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ABSTRACT

With the advancement of technology, search engines have evolved into significant tools
that not only provide information but also offer marketing opportunities, making them
of great importance in designing customer journeys for digital marketing strategists.
Consequently, a comprehensive understanding of search engines is essential from a
business perspective. This systematic literature study aims to identify key issues related
to search engine marketing (SEM) from a commercial standpoint. To accomplish this,
studies obtained from Scopus and Web of Science databases were compiled, and various
analyses were conducted using the VOSviewer program. The analyses revealed that
studies on SEM generally revolve around five primary clusters: "search engine
optimization," "paid ads," "keyword auctions," "digital marketing characteristics," and
"exploring destinations." The obtained results were presented systematically, leading to
various inferences. This study is expected to promote future research that identifies
priority areas in SEM and adheres to international standards of excellence, thus making
a significant contribution to the literature.

Keywords : Search engine marketing ; optimization ; paid ads ; keywords auctions ;
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1. INTRODUCTION

The Internet has developed into an almost indispensable technology in everyday society.
Developments in computer and communication technologies have also affected the web
architecture and have been renewed to facilitate information sharing. Web 1.0 was the
first application, defined as an information connection network, and lasted from 1989 to
2005. Web 1.0 had little opportunities for consumers to communicate information with
one another, and it was impossible to engage with the website. The web's function was
essentially passive, and solely utilized for static sites and content delivery. To put it
another way, the initial web enabled us to search for and read information (Khanzode
and Sarode, 2016). However, with Web 2.0, it has become possible for internet users to
actively contribute to web pages, and this revolutionary development has also shed light
on future technologies. Today, as we become lost in the millions of websites established
across the world using the existing internet infrastructure, research to employ semantic
web (Web 3.0) technology in search engines aim to give consumers with simpler and
faster access to the site and the information they seek (Shivalingaiah and Naik, 2008).

The magnitude of data amassed on the internet via many databases is massive.
On the internet, information is found using sophisticated tools called as search engines.
A search engine is a basic software application that searches for relevant information
based on keywords entered by users. Normally, this search and reach is based on
syntactic analysis of the term (Web 2.0), but because these searches and reach are based
on content analysis, consumers will receive a more relevant result. The Semantic Web
(Web 3.0) is an expansion of the existing web that provides keywords with a well-
defined significance (Aravindhan and Shanmugalakshmi, 2013; Bhandari and Bansal,
2018; Gregurec and Grd, 2012; Killoran, 2013; Kumar, 2013).

Today, knowledge functions as a driving force. Information is behind any
economic activity. The need to search for and access information has led to changes in
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the purposes and functions of search engines. Thus, search engines have become the
most preferred tools of users. As this tendency has evolved, marketers have
progressively begun to use this platform to sell their products (Bhandari and Bansal,
2018).

Search engines have evolved to become one of the useful tools available on the
internet as well as an essential component of modern life. With roughly 30% of
worldwide web traffic produced by online search and millions of customers coming to
websites like Google each day for product research, businesses have begun to
incorporate  web search campaigns within their digital marketing mix. The
advertisements displayed on search engine results pages clearly target the terms supplied
by customers, increasing the likelihood of conversion and enabling search advertising as
a very successful marketing approach. Besides, expenditure on search advertising in the
United States reaches $84.7 billion in 2021, while spending on mobile advertising will
continue to rise as people shop more strongly than ever before (Statista, 2022).

Web-based search is a common and vital activity in e-commerce. Search
engines play an important role within internet community; well over half of all web
traffic now originate from a search engine instead of just a straight link from some other
website (Shih et al., 2013). Search engines are becoming increasingly critical as vital
bridges between businesses that utilize the internet to build their brand and their target
customers as searches become more common. Compared to other digital advertising
channels, search engine marketing is the most expensive for businesses. According to
analysts, search engine marketing will eventually eat up a sizable portion of the digital
advertising market, which is where e-commerce operations are expected to develop the
fastest (Dou et al., 2010).

