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Introduction

IV. Industry 
Overview
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	 Microsoft	has	begun	a	new	quest	
to beat Google in the search engine wars 
with their new site Bing! Bing was formerly 
known as Live Search, Windows Live Search, 
and MSN Search. Microsoft CEO Steve 
Ballmer unveiled Bing on May 28, 2009 at 
the All Things Digital conference in San 
Diego. It went fully online on June 3, 2009, 
with a preview version released on June 1, 
2009. With several notable changes, as of 
January 2010, Bing was the third largest 
search	engine	on	the	web	by	query	volume.	
Bing	has	become	another	major	search	
engine in today’s world even though it now 
struggles and has already spent $80 million 
to improve its ratings with marketing and 
advertisements. The analysis of Bing, its 
history, the consumers and its competitors 
will explain and provide further insight 
about how the company has evolved while 
providing other information explaining and 
expanding	on	four	major	topics.	These	topics	
include industry overview, which provides 
knowledge about history, industry size, stage 
in product life cycle, seasonality, growth 
potential, overall economic environment, 
legal issues and also societal considerations. 
Next is the client profile briefly describing 
issues such as history, sales data, positioning, 
marketing mix evaluation and new 
developments. Also information about the 
competitor profiles which helps us to see 
who is competing with Bing in the search 
engine world. Lastly, the consumer profile 
will provide the most important information 

regarding the components of the 
overall situation analysis since all the 
communication and promotional 
strategies are included here along with 
the consumer analysis.
 Throughout our research we 
conducted	qualitative	and	quantitative	
analyses.	The	qualitative	research	
consisted	projective	techniques	
including in-depth interviews, 
TAT	tests,	word	association,	
picture association and sentence 
completion tests. After conducting 
each	projective	technique,	results	
showed and explained participant’s 
feelings, emotions and opinions about 
Bing.	Lastly,	quantitative	tests	were	
conducted	through	a	34-question	
survey online. These tests were then 
entered and computed through 
SPSS to help understand descriptive 
statistics and other types of output. 
All the information was compiled to 
explain how Bing could better market 
to their target audience along with 
other	audiences	as	well	as	projecting	
the opinions of participants to 
understand how Bing could become a 
better search engine.



History
The search engine industry is a relatively 
new business, but one could say that the 
research for condensing information 
has been in the works since 1957 with 
the creation of the Advanced Research 
Projects	Agency	(ARPA)10. Now know as 
ARPAnet, it was the predecessor of the 
Internet created by Eisenhower for the U.S. 
Department	of	Defense.	In	1960,	Project	
Xanadu was launched that contained 
text	inside	of	Hyperlinks.	In	1980,	Tim-
Berners-Lee writes a program for storing 
information although it was never 
published. In 1989, The Archie research 
engine is the Internet’s first indexer and is 
therefore considered the “grandfather” of 
all search engines. In 1991, with the help 
of Robert Cailliau, Berners-Lee writes the 
World Wide Web server19.
 In 1993, Aliweb is the first 
search engine of the World Wide Web. 
People	were	required	to	submit	their	
sites to Aliweb’s database2. It was a failed 
experiment.
 In 1994, Yahoo was created by a 
couple of Stanford students, Jerry Yang and 
David Filo, as a hobby. In 1995, Netscape 
offered to move their company off of the 
Stanford servers to their bigger network22.
 Ask Jeeves or Ask.com was 
incorporated in June 1996, nearly a year 
before the company established itself 
as a pioneer on the 
Internet. Its founders, 
software developer 
David Warthen and 
venture capitalist Garrett 
Gruener, were intent 
on creating a product 
innovative in large part 

due to its simplicity of use3.
 Google began in March 1998 
as	a	research	project	by	Larry	Page	
and Sergey Brin, Ph.D. students at 
Stanford working on the Stanford 
Digital	Library	Project	(SDLP)9.
 Bing also in past known as 
(MSN	Live	Search,	Windows	Live	
Search,	MSN	Search)	is	the	current	
decision	engine	(As	Per	Microsoft	
Tag	Line)	web	search	engine	from	
Bill Gates’s Microsoft Company know 
for its Windows OS based products. 
It was unveiled by Microsoft CEO 
Steve Ballmer on May 28, 2009 at the 
All Things Digital conference in San 
Diego4.
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Industy Size
Out	of	the	five	major	competitors,	Google	
holds the lead in 2010 greatly surpassing 
Bong as well as Yahoo’s search engine 
(Graph	2).

 According to Chart 1, the revenue 
for search engines has increased over 
the	past	five	years.	Google	has	a	major	
lead over the other competitors while 
the competitors’ revenue has slowly been 
sinking due to Google’s high success rate.

 As we can see, since the beginning 
of the Industry it has grown tremendously 
in size and revenue. We can predict that 
the industry will grow more in size. 
Graph 3 also gives us an indication of 

what the revenue looks like for the 
entire industry instead of different 
companies. The unfortunate thing 
is that Google seems to have a great 

advantage over the other 
competitors. Google has 
one of the largest and 
well-known databases 
since 199723.

Product 
Life Cycle
The industry itself has grown 

tremendously over 
the past 5 years. At 
this point in time, 
the industry is still 
relatively new. The 
product life cycle 
is most likely at the 
end of the Growth 
Stage leading toward 
the Maturity stage 
because most people 
know of the industry 
and who are the 

main competitors. Each individual 
company has been doing well but 
because of Google’s hold on the 
industry, there has not been room to 
grow.
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 Microsoft has had to reform 
over the past few years due to the 
massive growth of the ever-changing 
consumer. In recent years, Microsoft 
has been slowly losing its revenue 
through the search engine industry, but 
it remains strong as a company. When 
Microsoft first launched Window’s 
Live as Bing in 2008, they had the goal 
to bring themselves up at Google’s 
expense.

