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A single-user license provides the report for your use only. We trust you to buy a corporate license if you are 

going to have multiple people read the report.  

 

A corporate license provides the report and the right to make copies for use within your organization. You can 

help us continue to publish reasonably priced reports by buying a corporate license if you have colleagues who will 

read the report.  

If you need the report for yourself, then that's what the single-user license is for. If somebody "gives" you a copy, 

then please buy a download anyway to keep prices down in the future. Thanks!
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Contact Information: 

Enquiro 
 

Search marketing is an incredibly effective channel for connecting with potential customers. And the more you 

know about how your customers interact with search, the more successful that channel will be. At Enquiro, we 

never stop exploring how to make search more successful. 

 

www.enquiro.com 

1-800-277-9997 
 
 
 
Eyetools 
 

Eyetools provides tools and services to measure eye-movement as people look at web pages to quantify what 

people read, what they don’t read, what they glance at, what they skip and what they never see... and then we 

correlate this to their clicks, comments and actions. 

 

www.eyetools.com 

1-916-792-4538 
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FOREWORD 

Our original Eye Tracking Report I: Google study started to quantify what user interactions on the Google search 

results page looked like, not just by the actions taken, but also by capturing where users looked. The original 

Golden Triangle image has since been referred to an extraordinary number of times. I have it on good authority 

that a number of people at all the major engines have gone over the study in some detail. We have also seen both 

major and minor changes in the layouts of all the search results pages that seem to address many of our original 

findings and we suspect that this is not a coincidence.  

Our research has always been aimed at gaining a great understanding of how we use search engines. It’s the 

nature of the human interaction that fascinates us. Eye tracking is a wonderful way to gain greater insight, and the 

first study pushed our level of understanding forward significantly. Follow up studies by the Nielsen Norman Group 

confirmed much of what we identified in this first study. 

It’s been gratifying to have many search marketers express their thanks for our undertaking of that initial research 

study. Andy Beal said we rocked, not once, but twice! Jim Hedger called it one of the studies that “made an 

enormous impact on the industry”. A number of reviewers, including Chris Sherman and Anne Holland, gave it an 

enthusiastic two thumbs up, calling it fascinating, insightful and a must-read for search marketers. 

So, this is our follow up effort.  Because the scope of the original study was restricted to Google that left one big 

question: What about the other engines? This study addresses that question. 

 
Changes in the engines before and after the study 
 

Before we get into this report, we have to share a phenomenon with you that came from sharing some of the 

findings of the study in the preliminary stages, well before we could get the report completed.  

We speak at a lot of industry shows, and in the beginning of this year, we started sharing some very preliminary 

findings. Immediately after talking, we were sought out by some representatives of the search engines, who 

wanted to discuss our findings. Being generous sorts of souls, we obliged, and offered our opinions on our 

findings. Partly because of this sharing of information, and partly because of the ever dynamic nature of search 

engines, we began to see changes in the way search results were shown on some of the engines. This means 

that some of our observations are on search result presentations that have since changed. We will still offer our 

original observations, but will try to note where results have since changed and what the implications of those 

changes might be. 
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INTRODUCTION 

We thought this would be easy. We were wrong. 

In the first eye tracking study, when we looked only at Google, we noticed a number of things in looking at the 

interactions that we wanted to compare with MSN and Yahoo. This study was to be the logical extension of the 

first. To provide some consistency to the first study, we decided to include some sessions with Google as well. 

What we didn’t realize was that it increased the scope of the first study by a factor of 3. And we’ve had several 

people tell us that the first study was a lot to get through! 

So, after months of analysis, writing and rewriting, we at last have the report done. At least, we have it done for 

now. As always, in looking for answers, we uncovered substantially more questions. 

It quickly became apparent that this report was not nearly as linear as the first one. Because the first study focused 

on one engine, we could walk through our findings in a fairly straightforward manner. But in this study, we were 

looking at three engines. It increased the complexity of trying to tie the information together in a logical way 

substantially. 