To detect the emerging research trends in search engine marketing, we apply a
systematic literature review to extend our understanding about it.

2. BACKGROUND
2.1. Search engine marketing as a digital marketing strategy

Over the last decade, technological advancements have prompted the economic sector
to seek innovative methods to modify its business practices to a digitized and linked
world. In this integrated ecosystem, digital channel strategies, among other things,
became the foundation for marketing, management, operations, manufacturing, and the
creation of new goods and services (Saura et al., 2022). Almost every week, new tools
are introduced in the digital environment and many of the previously used ones are also
deprecated (Key, 2017).

Marketing tactics centered on new digital media, such as social platforms and
digital channels, have become professional habits for a wide range of organizations. In
this new era of adaptation and change, data and innovation-centric tactics are critical
choices for firms marketing their products and services abroad. Obtaining data on
customers and their behavioral acts in digital settings is forcing firms to pay more
attention to data gathering and user data analysis. New digital marketing methods are
tightly related to digital business structures. To encourage electronic commerce, SEO
tactics and digital marketing strategies such as search engine marketing, banner adverts,
and email marketing are utilized (Hidayanto et al., 2012; Saura et al., 2022).

According to a global estimate, China will have a total digital search ad in the
United States at $88.08 billion. Search engine marketing spending in the United States
in 2022 is estimated to be $95.2 billion, up from the total online media advertising
spending estimate of over 280 billion for that year. In 2021, close to half of all online
advertising revenue in the United States came from search engine marketing. Paid search
advertising spending on Google climbed by 34% in the third quarter of 2021 compared
to the same time the previous year in the United States. The cost-per-click (CPC) of
Google paid search advertising climbed by 25%, while clicks grew by 8%. In 2021,
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search engine marketing was the highest-yielding form of mobile advertising. Video
advertising ranks second with spending of US$63.82 billion. Video ads spend is
projected to grow to an estimated 134.5 billion by 2026 (Statista, 2022).

Companies frequently select between multiple forms of media when presenting
product information to customers. Understanding how customers use media as a source
of information when making purchase decisions is crucial for marketers that want to
maximize their media selections and get the best communication results. A thorough
study of the literature, however, reveals that little is known about the advertising medium
preferences of technology-based service users (Tesfom et al., 2018). Most companies, at
the beginning of internet marketing, focus the goal of their communication strategy on
getting site visitors. But to achieve the goal of internet marketing, many potential site
visitors need to be real visitors, and real visitors need to be converted into customers.
These processes can be evaluated by the concept of the effectiveness of search engine
marketing (Paraskevas et al., 2011).

It has been found in recent years that a rising proportion of internet users access
the websites they visit using search engines rather than straight links from another online
page. Obviously, search engines play a significant role in the online world. It is used to
find a variety of information, such as things, events, individuals, and locations.
Consumers frequently utilize Web search engines to get e-commerce information
(Jansen and Schuster, 2011). Search engines have also grown in prominence as an
important tool for businesses that utilize the internet to create their image and find their
target clients. A prominent issue in Internet marketing is how to rank high in search
results for certain search terms or phrases. (Agarwal and Mukhopadhyay, 2016; Kim and
Sundar, 2010; Shih et al., 2013).

Search Engine Marketing (SEM) is defined as placing a message in a search
engine which results to encourage certain clicks when a user types a specific keyword
phrase on a website (Gregurec and Grd, 2012). Today, search engine marketing (SEM)
is the fastest growing promotional instrument, and it is on its way to becoming many
times more intensive and powerful than traditional media companies. The reason is that
search engines act as a bridge between online shoppers and websites. They also act as a
mediator between shoppers and websites. Which sites users will go to depends on the
search engine optimization and marketing efforts of the site owners in this process
(Spais, 2010). There are various ways to influence the results on search engines. By
influencing these results, marketers can do SEO work to advance their products in
organic advertisements, they can advertise using sponsored links (Bhandari and Bansal,
2018).

