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Source of 
Information

MapsVideos NewsImages



Query/Search term

Sponsored 
Ads

(Main Line)
Sponsored 

Ads

(Side bar)

Organic 
Results



75% of the users 

never scroll past the 
first page of results

60% of all organic 

clicks go to the top 
three organic search 
results

SEM is firmly within 
your controls as you 
choose the 
keywords and pay 
for the ads



Agenda

• Introduction to Search and SEM

• Journey of a search query

• Future of Search industry





Publisher

(bing.com)

Audience

(User)

Platform

(BingAds)

Search Results + Ads

Query (Transaction, Information, Navigation)

Clicks/Conversions

Query + Keyword

Revenue

Search Results + Ads

R
e
ve

n
u

e

What does each stakeholder 

get by being in this system?

Advertiser





Publisher

(bing.com)

Advertiser

Audience

(User)

Platform

(BingAds)

Search Results + Ads

Query (Transaction, Information, Navigation)

Clicks/Conversions

Query + Keyword

Revenue

Search Results + Ads

R
e
ve

n
u

e

What does each stakeholder 

get by being in this system?



Title

Display URL

Ad slug

Security badge

{Ad Copy, Caption, Description}

Previously visited

Merchant Ratings

Location 

Extension

Enhanced 

sitelinks

Basic Text ad Bing Decoration Advertiser Decoration

Customer

Account

Campaigns

Ad Groups

Ads

Keywords
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Normalization
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Phrase

Broad 
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Match Type
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Ad Copy

Landing Page 
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Negative KWs 

Targeting 
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1,000/QBR
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A1

A3

A2

A1

A2

A3

BID pClick Rank score Price (per click)

$4.00 0.60 2.40 $3.48

$3.80 0.55 2.09 $2.86

$4.50 0.35 1.57 $3.50

Cost to be paid if a user 
cl icks on the ad



Publisher

(bing.com)

Advertiser

Audience

(User)

Platform

(Bing Ads)

Search Results + Ads

Query (Transaction, Information, Navigation)

Clicks/Conversions

Query + Keyword

Revenue

Search Results + Ads

R
e
ve

n
u

e

What does each stakeholder 

get by being in this system?



Examples :
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5.9%

3.75x

65%