Finally, at the 11th hour, we realized that the content followed four logical tracks, and so that’s how we’ve 

organized the report. Although the tracks make frequent reference to each other, we found it was better to follow 

these main topic areas: 

o Perceived Relevancy 
o How We Scan a Listing 
o Interactions with the Engines 
o Marketer’s Insight 

In addition, we have the introductions and methodology sections. Here’s a brief summary of each of these 

sections, and who will likely find each section most interesting. 

Perceived Relevancy 

The big finding in this study was the difference in interactions between the 3 engines. The question that brought up 

was: why? It could be a difference in the quality of results, but for a number of reasons, we thought there was 

much more to it than that. We believed it had more to do with how participants in the study perceived the results. In 

this section, we go to some lengths to compare how search results are presented in MSN, Yahoo and Google and 

the differences between them that lead to that perception of relevancy.  This section looks at results from a few 

different studies that have compared the actual relevancy of search results, then goes on to explore a number of 

design elements, such as white space, use of fonts, the proportions of the page, the Golden Section theory and 
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the impact of launching a search from a portal rather than a dedicated search page. This section is probably of 

most interest to those who are designing and working with search engines, although it does provide insights for 

marketers in how we determine relevancy. 

How We Scan a Listing 

There is a fascinating process we go through when we interact with the search page. In this section, we go through 

that process in detail. We follow a group of searchers on a 500 millisecond by 500 millisecond time lapse, seeing 

exactly how they scan a page. We look at how we assimilate information and look for scent on the page, 

determining which listings are important to us.  We examine how we divide the page into subsets of 3 or 4 listings, 

and then make our choices. And finally, we look at how fundamentally important user intent is to this whole 

process. This section would be of interest to marketers and the search engine usability people alike. 

Interactions with the Engines 

This is the bulk of the quantitative data we gathered in the study. We present the facts and figures on what 

interactions looked like with each of the engines, broken out into the various sections of results page real estate, 

including top sponsored, side sponsored, top organic (first 3 listings), bottom organic (bottom 7 listings) and vertical 

results. We also look at the success of clicks on various parts of the page and the impact of return visits to the 

page. This section is probably also of equal interest to marketers and search engine designers and usability 

specialists. 

Marketer’s Insights 

Finally, we take all the data and boil it down into some strategies for the marketer. How you can apply these 

findings to boost the performance of your campaigns. We look at doing a SWOT analysis on a search results page 

to gain your unfair share of click throughs, look at the impact of position on potential conversions, explore how 

banner blindness can occur on a search page, show how to use information scent to your advantage in the various 

sections of the page and quantitatively determine what is the best position to bid for on the page.  

We hope this report builds on the foundation of understanding that was begun by the first eye tracking report. We 

believe that the information contained in this report, when applied strategically, can significantly improve the 

performance of any campaign. These are the same insights that we apply for our clients. 

Finally, please share your feedback and comments about the report with us. Just email us at 

research@enquiro.com. 


	 FOREWORD
	 INTRODUCTION
	Perceived Relevancy
	How We Scan a Listing
	Interactions with the Engines
	Marketer’s Insights

	 EXECUTIVE SUMMARY
	SIGNIFICANT FINDINGS
	Perceived Relevancy
	The User Experience Compared
	 
	Google’s Golden Triangle remained Consistent
	 Yahoo! Emphasizes Top Sponsored at the Expense of Organic and Side Sponsored
	MSN has Significant User Experience Issues
	 
	Top Sponsored Ads Deliver, for the Advertiser and the User
	Users Scan in Groups of 3 or 4
	Intent and Information Scent are Vitally Important


	HOW WE SCAN A LISTING
	INFORMATION SCENT
	Insight: Blink

	 AREA OF GREATEST PROMISE
	 THE TALE OF TWO JOHN’S - PRE-MAPPING
	Insight: The Scanning Funnel

	RULE OF 3 IN SEARCH
	Insight: Thin-slicing the Search Page (Balancing Organic & Paid)

	 BANNER BLINDNESS IN TOP SPONSORED ADS
	 The MSN Experiment
	Lack of Perceived Relevancy in MSN Results