SEM is a tried-and-true method of increasing web traffic to your organization.
It is a marketing approach that employs paid internet advertising to increase your
company's rating in search engine results pages (SERPs). A search engine results page
(SERP) is the page that shows when you input a phrase into a search engine such as
Google or Yandex. By selecting properly researched keywords, SEM propels your firm
to the top of search results. Pay-per-click (PPC) advertising is another term for search
engine marketing. SEM and SEO are phrases that are occasionally used interchangeably.
They do, however, represent two distinct facets of internet marketing. Advertising is
frequently used in SEM strategies. SEO, or search engine optimization, employs organic
methods to propel a website to the top of search engine results pages (SERPS). In this
usage, "organic" denotes "free”(Aswani et al., 2018; Erdmann et al., 2022).

SEM is a type of digital marketing that aims to profit by promoting purchased
links. To boost a website's exposure, SEM employs SEO techniques and pay-per-click
(PPC) advertising. The capacity to sell items and raise income via PPC advertising on
websites is one of the benefits of SEM. To increase a brand's, product's, or service's
position in search engines and promote a website, SEM employs a range of methods
such as keywords, sponsored links, SEO strategies, and one-click payment (PPC)
(Hidayanto et al., 2012). SEO is the process of customizing features to increase a
website's ranking or visibility in search engines. It is defined by SEO as a strategy that
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employs data observation and marketing research to discover the best 'keyword' for the
site, often known as 'keyword advertising'. As a result, selecting a good collection of
keywords that may enhance the page rank of a certain website in various search engines
is a critical component of a successful SEO (Hidayanto et al., 2012). SEM is an in-built
method for increasing online activity. In the highly competitive digital marketplace
arena, search engine marketing is a very relevant and responsible kind of marketing
(Clarke et al., 2018).

3. METHODOLOGY

Systematic literature reviews, according to Littell, are "research on a specific subject that
employs structured, transparent, and reproducible techniques at each step of the process"
(Littell et al., 2008). This type of systematic review uses a basic methodology to
synthesize and expand on a body of literature (Paul and Criado, 2020). Our research was
classified as a method-based review after examining the classifications for systematic
reviews of the literature proposed by Paul and Criado (2020).

To reveal out thematic similarities between studies, we used bibliographic
coupling using VOSviewer software version 1.6.17 (Mas-Tur et al., 2020; Van Eck and
Waltman, 2010). VOSviewer was created by Nees Jan van Eck and Ludo Waltman at
Leiden University's Centre for Science and Technology Research (CWTS).
Bibliographic consolidation is a method for measuring the similarity of two publications
by using a list of common references. The larger the degree of overlap in the articles'
bibliographies, the stronger the amount of relationship between the articles.
Bibliographic consolidation does not need mass citations and may be used for newly
published (uncited) works, emerging fields, and less developed subdomains (Zupic and
Cater, 2015).

Cluster analysis is a method for "unsupervised" learning, which is the challenge
of discovering organization in data without using a response variable. VOSviewer, by
default, allocates nodes on a network to clusters. A cluster is a group of nodes that are
connected in some way. Each network node is allocated to exactly one cluster. A
resolution parameter determines the number of clusters. The more clusters there are, the
higher the value of this parameter. The clustering approach uses direct citation linkages
to establish the connectedness of articles. The ability to easily cluster a large number of
articles is a significant advantage of employing direct citation connections (for example,
tens of millions of posts) (Eck and Waltman, 2014).

