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Figure 1: Studies included in this paper
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Online Research Duration

Figure 2: Average journey length in days per purchase
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Figure 4: Average research time in hours per purchase
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Purchase Paths

Figure 6: Travel path

Journey paths can be very long and complex 
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Figure 8: Car insurance path

a purchase

Base: Purchasers in the Car Insurance market. 
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70% of consumers who purchase use search

purchase journey
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Brand vs. Generic Searches

Figure 12: Brand vs. generic searchers

Generics play a key role in the research process
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Base: Purchasers in the ‘Apparel’ Market

Figure 13: Generic to branded paths
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terms in their purchase journey
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Conclusions

Consumer behaviour is intensive, complex 
and highly personal
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4. td Search weighted attribution paper, 2010



Next Steps

Test and iterate