	GROWTH OF NAVIGATIONAL SEARCH
	IMPACT OF BOLDED SEARCH QUERIES AND ICONS
	 IMPACT OF ICONS 
	 IMPACT OF INDENTED RESULTS

	 PERCEIVED RELEVANCY
	Tale of the Engines
	 The Nature of the User
	 The Ideal Search User Experience
	Balancing Monetization and User Experience
	Insight: Real Relevancy in Search Results

	 GOOGLE’S “BLINK” MOMENT
	 SEARCH RESULTS REAL ESTATE 
	GOLDEN SECTION THEORY AND OTHER DESIGN PRINCIPLES
	 HORIZONTAL SPACE
	 BOLDING
	LAUNCHING A SEARCH FROM A PORTAL VS. A SEARCH PAGE
	 WAITING FOR LOAD SCAN
	 INFORMATION OVERLOAD

	 INTERACTIONS WITH THE ENGINES
	OVERVIEW OF SCANNING ACTIVITY ON THE THREE ENGINES
	 Depth of Scanning on Pages
	 Indicators of Scanning Activity

	COMPARISON OF ENGINES AND INTERACTION
	% of  Time Spent in Each Section – First Visits
	% of  Time Spent in Each Section – Repeat Visits
	Google
	MSN
	 Yahoo

	 INTERACTIONS WITH TOP SPONSORED
	Google
	 MSN
	Yahoo

	 INTERACTIONS WITH SIDE SPONSORED
	General Observations
	Google
	  MSN
	  Yahoo

	INTERACTIONS WITH TOP ORGANIC
	Google
	MSN
	Yahoo

	 INTERACTIONS WITH BOTTOM ORGANIC
	Google
	MSN
	 Yahoo

	INTERACTIONS WITH VERTICAL RESULTS
	Impact of Verticals
	The Current State of Verticals
	Google
	 Yahoo
	 Information Scent in Verticals

	 THE EFFECTS OF POGO STICKING
	 How Common is Pogo Sticking?

	 SUCCESS OF THE USER EXPERIENCE
	Success: Engine by Engine
	 Google
	Yahoo
	 MSN


	 MARKETER’S INSIGHT
	The Success of Sponsored
	Sponsored Getting the Short End

	 CANNIBALIZATION OF CAMPAIGNS; IS BEING IN BOTH PLACES ALWAYS RIGHT?
	Success of Return Visits
	Top vs. Side: Why the Right Rail Underperforms
	 Bottom Fold Bounce

	 SECOND VISIT THE CHARM?
	WHAT’S THE SECRET TO SUCCESS ON THE SIDE?
	 SERP SWOT
	 UTILIZING THE TOP SPONSORED ADS FOR GREATEST EFFECTIVENESS
	UNDERSTANDING INTENT
	MESSAGING
	 The Future of Verticals and the Promise They Hold for Marketers
	Local Works 
	Pick Your Engines 
	The News Game
	 Reverse Conversion Paradigm
	The Atlas Study


	 SO WHAT REALLY IS THE BEST POSITION?
	 Google
	 And the Winner is….
	Yahoo
	 And The Winner Is….
	Google vs. Yahoo
	Mileage May Vary
	Sponsored vs. Organic


	 METHODOLOGY
	OVERVIEW
	 OBSERVED VS. SELF-REPORTED RESEARCH METHODOLOGIES
	 Image Management
	Memory Deficiencies
	Behaviors Done at a Sub-conscious Level

	 COMPARISONS OF FREE VS. PROMPTED SCENARIOS
	 THE TREASURE HUNT SYNDROME
	 INTERPRETING AGGREGATE HEAT MAPS
	INTERPRETING INDIVIDUAL USER SESSION IMAGES
	SCROLLING PAGES AND FOLLOWING THE MOUSE
	A WORD ABOUT SAMPLE SIZE
	THE STUDY SAMPLE

	 ACKNOWLEDGEMENTS
	 TABLE OF AUTHORITIES