Growth 
Potential
According to Graph 4, the industry as 
little potential to grow anymore than 
it already has. We can see who the top 
runner in 
the industry 
is and who 
are the main 
competitors.
 Bing 
launched 
two years 
ago and 

has made respectable 
gains since that time. 
The search engine now 
commands 14% of search 
query	volume	in	the	US8.
 As per the report, 
the North American 
search engine marketing 
industry has grown by 8% 
(from	$13.5B	in	2008	to	
$14.6B	in	2009)	and	has	
reached $16.6B that is a 
14% growth6. Companies 
continue to channel 
money into search engine 
marketing, moving away 

from	direct	mail	(36%),	conferences	
and	exhibitions	(24%),	web	display	
advertising	(23%),	and	mostly	from	
print	advertising	(49%)6.
 Google continues to be the 
dominant search engine for paid 
advertising, with 97% of companies 
who use search engines for advertising 
purposes, pay to advertise on Google 
AdWords, 50% of companies who 
advertise on search engines tend to also 
use Yahoo!, while 44% of companies 
who advertise on search engines use 
Bing6. If advertisers are not willing to 
pay then the search engine industry 
will most likely switch to a “pay for use” 
option meaning consumers would have 
to pay to use the search engine.
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Economic 
Environment

 The United States economy 
is currently in a poor situation and 
does not seem to be getting better. 
The	Consumer	Price	Index	(CPI)	
as of August 2011 is set a 0.4 which 
is better than recent months where 
June was at a -0.25. Normally, if the 
CPI is negative, then consumers will 
have better purchasing power.
 According to Graph 5, our 
unemployment rate is at a steady 
9.1% meaning our economy is not 
doing well as a whole. The economy 
has	been	picking	up	with	more	jobs	
available in certain areas, but the 
rise has not changed the overall 
percentage5.
 The search engine industry 
as a whole is strong. As shown in 
previous 
sections, the 
search engine 
is a lucrative 
business. 
The main 
front-runner, 
Google, 
seems to be 
the only company that is benefitting 
from the economy. Search engines 
are free to the every day consumer 
so the industry has seen very limited 
backlash from the failing economy. 
Many consumers thought process 
is to spend as little as possible so in 
tough times it is always beneficial to 

have a search engine as a resource.

Legal Regulatory 
Issues
 There have been many legal issues 
in the past few years of the search engine 
industry. Microsoft’s Bing and many other 
search engines are regulated by the Digital 
Millennium	Copyright	Act	(DCMA)	
which established procedures that Internet 
service providers can implement to gain 
protection from liability for copyright 
infringement by their users21. 
 Other laws that regulate the search 
engine industry are the copyright law 
and section 230 of the Communications 
Decency Act. The copyright law has 
diminished due to the Internet because 
the copyright did not pertain to the World 
Wide Web. In the beginning, there were 
many new threats for copyright owners 

when material was converted to digital 
format.
 The primary function of section 
230 of the CDA is that no provider or 
user of a computer service shall be treated 
as the publisher or speaker of the initial 
content provider. This was originally 
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intended to grant search engines 
protection from liability for defamation 
on the part of the users21.

Societal 
Considerations

•	Twitter
•	Facebook
•	Sponsorships
 The group decided that it 
would be in the best interest of 
the search engine industry if they 
promoted themselves more on 
social networking sites such as 
Twitter	and	Facebook.	This	would	
help the industry grow and give 
each competitor a place to shine. 
We know now that Bing and Google 
have already implemented this 
strategy where Bing is integrated 
into Facebook while Google has 
created their own social networking 
site, Google+. We believe it would 
also benefit the industry to sponsor 
certain popular events such as the 
VMA’s or the Grammy’s.

6

V. Client 
Profile

History
 Over the past 30 years, Mi-
crosoft has become one of the most 
prolific companies in the world. In 
1975, co-founder Bill Gates left Har-
vard	before	graduating	to	join	his	
longtime childhood friend Paul Al-
len to pursue their dream of putting a 
computer on every desktop in every 
building all over the world. After a few 
years of studies and preparation, Mi-
crosoft saw its first big break between 
1982 and 1985 with the introduction 
of Windows 1.0. With this product, the 
mouse and arrow pointer were intro-
duced. There were many more success-
es throughout the rest of the 80’s and 
early 90’s such as Windows 3.0 and 
Windows	NT,	but	Microsoft’s	biggest	
success was the release of Windows 95 
which sold a record 7 million copies in 
the first five weeks1.This was the first 
system that offered the Start menu, 
minimize and maximize option, task 
bar and close option in every window 
that one can pull up. It is, without a 
doubt, Microsoft’s most publicized 
release they have ever experienced and 
this marked another stepping stone to 
reaching their ultimate goal. During 
the release of Windows 95, at the time, 
all of the previous Windows systems 
were running 80 percent of the world’s 



PCs which is the highest percentage 
a software company has ever seen in 
that regard. With internet on the verge 
of a breakthrough, Microsoft had a 
clear upper hand. The first version of 
Internet Explorer was released in 1995 
around the time of Windows 95 giving 
Microsoft even more star status.
 The next big breakthrough was 
the release of Windows 98. This was 
Windows first version to be designed 
specifically for consumers. Now, there 
were more applications for the regular 
person to browse such as a wide variety 
of computer games, easier access for 
the internet and also the introduction 
of the Quick Launce Bar which allowed 
you to search for things without having 
to always go through the start menu1. 
 The release of Windows XP in 
February of 2000 signified the era of 
speed and safety. Windows XP of-
fered a wide array of safety options and 
alerts during the dawning of bigger and 
stronger viruses. It also offered a much 
easier navigation system. Microsoft 
then released Windows Vista in 2006 
which marked Microsoft’s most secure 
system yet. In 2009, Microsoft released 
its most recent system Windows 7.

Sales Data
Although Bing has only been around 
since June of 2009, Microsoft has 
had multiple search engines start-
ing with Windows Live Search which 
was unveiled in 2006. Microsoft’s next 
venture	was	Live	Search	which	is	just	
the rebranded version of Windows Live 
Search. During the three years between 
Live and Windows Live, Microsoft saw 

a very small volume of users.
 Microsoft search engines 
saw only about a 7% average usage 
volume from 2006 to 2008 but that 
percentage began to slide partially 
because of the growing popularity of 
Google search engine and branding 
issues. Thus Microsoft attempted to 
create a new identity with Bing in 
June of 200920.
 Graph 6 represents the mar-
ket share usage trends for the top 
search engines on the web. Bing’s 
popularity has steadily been grow-
ing since its opening. After only five 
months, in December 2009 it grew 
past Yahoo! and has been rivaling 
Yahoo! ever since. With the Yahoo! 
and Bing merger, the new develop-
ment ad campaign with Facebook, 
and the steady rising fan base, there 

could be a possible break through 
with Bing. Many people are moving 
their brand loyalty from Google to 
Bing. It may be a slow process but 
with the trends seen in the chart a 
prediction can be made that by the 
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2nd	quarter	of	2013,	Bing	could	be	look-
ing at a 20% market share which could 
spell a little trouble for Google.

