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Research Objective

• To uncover which offline channels influence, 
or drive, people to perform searches on 
search engines.



Background

• Published in late 2007

• Fielded by JupiterResearch

• Ipsos Insight U.S. online consumer panel

• 25 Questions

• 2,322 Respondents



Key Finding #1 : Offline Drives Search
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Implication for Marketers

• Huge opportunity to leverage offline channels 
to drive search by creating demand

• Requires internal cross-channel 
communication

• Lead to a competitive advantage

• Tactics:
– Incorporate URL into offline messaging
– Tell them the keyword: “Google Maytag”
– Reference product/brand name frequently





Key Finding #2:  Offline Drives Purchase 
Behavior



Implications for Marketers

• Search and offline synergy
• Power of search multiplied by offline
• Integration is no longer optional

• Tactics:
– Offline: memorable & facilitate search
– Search: echo offline & integrate keywords
– Leverage what your competitors are doing





Key Finding #3  Company Name Reigns
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Implication for Marketers

• Huge opportunity for marketers to capitalize 
on the power of branded terms in offline 
channels to drive search

• Tactics:
– Prominently and frequently display 

company/product name in offline channels
– Use easy to remember non-branded terms/ 

slogan/taglines in offline channels



For a copy of the iProspect/JupiterResearch 
Offline Influence on Search Behavior study, 
give me your business card after the session.
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