The systematic literature review protocol carried out in the study is as follows:

In the first stage, in the Scopus database, the keyword "search engine
marketing" was queried within the scope of "title", "abstract" and "keyword" by limiting
the research article type and only to the articles written in English. The search was carried
out at the end of October 2022 and 124 publications were identified. At this stage, the
WebofScience (WOS) database was also queried with the same filters and 58 studies on
the subject were reached. In the second stage, the articles obtained from Scopus and
WOS databases were read and examined by the authors and the studies that were not
relevant to the subject, whose full texts could not be reached, and which were identical
to each other were identified. In the third stage, version 1.6.17 of the VOSviewer
software was used for bibliographic aggregation and clustering was carried out within
132 studies. The values used in the program in this process are; Attraction 2, Repulsion
1 and Resolution 0.5. The research protocol is shown in Figure 1.
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Figure 1. Protocol of the systematic literature review approach

Source: Created by the authors

VOSviewer has determined that 91 of these studies were related to each other
and it has produced 5 clusters. All articles were analyzed irrespective of the number of
citations. The process attributed a minimum of ten articles per cluster. The cluster
network is shown in detail in Figure 2.
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Source: Based on the bibliographic output from VOSviewer 1.6.17

4. RESEARCH FINDINGS
4.1. Descriptive analysis

When we examine the breakdowns of SEM studies by year (Figure 3 shows the trends
and fluctuations in the number of articles published annually), it is seen that the first
article was published in 2004 and the studies on the subject increased especially after
2009. Search Engine Marketing exhibits a tendency that is increasing and decreasing
periodically. However, when we look at the trend of the last three years, it is possible to
say that the number of studies exhibits an increasing trend. In the years when studies
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began to emerge, especially how to establish an optimal strategy for search engine
marketing (Hoontrakul and Sahadev, 2006; Murphy and Kielgast, 2008; Pan et al., 2007,
Sen, 2005) emphasis was placed on the investigation of its possibilities. In addition to
the studies on tourist destinations that started to increase in 2009 and later, the brand
(Aggrawal et al., 2017) sponsored advertisements (Abhishek and Hosanagar, 2012;
Agarwal et al., 2011b, 2015) the effectiveness of keywords (Abhishek and Hosanagar,
2007; Chen et al., 2009; Chen and Lang, 2004). In recent years, the future of search
engines (Zumstein et al., 2022) marketplaces (Gazala Masood et al., 2023), SEO within
the scope of sustainability (Bader et al., 2022; Kusno et al., 2022; Parmar et al., 2022;
Roumeliotis et al., 2022). Within the scope of the functionality of search engine
marketing, etc., studies are carried out on issues.

2022
2021
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2019
2018
2017
2016
2015
2014
2013
2012
2011
2010
2009
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Figure 3. The number of scientific articles per year

4.2. Analysis of bibliographic coupling
4.2.1. SEO as a SEM tool (n = 31)

Nowadays we use the internet for many reasons. One of them is to search for topics of
interest. Individuals use search engines as a gate to access to the internet (Dou et al.,
2010). Since the emergence of search engines, the primary goal of websites has been to
improve the value of the website and the number of visitors by ranking higher in search
results. "Search Engine Optimization (SEO)" refers to the preparations performed for
this aim(Patil Swati et al., 2013).

As part of the most important technical and internet marketing strategy in the
SEM process, SEO can be used to increase a website's ranking and increase dominance
on the web. All organizations, whether for-profit or non-profit, try to put themselves at
the forefront with optimization efforts (McMahon and Griffy-Brown, 2009) SEO also
helps with user-centered design and online consumer value (McMahon and Griffy-
Brown, 2009), cost-effectiveness (Kennedy and Kennedy, 2008), brand value (Kucuk,
2011) in terms of how search algorithms work and being able to learn exactly what online
customers are looking for (Olbrich et al., 2019) as online researchers search for
information through search engines, marketers are taking interest in this topic to appeal
to these potential customers because of the current engagement (Spais, 2010).