Positioning
 The most important aspect that 
Microsoft wants to demonstrate with 
Bing is its ability to not only search what 
you want but help you make decisions. 
Microsoft even calls it a “Decision 
Engine” instead of a Search Engine18.  
They believe Bing is good for not only 
finding the information the consumer 
wants but helping them utilize it. a study 
from ComScore Inc. shows that about 30 
percent of engine searches are abandoned 
because of lack of satisfaction. Microsoft 
strives to bring 100 percent satisfaction 
to all consumers. Microsoft’s main 
focus is to supply the consumer with 
the proper tools to help them make the 
right	decision.		To	do	this,	the	tools	will	
have to be very innovative, as Google 
has already pioneered many of the tools 
search engines have today.  Microsoft 
has already done very well with the 
promotion and 
technological 
advancement 
of Bing.  For 
example, one of 
the tools Bing 
uses that Google 
doesn’t, is when 
Bing recognizes 
a search for 
a recipe, it 
changes the layout of the results page.  
This change provides more targeted 
information such as a series of different 
recipes accompanied with pictures of the 

final	product	and	a	quick	summary	
of each recipe12.  While this may be 
a minute fraction of a search engine’s 
entire function, this still ties in very 
well to Bing’s idea of simplicity.

Marketing 
Mix and New 
Development
 Microsoft’s primary 
advertising scheme for Bing is to 
inform consumers of aspects such 
as its ability to narrow a search 
down better than any other search 
engine and its ability to not only 
find a website but help the consumer 
use it. The advertisement to the 
left	is	just	one	of	many	that	Bing	
presents to inform the consumer 
that Bing has them in its best 
interest. The “Bing and Decide” 
campaign that Bing runs suggests 
that it is the consumer’s decision 

and	Bing	is	just	there	
to guide and help 
as much as needed. 
This brings about 
one key difference 
between Bing and 
Google. Simplicity. 
During all of Bing’s 
“Bing and Decide” 
advertisements, 
different taglines are 

used	along	with	different	subjects.		
Some of these include “search 
overload”, “Bing is beautiful”, and 
the less used “what Bings you here”.  
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These all target similar audiences 
but they are effective.  For example, 
“Bing is beautiful” is a great tool 
used to get in touch with the 
consumers emotional tendencies.  
Some of the ideas are based around 
night life which is essential for Bing 
because Bing’s typical audience is an 
older demographic, as shown in the 
consumer	profile.		Since	the	majority	
of Google’s users are a semi-younger 
demographic, clearly the best way 
to reach them is through target 
marketing of trendier lifestyles 
and activities, such as the night life 
theme they have often used. In this 
day and age, people are becoming 
more and more attracted to things 
that are effortless. With much 
research, Microsoft has created Bing 
to be the ultimate simplistic device. 
Many people use Bing solely because 
they don’t have to have long search 
sessions. Instead of narrowing 
searches down using their mind, 
Bing narrows it down to its simplest 
form instantly. Many people are 
beginning to move into this kind of 
mind-set and Bing capitalized early.
 As far as new developments 
are concerned, Bing recently teamed 
up with Facebook in October of 
2010 to start an ad campaign that 
allows them to essentially visualize 
how many of their friends “like” a 
certain search result. This is a part of 
their “Decide” motto18. The changes 
this new development brings starts 
with the search engines outreach. 
Before this campaign, Bing was 
reduced to advertisements and 
word of mouth but now, in a sense, 

many are obligated to see it. It is 
also a great promotional tool since 
there are over 500 million people 
subscribed to Facebook. The target 
audience for this campaign first 
and foremost is Facebook users of 
all kinds. Microsoft wants as many 
people to use Bing as possible so 
what better way than to team up 
with the largest social network 
on the planet. With the gain of 
Facebook’s support and the already 
existing contract they have with 
Yahoo!, Bing’s market share as of 
this	past	quarter	is	sitting	soundly	
at 14.1% which is the highest it 
has seen thus far. The combination 
of both Yahoo! and Bing’s market 
share comes to a sturdy 30% which 
turned the heads of all other search 
engines18. Bing’s competitor, Google, 
also came out with a similar tactic 
around the same time to match or 
even counteract the publicity and 
popularity Bing’s new campaign 
would receive. Google, instead, 
used	Twitter	for	essentially	the	
same purpose. Clearly, Bing’s 
popularity grew regardless. While 
Google is still on top in the search 
engine department, this shows that 
Microsoft has the tools it needs to 
succeed.
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VI. Competitor 
Analysis

Main 
Competitors
 Bing’s biggest competitor in 
the search engine industry is Google.  
Google has the largest market share 
out of any of Bing’s competitors. 
Google was founded in 1998, and by 
2001 they had control of over 50% of 
the search engine market. In May of 
this year Google 
passed the 1 billion 
mark,	for	unique	
visitors to their site 
each year.  This 
feat is even more 
impressive given 
that in May of 
2010 they had 931 
million viewers 
(Holiberg,	2011).	
Google wants 
consumers to see its product as the 
best, most user- friendly search 
engine available to consumers.  
Google continues to remain relevant 
with the younger generations. An 
example of this is Google introducing 
Google+. Google+ is a new social 
network, geared towards the younger 
consumer.

 Ask.com was founded in 
1996 and it has the third largest 
market share. Ask.com originated as 
a	question	and	answer	site	and	was	
known as “Ask Jeeves.” However, it 
became apparent to Ask.com that 
the iconic Jeeves they used as their 
icon was not a recognizable figure 
in the United States. Therefore, 
Ask.com decided to only remain 
Ask Jeeves in the UK, but due to 
cultural differences in the United 
States Ask.com dropped the Jeeves 
character.  Ask.com in the United 
States	changed	from	being	a	question	
and answer site to a standard search 
engine Ask wants its consumers 
to	see	its	search	engine	as	unique	
type of search engine. For example, 
instead of simply typing in a random 
word or phrase into Ask to get 

search results; users instead can 
ask	a	question	in	normal	everyday	
speech and gain search results that 
way instead to help narrow down 
the topic. Ask.com is using a pretty 
unique	advertising	strategy.	They	
are using guerrilla-marketing tactics 
to make it look like if you use their 
search	engine	you	wont	be	subjecting	
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yourself to the monopoly that Google 
has created in the search engine world.

