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About SEMPO

ÅSEMPO is a global non-profit organization serving the 
search marketing industry and marketing professionals 
engaged in it. Our purpose is to provide a foundation for 
industry growth through building stronger relationships, 
fostering awareness, providing education, promoting the 
industry, generating research, and creating a better 
understanding of search and its role in marketing.

ÁThis survey provides a look inside search marketersô 
salaries, job roles and responsibilities, 
verticals/segments, compensation extras and perks, 
budgets, and more.

ÁPlease visit www.sempo.org for more information.
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Methodology

Å3rd Annual Salary Survey

ÅFirst year the survey encompassed both in-house and 

agency 

ÅAlthough direct point by point comparisons cannot be 

made, we are able to make reference to previous results

Å20 question survey compiled by SEMPO In-House 

Committee (written responses included in some parts of 

the survey)

ÅSurvey was sent to all SEMPO members through email

ÅAlso promoted to non-members

ÅInformation analysis and commentary provided by 

SEMPO Research Committee



Respondents: Who They Work For

Question: What best describes the type of company you work for?

Å54% of respondents work in an agency
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Respondents: Who They Report to/How 

Many Report to Them

Question: Who do you report to? How many people report to you? 

And what is your role in your company?

NOTE: Other includes write-in responses

ÅNearly half (48%) of respondents report to a Director or Vice President

Å40% of respondents have 1-10 people reporting to them
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Respondents:  Breakdown by Country
ÅJust over 75% of all respondents are from the USA



Respondents:  Breakdown by US Cities 
ÅOf US respondents, the country is widely represented with respondents coming 

from 119 cities

ÅThe largest percentage from one city is New York (13%), but over 10% of 

respondents are the only person responding from their city 



Respondents: Population of Cities
ÅOver 50% of respondents live cities with over 1 million residents
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Respondents: Title 

Question: What is your title?

ÅMore than half of respondents (55%) are manager level or higher
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Respondents: Outside Work

Question: Are you permitted to do "side work" to augment your income?

ÅA majority of respondents (65%) report that their companies do not specifically 

prohibit outside work
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Other (please specify)



Respondents:  Size of Company
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Respondents: Search Marketing Experience
Å27% of respondents have been in search for 0-3 years

Å30% of respondents have been in search marketing for 3-5 years

Å42% of respondents have been in search marketing for 5-15 years
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Average Annual Salary

ÅAverage search marketer makes $75,542 

per year



Salary:  Ranges

Question: Please select your salary range.
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Average Annual Salary:  2007 - 2011
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Salary:  Biggest Increase Realized after 3 Years 

ÅMajority of those with 0 ï3 years of experience in search earn $30,001 to $60,000

ÅApproximately 20% with 0 ï3 years experience earn $60,000+

ÅThose making $60,000+ more than doubles to 50% for 3 ï5 years experience

ÅWith 5 ï7 years experience, 78% make more than $60,000

ÅSalary stabilizes for those with 7 ï9 years experience
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Salary:  Disparity by Title

Question: What is your title? And How long have you been doing search marketing? 
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There appears to be a disparity of responsibilities based on job title from 

company to company.  As a result, corresponding salaries range significantly:

Å Approximately 15% of analysts make up to 30,000, while similar percentage make over $60,000

Å 10% of managers make $30,000 or under, while a similar percentage make over $100,000

Å 10% of vice presidents make up to $60,000, while another 10% make over $250,000



Salary:  Distribution by City (10 response minimum)

ÅSeattle, WA has the highest percentage of respondents making over 

$100,000+ (48%); followed by Washington, DC.
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Benefits: Current Benefits of Respondents

Question: Select the options that apply to your situation please.

NOTE: Respondents could answer with multiple options.

Compensation

Health & Retirement Benefits Vacation Benefits

Work Environment Benefits

ÅLess than half of respondents have full company paid benefits

Å83% of respondents have 2+ weeks of vacation

ÅFewer than half of respondents receive bonuses



Benefits:  Perks to Offset Salary Gap
ÅMost respondents indicate that increased vacation time or telecommuting were the 

desired perks to offset a salary gap.



Job Roles and Responsibilities:  Titles

Of the 26.8% 

of respondents 

indicating 

ñOtherò, 15% 

listed ñOwnerò 

as their title. 

The high rate of ñotherò responses, indicates the wide range of careers that require 

search knowledge



Organic Search 
Marketing efforts

32%

Managing Pay Per Click 
efforts
18%

Both Organic and Pay 
Per Click
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Manage others who 
manage these efforts
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Online Marketing & 
Search Marketing 

combined

19%

Other 
3%

Question:  You spend 

most of your time 
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Job Roles and Responsibilities: Time Spents

Your Time Spent?ÅRespondents are split evenly between specializing in one aspect of search and 

multiple digital marketing efforts