In the studies carried out, it has been shown that the order of display helps to
shape brand perceptions and that relatively unknown brands can get ahead of known
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brands with optimization techniques (Dou et al., 2010). It has been suggested that the
weaker searchability of websites weakens the relationship between supplier and
customer at the pre-purchase stage (Beldona et al., 2012; Giraldo-Romero et al., 2021).
It is quite important to invest existing resources in the right website resources (Aswani
et al., 2021). SEM has the potential to develop brand recognition and generate online
sales since it may function up to 24 hours a day, seven days a week (Clarke et al., 2018).
Online communities and opinion leaders play an important role in supporting consumers'
purchasing decision or filtering their decisions. Companies that use SEO techniques can
additionally get support from these leaders and increase the visibility of their sites
(Kucuk and Krishnamurthy, 2007).

There are two techniques in SEO practice, white hat SEO and black hat SEO.
White hat SEO (also called organic SEO) is a technique that involves no deception in
the marketing strategy and is allowed by search engines. Search engines are the largest
source for organic search (Aswani et al., 2021). White hat SEO mandates that the
information indexed by a search engine be the same as the rest of the website's content.
Black hat SEO, on the other hand, involves deception. For example, this may be a fraud
by hiding sections of the text that are irrelevant to the rest of the website by using a font
color comparable to the backdrop of the page. Search engines continue to index these
concealed material (Clarke et al., 2018; Hidayanto et al., 2012; Kucuk, 2011).

Various plugins (Google Keyword, Metadata, Image Friendly, Google Insight,
Wordpress Auto Tagger, Link Building) can be used in SEO studies. With these tools,
web traffic can be increased, and performance in increasing web traffic can be evaluated.
In this context, in a case study conducted with these plugins on three different websites
(Chotikitpat et al., 2015; Clarke et al., 2018; Hidayanto et al., 2012; Karjaluoto and
Leinonen, 2009; Luh et al., 2016; Prawira and Rizkiansyah, 2018; Quinton and Khan,
2009).

A company needs to understand and adopt SEO efforts and the algorithms
behind them in order to increase the discoverability of their websites and generate value
(Kritzinger and Weideman, 2013; Kucuk, 2011; Lim, 2009). Search engines have
become a necessary and useful tool for people to find information and shop online.
However, the search engine does not provide web searchers with any information about
the websites that appear on the results pages and the credibility of a company that
represents them. This information is critical because the seller credibility is a major
concern for Web consumers (Ma et al., 2010; Ma et al., 2012; Sen, 2005). In addition to
its numerous benefits, this side of optimization should not be overlooked.

4.2.2. Paid ads in SEM (n = 20)

Paid advertising is a type of internet marketing in which businesses advertise their
services and products on search engine result pages. Sponsored ads are sometimes
referred to as keyword advertising, pay-per-click advertising, and search engine
advertising (Istvani¢ et al., 2017; Jansen and Schuster, 2011; Kritzinger and Weideman,
2013). Since its inception in 1998 (Fain and Pedersen, 2006) paid ads has evolved into
the primary business model of the major search engines. (Jansen (Jansen and Mullen,
2008; Jansen et al., 2009). As such, key paid advertising has helped shape the nature of
the web (Jansen and Schuster, 2011). The business models of the major Web search
engines depend primarily on online advertising in the form of keyword advertising
(Rosso and Janseny, 2010). Paid advertising efforts benefit searchers and potential
consumers to find what they are looking for more effectively (Jansen et al., 2013; Liu
and Toubia, 2018).

There are three different goals an advertiser can have for a particular keyword.
Traffic growth, profit, and self-financing (Blankenbaker and Mishra, 2009). Search
engine marketing is typically conducted as an independent activity that seeks to
maximize their growing profits (Joo et al., 2016). The dominant paid advertising model
is pay-per-click (PPC), where an advertiser pays the search engine only when a searcher
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actually clicks on the displayed advertising hyperlink (Jansen et al., 2013; Liu and
Toubia, 2018).