Comparative 
Analysis
Bing’s Strengths-
Home Page: Bing has a very inviting 
home page, due to its beautiful picture 
that is constantly changing.
Music: Bing offers an easy option to 
preview	music	videos	by	just	hovering	
your mouse over the video. Also Bing 
shows you on the search results, which 
of your friends like the band you are 
searching.	This	is	unique	to	Bing	and	
adds something extra that the other 
search engines don’t have.
Travel:	Bing	has	a	major	
advantage in the travel 
section as well. Bing can 
find the cheapest flights, 
as well as allows the user 
to use their state of the 
art flight price forecaster. 
This gives the user advice 
about whether or not flight 
prices will go up or down 
and when the user should 
purchase airfare.
Video: Bing is superior in 
video	viewing.	The	user	is	able	to	adjust	
the size, resolution of the video, as well 
as other viewing aspects that you are 
unable to change on Google, or Ask.
Restraunts: Bing has a very simple, 
easy to read section available for 
local restraunt’s. The restraunt search 

option gives users the opportunity 
to rate the restraunt, as well as 
upload photos that help potential 
customers gain an insight into the 
atmosphere	and	quality	of	food.
Bing’s weaknesses:
Maps: Google maps is far superior 
to Bing’s map option, a reason for 
this is that Google has street level 
views from most streets on Earth.  
Another reason for Google Maps 
success is that it is the standard 
Maps app on the Iphone, which has 
resulted in many users for Google.
Health: Bing health is also lacking 
because its competitors have a 
much more user-friendly way 
of searching for health tips and 
disease prevention. Google for 
example even lets the user manage 
their medical records online.	  

Search 

Engines 

E-mail 

client 

Social 

networking 

Airline 

price 

calculator 

Maps Math help 

center 

 

  X X  

 
X X  X  

 

   X X 
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VII. Consumer 
Analysis

Search Engine 
Consumers
 Though new to the search 
engine market, Microsoft’s Bing search 
engine service has started to take 
consumers from the other big search 

engine services of Yahoo, Ask, and 
Google.  The consumer demographics 
for all four search engine services differ 
greatly, as do their shares of the market. 
The consumer’s top choice for their 
searching needs is unanimously Google, 
which boasts a 64.8% market share as 
of August 2011. Yahoo came in with a 
16.3% share of the market, with Bing 
and Ask coming in with 14.7% and 3.0% 
respectively. An in-depth look at the 
demographics behind these users shows 
which consumers Bing must key in on.

	  

Age and 
Education

 Due to the merger of Bing and 
Yahoo, the primary competitor to Bing 
is Google. Therefore, we will only focus 
of the demographic differences between 
Google and Bing throughout this 
portion of the report.  The success of the 
Google and Bing is due in large part to 
the particular audience that uses their 
service, specifically in regards to the age 
and education level of their consumers.
 Bing’s consumers consist of an 
older and less educated demographic 

which could be detrimental to the 
long-term growth of the search 
engine company. Though slight, 
the amount of consumers under 
the age of 18 uses Google more 
often than it’s Bing counterpart. 
However, the most glaring 
difference between the two search 
engines is the difference in the 
level of education between Google 
and Bing. On average, 51% of Bing 
users have no college experience, 
while only 44% of Google users 
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have not attended a college. 
Furthermore, Google users tend 
to be in college or have been in 
graduate/post-graduate school.

Global Conflict

	  

The World Wide Web is exactly 
that, a far-reaching web of informa-
tion that 
includes the 
entire globe. 
Information 
of traffic to 
different 
websites is 
collected 
on a daily 
basis show-
ing how 
much comes 
from each 
individual 
country.
 
The	major-
ity of the 
traffic that 
comes into 
Bing comes 
from 
within the 
United 
States at 
39.2%. The 
second and third largest generators 
of traffic to Bing come from the two 
emerging world powers of China 
(9.4%)	and	India	(5.2%).	Google	
on the other hand generates a 
larger amount of traffic to its search 
engine service, but only 31.2% of 
its visitors are within the United 

States. India is the next largest number of 
visitors at 8.0%, with China sitting in third 
with a measly 3.8%. This difference in traf-
fic from China is be due in large part to 
the communist practices of regulating the 
Internet in their country, as well as the re-
cent conflicts between China and Google.
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However, even though Bing 
has	a	larger	majority	of	its	
users bringing traffic from 
within the United States, 
Google dominates the 
overall amount of people 
within the United States to 
visit its site in a given month 
with 156 million people on 
average. Bing only has 53.7 
million people visit its search 
engine service from within 
the United States in a given 
month.

Search 
Engine 
Addicts

 The amount of users our 
services bring in eventually leads 
to a small amount of addicts 
who use the site on a more than 
regular basis. It is key for these 
search engines to capture enough 
traffic to gain addicts in order to 
promote success.
 According to secondary 
research, 97% of Google visits 
result in a 76% addiction rate, 
while 95% of Bing visits result in 
a 63% addiction rate. Obviously 
having an addict, in this case, 
is a good thing when spoken in 
terms of website visitation. These 
addicts bring continuous business 
to the advertisers promoted on 
the websites. The continuous use 
by Google users can be attributed 
to the many different online 
applications Google has developed 

	  

	  

such as: Gmail, Google Maps, Google 
Analytics, Google Docs, and Google+. The 
newly popular Android phones are even 
powered by Google’s own operating system, 
which is now rivaling the ever-popular Apple 
iPhones. These applications insure that users 
come back numerous times in order to use 
the features offered by Google. Bing, at this 
point in time, cannot compete with Google 
in that aspect unless it comes out with a cell 
phone powered by a Bing operating system.
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Consumer 
Insights
 As our research has shown, 
Bing must tap into the audience Google 
currently holds. Google currently has a 
younger and more educated audience 
that uses their product. This younger, 
more technically savvy demographic 
understands technology, embraces it, 
and will continue to grow up with it as it 
progresses in the future. Furthermore, the 
younger and more educated users tend 
to spend more time on their computers 
and other electronics than those who are 
less educated. Therefore, these users are 
much more likely to become addicts to the 
service and will visit it on a much more 
frequent	basis.	If	Bing	wants	to	succeed	
in the same realm as Google they must 
try to take over a share of the younger 
and more educated demographic for their 
target audience. Bing needs to provide 
more services for their users to use in their 
everyday lives. It is essential for Bing to 
try and create their own form of Google’s 
blueprint for a successful search engine 
company if they want to have long-term 
success.

Method
 In order to collect more in-depth 
research,	personal	interviews	and	projec-
tive	techniques	(5	different	tests)	were	
conducted. Our research group wanted to 
obtain a more personal view of the average 
consumer. For this study the participants 
were asked about their personal use and 
how they would market or expandthe 
search engine, Bing. Three of the people 
interviewed were male while the other 
two were female. Each participant was in 

the age range of 20-26. All participants 
were	Caucasian.	As	for	the	projective	
techniques,	we	found	ten	or	more	indi-
viduals	to	take	each	test.	The	majority	
of the test takers were male. The main 
areas	of	questioning	were:

•	 How	often	do	you	go	online?
•	 What	search	engine	do	you	typi-
cally	use?
•	 What	is	your	attitude	towards	
Bing?
•	 What	are	some	changes	you	
would	make	to	Bing?
 
