranked higher than 
advertiser B and pay less.

Ad Rank = Maximum CPC bid x QS
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Ad ranking

3

2

1

Position

0,38
(0,25 x 1,5%)

0,65
(0,65 x 1,0%)

0,72
(0,4 x 1,8%)

Rank score

1,5 %

1,0 %

1,8 %

Quality 

Score

€ 0,25

€ 0,65

€ 0,40

Cost per click

Advertiser C

Advertiser B

Advertiser A
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Text ads specs

• Headline: 25 characters

• Description line 1: 35 characters

• Description line 2: 35 characters

• Display URL: 35 characters

• Destination URL: 1024 characters
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Branding effect of text advertising
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Branding effect of text advertising

Source: Market research TNS / Google


