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second-quarter revenues and will continue on the upswing,

experts say. Karen Anderson, media director for Modem

Media, refers to search as “hotter than most [other online

because it’s too hard to make money
at it.
media),” while David Hills, president of media solutions at
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Internet Ad Revenues By Pricing Model

"With many clients, there is still a

desire to accomplish what are cate-
Rich media and keyword search were the biggest

’ . A ; ! gorically branding objectives, in addi-
gainers in revenue in the first six months of 2003. ; J S
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2003 2002 tion to driving leads or sales,"
Keyword search 29% 8% Anderson explains. "If that's the case, then we can't deny the
Display ads (banners) 23% 33% potential value of the impression, and therefore, a CPM com-
Classifieds 17% 15% ponent would really have to be considered.”
Sponsorship 12% 24%
| Rich Media 6% 3%
Slotting fees 5% 8%
Email 4% 4%
Interstitials 3% 3%
Referrals 1% 2%
First six months’ revenues
(in billions) $3.3 $3.0
‘Source: PricewalerhouseGoopers for the IAB, 2003
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