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Saadat M. Alhashmi

Next Generation Browsing with 
Personalised Search Engines

Agenda 
• Some Background Information
• General Issues With Search Engines
• Horizontal Search VS Vertical Engines 
• People at the Heart of Search 
• Conclusion and Future Direction 
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Example 1

Example 2 
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Horizontal Search Engine Issues 

Movie

Images 

Red Shoes ??

Book 
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Horizontal Search Engine Issues

Spirituality Center

Drama Series 

Online Store 

Healthcare

Delivery Service 

Graphic Design 

Ballet

Movie
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Horizontal Search Engine Issues 

Results of 
The Car 

More Results 
of The Car … 
And One of 
The Animal 

Results of The 
Animal Where Are The Results 

For
The Operating System???

7

What will the future be like?
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The power of connected people
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Theme
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People must be at the 
center of our 

search strategy –
not keywords
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Look at how each search component will be 
changed by people
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Content 
meaning User intent

Relevancy

Advertiser
intent

Search engines today can’t make much 
sense of social sites
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What does it 
mean to have 

3.7 million fans?
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A new type of relevance –
engagement

13

Facebook’s new search on posts
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The real-time Web presents new 
challenges for search engines
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What’s the value of:
• Retweets
• @replies
• Short URLs

Understanding user intent

Social networks 
will be like cloud 
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User intent becomes clearer with 
geographic, time, & social context
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Search nearby

Search on route

Time of day

Friends nearby

Places with friends’ 
reviews

Reviews from people I know
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New ways of targeting individuals 
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Demographic

Geographic

Psychographic

Behavioral

Social-graphic

who is closest to us – our “network 
neighbor”

“Lina” buys on NineWest.com
network neighbors” based on 

visits to profile sites via browser 
cookies

2

1

3

NineWest ads are shown to 
Lina’s closest friends, 
without identifying or 
involving Lina
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The rise of the personal CPC/CPM

- Influence
- Number of 
friends
- Influence 
among friends
- Number of 
influential 
friends

How Social CRM works with search
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Search results

Facebook, 
Community, 

Blog page, etc.

Engagement
(A/B testing)

Search ads 
tailored to 
customers

Engagement 
results in 

organic links
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How to prepare and where is all this 
leading us to
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#1 Focus on people, not keywords
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It’s all about relationships 
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What kind of relationship do you want?

Transactional
Occasional
Impersonal
Short-term

Transactional
Occasional
Impersonal
Short-term

Passionate
Constant
Intimate

Loyal

Passionate
Constant
Intimate

Loyal

Focus on relationships, not just technologies

Goals to define our strategy

Learn

Dialog

Help

Innovate
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Learning  with monitoring tools

Curators

Producers

Commenters

Sharers

Watchers

The Engagement Pyramid
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HP actively encourages sharing

Driving sales with Twitter
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Integrate social into your site

31

Prepare to tap into “chain of intent

32
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Summary

• People will be at the center of search 
strategy – not keywords.

• One Size fits for all Strategy will not work
• Understanding Individuals(or may be 

group of people) is the way forward
• Relationships with social technologies

will increase
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