Search engines are becoming increasingly critical as vital bridges between
businesses that utilize the internet to build their brand and their target customers as
searches become more common. Compared to other digital advertising channels, search
engine marketing is the most expensive for businesses. According to analysts, search
engine marketing will eventually eat up a sizable portion of the digital advertising
market, which is where e-commerce operations are expected to develop the fastest
(Miklosik et al., 2020). Data from online searches can be used to forecast market
outcomes. Understanding the dynamics of online search allows us to better understand
how search data can be utilized to forecast new product sales and identify customer
characteristics. Ad spend increases the tendency of searchers to search for brand-related
keywords (Joo et al., 2016). It has been shown that paid ads and higher ranked ads
provide better overall performance than ads in lower positions (Jansen et al., 2013). The
use of paid advertising helps consumers make purchasing decisions (Bishop and Barber,
2012). When used effectively, this approach enables a company to save costs while
generating higher revenues (Jansen et al., 2011).

4.2.3. Keyword auctions in SEM (n =17)

Several search engines, especially Google, Yahoo!, and MSN, sell their ad content
through auctions (Agarwal et al., 2015). Because keywords serve as a bridge between
user searches and advertising communications, selecting the correct keywords is critical
for effective paid search campaign management (Hou, 2015; Klapdor et al., 2014; Park
and Agarwal, 2018). In keyword auctions (Abrams and Ghosh, 2007; Chen et al., 2006;
Lahaie et al., 2007), advertisers bid on specific search keywords. Each keyword appears
in one of the ad spaces on the search result page when a user searches for one of the
keywords associated with their ad, provided that they bid more for that ad space than
their competitors (Abou Nabout and Skiera, 2012; Agarwal et al., 2011a; Danak and
Mannor, 2011; Kalyanam et al., 2018; Skiera et al., 2010). Organic links are prioritized
based on their relevancy to the search query, whereas sponsored links are distributed to
advertisers in a competitive keyword auction (Berman and Katona, 2013). The keyword
auction offers good targeting, low cost, and easy scalability (Hou, 2015) Keyword
choice and bidding are critical components of SEM campaign effectiveness (Jiang,
2018).

Leading positions in search results attract the attention of users and are therefore
more preferred. At this time, it is sold to the highest (weighted) bidder. Because of this,
higher bids lead to higher and, thus, more attractive rankings, more awareness, more
clicks and consequently a higher number of earned customers. However, prices per click
are also higher during these ranks, which leads to higher acquisition costs per customer
(Skiera et al., 2010). Since budget decisions, keyword portfolio, and bid setting are
important inputs in keyword auctions due to costs, how to allocate the limited budget
rationally is an important issue (Abou Nabout and Skiera, 2012; Danak and Mannor,
2011; Yang et al., 2012).

Advertisers must constantly assess which keywords perform best (Skiera et al.,
2010). For instance, if an advertiser chooses a term that is too broad to accurately address
the user's information demand, the ad displayed will be less likely to be relevant to the
user, resulting in a reduced reaction to the ad. Keywords including an advertiser's name
have been proven to be accurate indicators of campaign effectiveness (Klapdor et al.,
2014). Consumers perceive the links that appear at the top of the search results as a sign
of the high quality of the brand (Agarwal and Mukhopadhyay, 2016). To attract
consumers to a website, it is necessary to use better identified and competitive words
(Ramaboa and Fish, 2018).

Keyword choosing and bidding are critical components of SEM campaign
effectiveness. Managers must properly position themselves in order to maximize
efficiency and gain from sponsored search campaigns. Retailers may boost impressions
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in a variety of ways. They can raise the amount of sponsored and organic keywords they
purchase, increasing the frequency with which their adverts show (Jiang, 2018).

4.2.4. Digital marketing characteristics of SEM (n = 13)

Product promotion, mostly through digital marketing, has become an increasingly
crucial component in the new digital era. Traditional marketing is falling behind digital
marketing, which provides people with new options such as tailored messaging or
responses to search queries (Angeloni and Rossi, 2021b; Istvanic¢ et al., 2017; Jayaram
et al., 2015; Miklosik, 2016; Tomar et al., 2019).