 Each group member came up 
with	their	own	survey	questions,	but	
included	many	of	the	same	questions	
in each interview to gain a common 
ground with all the participants. The 
group based their interviews mostly 
on active listening so it would not have 
been appropriate to ask the participant 
the	same	questions.	We	wanted	to	get	to	
know each person as an individual and 
not	just	as	an	interviewee.

Data 
Analysis
 As a group, we compared each 
individual	interview	and	projective	
technique	responses	for	analysis.	We	
found this to be the best method to 
find similarities and differences be-
tween each participant and what it 
means for Bing. We could then place 
our findings into categories based 
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Raw Data Categories Category Definitions 

“Honestly, I don’t use 

Bing much and don’t 

know much about it.” 

Lack of Knowledge (Lack of) the ability to 

understand how Bing works 

and functions. 

“It would just take that 5 

minutes of just uh 

learning the new format 

that I just don’t feel like 

putting myself through” 

Lack of Motivation Participant experiences and 

ideas regarding what they 

perceived as factors that 

contribute to learning a new 

search engine. 

“Google has done so well 

that when Bing came 

about it kinda just got 

pushed under the rug” 

Biases Participants’ personal biases 

towards Bing and other 

search engines 

	  

on the raw data. Some examples are 
shown	in	Table	1.

Table	1.	Examples-Raw Data, Categories and Category Definitions

Findings
Interviews

 In the interviews, the partici-
pants shared experiences with their use 
of search engines and many common 
themes kept appearing. Categories iden-
tified	were	1)	Lack	of	Knowledge,	2)	
Lack	of	Motivation	and	3)	Biases.	These	
three categories created the reasons for 
Bing’s attempted success and failures. 
Three	major	factors	that	affected	be-
haviors concerning search engines were 

brand association, recognition and 
functionality of the search engine.
 Lack of knowledge, is defined 
as the ability to understand what Bing 
is and how it functions. Each partici-
pant stated that when they normally 
use a search engine they hardly ever 
think of using Bing because it is not 
well known and they do not know 
enough about the search engine to use 
it. From our research, a few stated that 
they have indeed used Bing before but 
mainly	enjoy	the	high	quality	photo-
graph on the front page where it would 
give	information	about	the	subject	in	
the photograph. When asked about 
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Bing’s advertisements, participants were 
unaware of their purpose. Some of the 
participants felt that the advertisements 
were confusing, which made them un-
comfortable or confused. Others en-
joyed	it,	but	felt	that	Bing	was	targeting	
the wrong audience.  Many participants 
stated that Bing was more difficult to use 
than Google. The reason for this is be-
cause they do not want to take the time to 
learn something new. 
 Lack of motivation. Through our 
research we came to realize that the lack 
of motivation stemmed from our par-
ticipants not wanting to take the time to 
learn the format of a new search engine.  
Many of the participants felt that Google 
was a good enough resource already so 
that it would be unnecessary for them to 
try and learn Bing’s format. One of our 
participants summed it up best when 
he	stated,	“It	would	just	take	that	5	min-
utes	of	just	uh	learning	the	new	format	
that	I	just	don’t	feel	like	putting	myself	
through.” 
 Biases. After analyzing our in-
terviews, we came to the conclusion that 
biases against Bing were definitely pres-
ent.	Biases	are	defined	as	a	prejudice	or	
assumption based on cognitive factors 
instead of absolute fact presented by 
evidence. Our interviewed participants 
proved to have biases mainly towards 
Microsoft instead of Bing. One partici-
pant in particular shared his bias towards 
Microsoft	by	saying,	“Bing	I	just	didn’t	
like because it was hard. Everything Mi-
crosoft	comes	out	with	is	just	hard	to	use	
to me. It’s like they think about it way too 
much and try to cram too many features 
into their products.” Across the board our 
participants seemed to share the same 

bias that because Bing was a 
Microsoft owned service it was 
somehow inferior to Google 
because of the negative conno-
tation about Microsoft in this 
day and age. 

Projective
Techniques

 We chose to use a com-
bination of tests in order to 
get a variety of responses from 
our participants. The first test 
gave a large list of words for the 
participant to read. They were 
then given the brand images of 
the three main search engines: 
Google, Ask, and Bing. Par-
ticipants were asked to write five 
words from the list next to each 
brand image that accurately de-
scribes how the participants feel 
about each search engine. This 
test revealed to us the different 
types of feelings and descriptive 
words consumers use or express 
when they think about the three 
search engines we are research-
ing.  The second test we con-
ducted gave the participants a list 
of the three search engines in the 
form of each brand image. They 
were then asked to rank each 
search engine from first, second, 
or third based on their personal 
preference. After they had select-
ed their rankings, participants 
were then told to explain why 
they had chosen each individual 
ranking.	This	technique	sim-
ply allows us to find out which 
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search engine the participant prefers 
and uses on a regular basis. The 
third test gave the participants a list 
of the three brand images. Partici-
pants were then asked to write down 
the first word or image that came to 
their mind when they first saw each 
individual logo. By administering 
this test we gained insight into the 
gut reaction instincts of our partici-
pants towards the search engines. 
Our final test conducted started 
by showing the participants three 
different images of general users 
for	the	three	major	search	engines.	
The images were of people that were 
meant to represent the average user. 
Participants were then asked to 
assign one of the three consumers 
to one of the three brand images of 
the search engines presented before 
them. This test provided informa-
tion on different types of consumers 
our participants perceived to use the 
search engines.
 We chose to use these pro-
jective	techniques	because,	after	
extensive research, we found it to 
be a reliable test to gain insight 
of what appears to be subcon-
scious	thoughts.		In	this	technique,	
simple sentence “stems” are used 
to uncover attitudes, motives and 
other various feelings by getting 
the participant to finish the sen-
tence about our product in a way 
that most accurately reveals his or 
her thoughts.  The test started off 
with a few brief instructions.  The 
participants were asked to complete 
the following sentence “stems” for 
Bing and then again for Google.  

