
Value of Search
Search + TV



Bing Network. Be there.



TV and digital video ad spending is on the rise. In 2017 eMarketer
estimates that companies will spend $72.7B on TV ads and an 
additional $12.6B on digital video ads. 

TV offers marketers a broad audience to build brand awareness, 
generate buzz for your products and drive sales. However, TV is still a 
passive medium where viewers absorb messages but cannot engage 
with your brand.

SOURCE:
eMarketer, US Ad Spending: eMarketerõsUpdated Estimates and Forecast for 2015-2020, November 1, 2016. *Includes broadcast TV (network, 
syndication and spot) and cable TV. **Includes advertising that appears on desktop and laptop computers as well as mobile phones, tablets 
and other internet -connected devices; includes advertising that appears before, during or after digital video content in a video player. 
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With the rise of the internet and smartphones, fewer TV viewers 
simply sit back, relax and enjoy the show. eMarketer estimates that 
nearly 9 in 10 internet users in 2017 will use the internet while 
watching TV at least once a month, and 26% of those simultaneous 
users will consume digital content related to what theyõre watching 
on TV. 

How do you capture passive or distracted consumers when they 
decide to take action? 

SOURCE:
eMarket;er, Even During TV Time, Digital Devices Play Prominent Role, May 24, 2016. Note: Ages 18+; individuals who use a desktop/laptop or 
mobile device to go online while watching digital video or traditional TV content on a TV set at least once per month. 
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SOURCE: 

Forresterõs Consumer TechnographicsSurvey, Q1, 2015

When consumers decide to take action ðyou need to be 
there. Search serves as another touchpoint with consumers 
who may be passively engaged when they see your 
commercials on other channels. With search, you can reach 
audiences who are actively looking for your product, service 
or brand. 

Search is an effective channel to help you build awareness, 
position your brand, products or services, and drive 
performance ðwhether thatõs lead generation or 
in-store purchases. 



Your TV advertisement generated massive buzz. Now 
what? With paid search, you can deliver persuasive, 
targeted messaging that is consistent with your traditional 
media campaign and extends the customer journey.

Use paid search to take your customer on that next step, 
bringing qualified prospects to your designated landing 
pages to convert.

SOURCE: 
Kerry Curran, òSMX EAST RECAP: Catalyst partners with Bing to study search in the media mix, search + other 
channelsó, November 18, 2016.

81% 
of advertisers believe paid search boosts the performance 

of investments in other media channels

80% 
of advertisers who are using paid search have integrated 

paid search into other marketing channels and programs

https://advertise.bingads.microsoft.com/en-us/blog/post/november-2016/smx-east-recap-catalyst-partners-with-bing-to-study-search-in-the-media-mix,-search-other-channel
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