Digital marketing has changed the buying behavior of customers and provided
various advantages to users. It allows consumers to have continuous information about
the products or services of the companies, to be more interested in the activities of the
companies, to get clearer information about the products or services, to increase their
shopping convenience by comparing quality and cost between products. (IStvani¢ et al.,
2017; Jayaram et al., 2015). Pervasive digital media enables consumers to access
information that has a significant impact on their purchasing decisions, anytime and
anywhere. This convenience requires careful selection of marketing strategies used by
the companies (Angeloni and Rossi, 2021a; Jayaram et al., 2015; Loosschilder et al.,
2017).

Changes in consumer behavior in the digital world and the digital economy need
to be understood by companies and marketing managers. People are using more digital
devices to search for new products, compare and evaluate them, share ideas, seek other
users' opinions, and/or finally buy a product service. People start searching on one
device, continue on another, and in some cases end the search or purchase decision on a
third device (Jayaram et al., 2015; Loosschilder et al., 2017; Miklosik, 2016).

In today's digital era, the importance of digital marketing has grown year after
year as a means of informing, engaging, and selling services and products to clients. The
evolution of digital marketing has altered how brands and businesses employ marketing
technologies (Ghorbani et al., 2022). Digital marketing campaigns support user
experience, search engine marketing, and the analysis and optimization of data-driven
decisions (Jayaram et al., 2015; Zumstein et al., 2022). Search engine marketing is one
of the most rapidly developing aspects of digital marketing. Auctions are used to sell
available space for sponsored adverts or locations, and payment is computed depending
on the amount of hits each place receives (Jayaram et al., 2015; Loosschilder et al., 2017;
Parvez et al., 2018; Santos et al., 2022).

It is convincing that search engine marketing, regardless of type, affects not
only online purchases, but purchases in general. It is advantageous for both the advertiser
and the consumer if marketing managers provide good search engine visibility
throughout and after the campaign (Jayaram et al., 2015; Loosschilder et al., 2017;
Miklosik, 2016).

4.2.5. Use of SEM for exploring destinations (n = 10)

Search engines play an important role in linking the supply and demand for tourism by
allowing tourists to access vast amounts of information online, resulting in upstream
traffic. In this regard, search engines have emerged as a major technique for gaining
access to travel items over the Internet (Eichhorn and Buhalis, 2011; Pan et al., 2011;
Paraskevas et al., 2011). Computer science, information sciences, and consumer
behavior are heavily used in research on search engines and information search. As a
result, search engine marketing may be described as a sophisticated and dynamic process
that necessitates a thorough grasp of how potential tourists utilize search engines as part
of the travel planning process (Fesenmaier et al., 2011; Lewandowski, 2017). When
looking for travel information, it is critical to understand the extent to which tourism
websites are visible to travelers (Hoontrakul and Sahadev, 2006; Xiang and Law, 2013;
Xiang et al., 2010).
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Tourism firms and organizations are always competing with one another and
with many other sources of information to gain the attention of internet consumers who
are sifting through the massive quantity of information available online (Pan et al.,
2011). With the increasing relevance of search in online trip planning, marketers must
also better grasp the behavioral aspects of search engine use (Xiang and Pan, 2011).
Previous product knowledge is one of the most extensively researched elements
influencing travelers' information-seeking behavior. Previous product information and
information kept in an individual's memory makes information processing faster and
more effective since informed customers can focus on the pieces of information that are
pertinent to the choice at hand (Comas-Forgas et al., 2021; Lu et al., 2022). One of the
first stages in making a travel decision is to seek or collect information. It also effects
on-the-spot decisions such as lodging, transportation, activities, and tour selection. "The
purposeful activation of information held in memory or the collection of information
from the environment,"” he (Fesenmaier et al., 2011) termed information search. Personal
experiences relating to a specific or comparable place, as well as knowledge collected
via a continuous quest for information, are examples of internal sources (Gursoy, 2003).
Search is the process of retrieving information from memory. External information
research entails acquiring market information (Xiang and Law, 2013).