The sentence “stems” are devised to 
uncover the participants feelings about 
the search engines, what they wanted 
to see more of with the search engines 
and their overall perceptions of the 
search engines. Out of the ten par-
ticipants	for	this	technique,	there	was	
some	helpful	information	acquired.		
The biggest problem these participants 
had with Bing is its confusing and 
complicated set up.  6 out of 10 of the 
participants stated that it was either 
confusing, complicated, unorganized 
or not simple enough.  Furthermore, 
one participant stated that Bing was a 
“rough sketch of what a search engine 
should be.”  In the same light, another 
participant stated that Bing is “innova-
tive, but needs refining.”  This tells us 
that some consumers feel that Bing 
is too complicated, but in the same 
sense	they	feel	like	it	is	just	somewhat	
unrefined and could potentially be a 
good search engine. Bing should begin 
by taking users recommendations into 
consideration, making the site easier 
to navigate and include more features.
	 The	TAT	(Thematic	Apper-
ception	Test)	is	meant	to	assess	the	
subject	based	on	what	the	participants’	
projects	onto	the	image.	Once	that	
was completed, they are then asked to 
look over their responses and relate 
their actual use of the two search 
engines resembled in the picture and 
briefly explain why the story played 
out as it did.  We found that this test 
showed whether the participants had 
a bias towards Bing or Google. Many 
of participants said that Google would 
ultimately win the fight against Bing. 
This is based on the realization that 
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everyone uses Google as his or her main 
search engine.

Discussion
Despite the fact that this is actually Mi-
crosoft’s third search engine service, none 
of the participants in our study knew that 
Bing was actually the rebranded search 
engine formerly named MSN and Live 
Search. Microsoft needs to be dedicated 
to the Bing brand name in order to form 
consistency and long-term growth of the 
brand. Rebranding the search engine for 
the fourth time could hurt Microsoft even 
more in the future if they choose to go 
that route once more. Our participants 
also shared the same view of the average 
Bing user being older and less informed, 
while Google users were perceived to be 
well-informed young adults. Bing must 
attempt to market itself towards the col-
lege aged demographic in order to take 
away from Google’s main audience. Bing 
should continue marketing to their target 
audience. Running advertisements such as 
“Bing is Beautiful” helps attract a younger 
crowd using tactics that promote fun and 
implying Bing is “fun.” The greater the push 
with these type of advertisements, the more 
successful Bing will be in the long run.As 
far as the look of Bing is concerned many 
of	our	participants	enjoy	the	picture	of	the	
day that they feature, in fact that seemed 
to be the only thing our participants liked 
about Bing. If Bing could incorporate the 
less is more approach that Google brings to 
the table and combine it with the high reso-
lution daily images that Bing offers, it could 
be a combination for success. Overall, we 
believe it would be beneficial for Bing to 

take Google’s blueprint for success and 
try to replicate it as much as possible 
while keeping Bing’s individuality and 
dedication to thinking outside the box.

Conclusion
 Based on our finding we can 
easily say that Bing has a large disad-
vantage being a new face in the search 
engine industry. The group found that 
many did not understand why anyone 
would want to use Bing unless they 
are already loyal Microsoft customers. 
People today are habitual, and these 
habits are hard to break. In the future, 
Microsoft will have to look at Bing and 
decide how they are going to market 
themselves to gain any lead on Google. 
According to our research, this will 
take many years to implement these 
changes to see results.
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Survey 
Design
	 The	main	profile	we	searched	for	were	people	between	the	ages	of	18-
25.	A	few	outliers	in	the	survey	included	high	school	aged	(15-17)	as	well	as	
middle-aged	adults	(46-52).	These	will	be	taken	into	consideration,	but	are	not	
the	main	focus	of	the	analysis.	As	a	group,	we	decided	to	conduct	a	web-based	
survey;	we	chose	this	method	in	an	effort	to	reduce	bias.	We	used	a	variety	of	
questions,	using	the	Likert	Scale	throughout	the	survey.	We	reduced	bias	by	
changing	each	extreme	from	time	to	time.	By	using	a	web-based	survey,	we	
were able to control interviewer bias. The participants were able to complete 
the	survey	on	their	own	time	without	any	group	members	present.	This	non-
probability	sampling	method	allowed	us	to	quickly	receive	the	data	we	were	
seeking,	and	proved	to	be	very	inexpensive.

Achieving 
Research Objectives
Research	  Objective	   Survey	  Questions	  
To	  identify	  if	  there	  are	  gender	  
differences	  for	  search	  engine	  use	  

1,	  2,	  8,	  9,	  10	  

To	  assess	  the	  target	  market’s	  
attitudes/beliefs	  towards	  Bing	  

17,	  18,	  19,	  20,	  21,	  23,	  34	  

To	  assess	  the	  comparison	  of	  Google	  and	  
Bing	  

22	  

To	  assess	  the	  awareness	  and	  
reinforcement	  of	  Bing’s	  Advertisements	  

24,	  25,	  26,	  27	  

To	  assess	  the	  target	  market’s	  usage	  of	  
search	  engines	  while	  using	  cell	  phones	  

30,	  31,	  32	  	  

	  Gender 
Differences

	 The	first	objective	of	our	
quantitative	research	was	to	identify	
if	there	were	any	gender	differences	
for	search	engine	use.	Of	the	surveys	
completed,	65%	of	females	use	a	
search	engine	four	or	more	times	a	
day,	while	79%	of	males	use	a	search	
engine	four	or	more	times	a	day.	
	 By	using	an	interval	Likert	

scale	ranging	from	very	unimportant	to	
very	important,	we	determined	which	
features	were	most	important	in	search	
engine	choice.	When	the	search	engine	
is	able	to	retrieve	a	PDF	or	document,	
36%	of	men	found	this	important,	
while	43%	of	women	found	this	equally	
important	(n=86).	When	a	search	
engine	retrieves	a	web	page,	79%	of	
men	found	this	to	be	very	important,	
while	70%	of	women	found	this	feature	
to	be	important	(n=87).	Furthermore,	
48%	of	men	found	that	image	results	
were	important	while	43%	of	women	
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feel	the	same	way	(n=87).	42%	of	men	
found	video	results	to	be	a	neutral	
subject	while	36%	of	women	felt	the	
same	way	(n=86).	Email	is	the	next	
feature	on	the	list	that	gave	us	mixed	
reviews.	55%	of	males	found	it	to	be	a	
neutral	subject	while	25%	of	women	
found	it	to	vary	from	unimportant	to	
very	important	(n=86).

Attitudes/
Beliefs
	 The	second	objective	was	to	
evaluate	the	target	market’s	attitudes	
and	beliefs	about	our	client.	The	
respondents were asked to rate their 
overall	satisfaction	of	Bing.com	on	
an	interval	scale	ranging	from	1-5,	
1	being	very	unsatisfied	and	5	being	
very	satisfied.	The	reported	mean	
from	the	male	respondents	was	3.50	
with	STDV	of	0.96	while	the	mean	of	
females	was	3.22	with	STDV	of	0.98.	
The	results	signify	that	the	majority	
of	the	respondents	define	their	overall	
satisfaction	with	Bing	as	“Neutral”,	
without	a	large	amount	of	variance	
between	the	two	genders.
 The respondents were then asked 
to	rate	features	of	the	Bing	website.	
The	scale	was	from	1-5,	1	being	very	
bad	and	5	being	very	good.	The	mean	
for	“Ease	of	Navigation”	was	3.72	with	
STDV	of	0.79	(n	=	58).	The	mean	of	
“Fresh	Content”	was	3.81	with	STDV	
of	0.81	(n	=	57).	The	mean	of	“Accuracy	
of	Information	was	3.72	with	STDV	of	
0.85	(n=	58).	The	mean	of	“Quality	of	
Content”	was	3.65	with	STDV	of	0.86	
(n	=	57).	The	mean	of	“Quantity	of	
Content”	was	3.64	with	STDV	of	0.79	(n	
=	58).	The	mean	of	“Layout	Design”	was	
3.81	with	STDV	of	0.95	(n	=	58).	The	
mean	of	“Customer	Service”	was	3.21	
with	STDV	of	0.56	(n	=	58).	The	analysis	
of	this	data	about	Bing’s	website	shows	
that most respondents who have used 
Bing	thought	that	these	features	were	

“Neutral”	or	“Good.”	This	section	of	
the survey has a lower response rate 
due	to	the	fact	that	each	respondent	
must	have	answered	“Yes”	to	ever	
using	Bing,	otherwise	the	questions	
were skipped because they were 
irrelevant to the respondent.

Google vs
Bing
	 When	it	comes	to	comparing	
Google	and	Bing,	it’s	obvious	to	see	
through	all	our	research	and	findings	
that	Google	is	the	overall	participant	
favorite.	After	reviewing	our	results	
we	found	that	when	asked	the	
question:	“Which	search	engine	you	
use	most	frequently?”	An	unanimous	
99%	of	participants	preferred	Google	
while	only	one	participant	chose	Bing.

We	also	compared	the	
layout	of	each	homepage	
by	asking	questions	about:	
visual	design,	organization	
of	features,	refine	and	filter	options,	
and	the	relevance	of	results.	These	
questions were based on an interval 
scale in which the respondent was 
asked	to	choose	between	Google	and	
Bing	with	“Tie”	being	the	neutral	
option.	The	results	for	each	showed	
that	Google	was	again	preferred	over	
Bing.	After	reviewing	results	it	is	
apparent	that	Google	is	preferred	
over	Bing	in	all	aspects	of	our	search	
engine	criteria.	Both	pie	charts	show	
who	has	used	Bing	and	Google,	while	
Chart	2	identifies	the	key	features	
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Ad
Awareness
	 Since	Bing	has	spent	so	much	
money	on	advertising,	we	felt	that	
this area should be researched in 
order	to	find	out	our	participants	
views as to whether or not they 
were	aware	of	the	advertisements	
in	general.	We	found	through	our	
research	that	only	33%	of	survey	
participants	had	seen	one	of	Bing’s	
advertisements	on	television	before.	
Our	main	questions	pertained	to	
whether the advertisements were 
relevant	to	you,	appropriate	for	their	
audience,	over	the	top,	unique,	or	
creative. The question was based on a 
Likert-scale	ranging	from	definitely,	
somewhat,	neutral,	not	so	much	and	
definitely	not.	After	running	a	crosstabs	
test	we	found	that	the	answers	for	this	
question were relevant to whether or 
not	our	participants	had	seen	a	Bing	
advertisement. Participants chose 
“neutral”	the	most,	however	“somewhat”		
was	the	most	popular	choice	for	
relevancy,	appropriateness	for	their	
audience,	uniqueness	and	creativity.	
For	advertisements	being	“over	the	
top”	most	participants	(48%)	chose	the	
neutral	option,	while	there	was	a	tie	
between somewhat and not so much.

findings	showed	that	if	Bing	came	
as	the	default	search	engine	on	
their mobile phone then they could 
potentially	gain	more	customers.	
As	of	now	Google	is	the	standard	
search	engine	on	most	mobile	devices,	
therefore	more	participants	are	using	
it.	Chart	3	indicates	the	usage	of	Bing	
on	different	mobile	devices.

	 While	the	majority	of	our	
participants have access to the 
Internet	on	their	phone	(68%	versus	
29%),	only	9%	of	those	participants	
have	used	Bing	on	their	mobile	
device.	Also	as	stated	before,	a	major	
problem	interfering	with	Bing	not	
being	used	as	often	is	the	fact	that	
more participants have Androids and 
iPhones	which	comes	with	Google	pre-
loaded	as	the	default	search	engine.

that	compare	Bing	and	Google	to	
the	participants’	responses.

Mobile
Devices
	 When	it	comes	to	mobile	devices	
we were curious as to which search 
engine	each	respondent	had	on	their	
specific	mobile	device,	whether	or	not	
they	had	access	to	Internet,	how	often	
they	used	it,	and	if	they	had	used	Bing	
on their mobile device. First we tested 
to see whether or not the participant 
used	Bing	on	their	mobile	device.	Our	
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Key
Insights
 After conducting all of our 
research	objectives	we	gained	several	
new insights into the usage of the Bing 
search	engine.	Our	first	objective	gave	
us new data into the usage of search 
engines between the two different 
genders. The research showed that, on 
average, males tend to use a search engine 
14% more than in a given day their 
female counterparts. Males, as a whole, 
appreciated the services offered by the 
search engines more so than females as 
well. 
	 The	second	objective	we	chose	
to research was the general attitude of 
Bing and the different services they offer. 
Overall the respondents were generally 
satisfied with the ease of navigation, 
overall content, costumer service, and 
accuracy of the information given. 
	 Our	third	research	objective	
compared the two main search engines 
in our study, Bing and Google. When 
we conducted our survey asking our 
participants to choose between the two 
browsers, the findings were a unanimous 
decision in Google’s favor. An astounding 
99% of our respondents chose Google 
over Bing when deciding which search 
engine	they	use	more	frequently.	We	also	
found that Google also dominated the 
overall criteria of what our participants 
looks for when deciding on a search 
engine, these categories included: visual 
design, organization, filter, and relevance.
		 Our	fourth	objective	throughout	
our	research	was	on	the	subject	of	
advertising awareness. Out of the 87 
people surveyed only 33% of participants 

remembered seeing a Bing 
advertisement.  Bing would benefit 
from increasing their amount of 
advertising. This suggested expansion 
in advertising would improve Bing’s 
recognition, and has the potential to 
increase usage of their services.
	 Our	final	objective	was	to	
assess the use of Bing on mobile 
devices. Through our extensive 
research we found that the two most 
popular cell phones, the iPhone 
and Android, come preloaded with 
Google search engine as its default. 
Due	to	this	fact	the	majority	of	our	
respondents did not use Bing when 
accessing the Internet on their mobile 
device. 
 After conducting our 
quantitative	research	we	came	to	the	
conclusion that Bing has a lot of work 
to do in order to overtake Google. 
Bing must promote their services 
more towards males, due to their 
high appreciation for the service. 
Respondents were overall satisfied 
wih the content and aesthetics of 
Bing’s website, but Google dominated 
in categories of organization, 
visuals, and relevance to searched 
material. One of the more suprising 
outcomes of our data, was the fact 
that most of our participants did not 
remember seeing a Bing television 
advertisement. Bing must improve 
their television ads by somehow 
making them more memorable to 
the viewing public. Finally, Bing 
must work with phone companies 
to encourage them to make Bing the 
default search engine on their mobile 
devices. 
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Recommendations
 Bing’s target audience must change 
in order to sustain long-term success for 
future ventures. Currently, the audience 
that uses the Bing search engine service 
is older and less educated than its com-
petitors.	Bing	needs	to	try	and	acquire	a	
younger and more educated target audi-
ence. This younger and more educated 
demographic uses and understands the 
technology more than their older and 
less educated counterpart. Changes to the 
look of the website, as well as the adver-
tising campaign may be needed in order 
to capture the desired audience we have 
discussed. 
 Bing should increase their adver-
tising campaign both domestically and 
internationally to ensure that more people 
will remember their product across the 
world.  While Bing’s U.S advertising efforts 
have produced significantly larger num-
bers this past year than before, the interna-
tional	market	is	just	not	cooperating.		For	
example, the United Kingdom posted a 
90% market share for Google in 2010 leav-
ing Bing with close to nothing. Now that 
Bing has begun making a name for itself 
in the U.S. market, they need to expand 
more efficiently.  Bing needs to decrease 
their U.S. ad spending by at least 10% and 
delegate that among the larger foreign 
markets such as Japan, United Kingdom, 
Germany and China. This will create a 
wider range of users, show Bing’s ability to 
be diverse and ultimately improve Bing’s 
global usage. Through our research we 
concluded that Bing had early success with 
their advertising campaigns. However, as 
time has progressed Bing has decreased 
the amount of advertising they are put-

ting out. Which, according to our 
quantitative	research,	has	attributed	
to the viewing public forgetting about 
Bing television advertisements com-
pletely. Repetition is key in gaining 
the attention of potential consumers, 
so it would be in Bings best interest to 
increase the amount of money spent 
on advertising to attract new clients.
 Bing should follow the lead 
of Google and increase the amount 
of services that they offer. Google 
throughout the years has come out 
with many products such as Google+, 
Gmail, Google Earth, and Google 
Chrome. Bing needs to develop new 
and innovative ways to attract poten-
tial clients to their services. If they 
achieve this goal, Bing would gain a 
larger percentage of the market and 
will finally tap into the large market 
share that Google currently holds. 
 Through promoting Bing 
more as a Microsoft product, consum-
ers who are brand loyal to Microsoft 
would be more likely to use Bing. 
People who use Microsoft have brand 
loyalty to their Microsoft products. 
Therefore, Bing must increase its 
awareness to consumers that it is 
a Microsoft owned and developed 
product. This process should be done 
through their advertising and pro-
motional campaigns, which should 
increase their share of the market.
 Bing should utilize product 
placement because, with today’s me-
dia, a good product placement strat-
egy can get the attention of all differ-
ent demographics.  Bing should start 
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placing itself in movies and television shows 
of all different scales to gain recognition as 
wide spread as possible. This will be very ef-
fective for Bing because when viewers begin 
to see Bing in the movies and television used 
by the characters they love, it will spark an 
immediate interest even if it is subconscious. 
This recognition will help set Bing up for a 
wider range of advertising which will ulti-
mately make Bing more money and consum-
er loyalty.
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Appendix A
How	many	hours	a	day	would	you	say	you	spend	online?
When	you	are	online	do	you	use	search	engines	a	lot?
Which	search	engine	do	you	use	most	often?
Why	do	you	prefer	to	use	Google	to	other	search	engines?
Does Google have any features that draw you to use it over other search en-
gines?
Have	you	ever	tried	using	Bing?
What	were	your	thoughts	on	Bing?
What	were	the	drawbacks	you	noticed?
What	were	the	advantages	you	noticed?
Who	do	you	think	is	Bing’s	stereotypical	client?
Have	you	ever	seen	any	advertisements	for	Bing?
What	did	you	think	of	the	advertisement?
Were you aware of Bing actually being the third generation of search engines 
that Microsoft has launched, previously being called msn search and windows 
live	search?
Have	you	ever	used	any	sort	of	mobile	search	engines	on	your	phone?
Do you think there is any correlation between pc users and Bing users since 
they	are	both	Microsoft	products?
How	do	you	think	Bing	could	become	a	bigger	competitor	with	Google?
Have you heard about how recently Yahoo and Bing struck up a deal where ev-
ery	time	you	searched	yahoo	you	are	actually	receiving	Bing	search	results?
Do	you	think	everyone	knows	that	Bing	is	a	subsidiary	of	Microsoft?
Do you think if it was better advertised that Microsoft owns Bing then people 
will	be	more	apt	to	use	it?
Do you think that because Google now has a social networking beta in testing 
that	they	can	gain	even	more	of	the	market	share?
Also Gmail has become a popular email client, do you think if Bing implement-
ed	some	of	these	ideas	they	could	become	more	popular?

Now that tablets are becoming more popular do you think that Microsoft 
should try getting Bing as the standard search engine on new tablets coming 
out?	
Microsoft has bought Skype, do you for see that they would want to have a 
speakable search engine,
What other arenas do you see Microsoft trying to integrate Bing into, for ex-
ample, Microsoft created Sync for Ford Cars and possibly allowing people to be 
able to use Bing in their cars
Blackberry phones have bing as their default search engine, do you think the de-
creasing popularity of blackberry phones and apps available to them will affect 
the usage of Bing
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