Consumers' willingness to conduct external research before making a purchase
is closely tied to the sort of goods they want to acquire. When choosing higher-priced,
more prominent, and more sophisticated things, such as most travel and tourist products,
consumers tend to make more external decisions (Gursoy, 2003). Travelers are not
restricted to one source of information. Although travelers employ a variety of accessible
information sources, they differentiate them in geographical, temporal, and operational
dimensions. Travelers employ a limited number of information techniques, each with its
own set of geographical, temporal, and operational aspects (Fodness and Murray, 1998).
Travelers in the early stages of learning (low familiarity) are more inclined to make
holiday selections based on external sources of information. As their familiarity with the
product grows, their reliance on other sources of information reduces, as they tend to
make their selections based on what they remember. However, as they study more
(specialize), they recognize that they require more comprehensive knowledge to make
holiday judgments, and as a result, they begin to seek extra external information to make
holiday decisions (Gursoy, 2003).

5. DISCUSSION

Search engines are information systems used by Internet users to find information. The
infrastructure required by search engine operators to deliver free search services is
massive and costly. Sponsored search advertising is nearly the only source of money in
such a circumstance to secure the provision of a free search service. Without sponsored
search, search engines are unlikely to pay anything like its infrastructure in order to
maintain this free service to online users (Jansen et al., 2009).

SEM is a form of digital marketing that aims to promote websites by increasing
their visibility in SERPs through paid and free advertising(Wiid and van Rooyen, 2018a,
2018b). SEM consists of the direct use of search engines as a marketing and advertising
platform (Jayaram et al., 2015; Loosschilder et al., 2017; Parvez et al., 2018; Santos et
al., 2022; Wiid and van Rooyen, 2018b). This strategy is often useful when the name of
the organization is unique or when there is a good competitive environment to sell
products or services (Varma et al., 2020). The findings of this study supports this
situation. The general focus of the studies associated with search engine marketing is
that a business uses SEM as a marketing activity and makes this marketing process more
effective through advertising (Bishop and Barber, 2012; Fain and Pedersen, 2006; Jansen
et al., 2013; Jansen and Mullen, 2008; Jansen and Schuster, 2011; Jansen et al., 2009;
Jayaram et al., 2015; Joo et al., 2016; Liu and Toubia, 2018; Loosschilder et al., 2017;
Miklosik, 2016; Miklosik et al., 2020; Rosso and Janseny, 2010; Varma et al., 2020).

Since previous research show that users don't easily pay attention to the second
and third results pages, it's important that a website be placed on the first page of the
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SERPs (Lindsey, 2011; Luh et al., 2016). This implies that if an advertiser's website
appears after the first page, it will most likely receive insufficient exposure to potential
customers and will produce fewer website traffic. Search engine optimization (SEO) and
pay-per-click (PPC) campaigns are two SEM digital marketing methods that may be
used to increase website exposure and traffic (Juséius et al., 2016; Lindsey, 2011; Luh
et al., 2016; Ostberg and Bergstrém, 2016; Ramos and Cota, 2006).

Although keyword auctions, website optimization, sponsored advertisements
and information search functions that are operationalized within the scope of information
technologies find their place in the field of information technologies as structures that
can be used separately, SEM is a synthesis digital marketing strategy that incorporates
all these structures as an integrated system in terms of bringing these structures together
to promote businesses in the online world.

6. CONCLUSION

The method that search engines like Google and Yandex crawl, index, and rank websites
are continually being adjusted and changed. These changes cause difficulties for those
in the industry to keep up with the latest trends and strategies. Understanding what the
future holds for SEM is important for business owners and search engine marketing
service providers who want to deliver consistent, long-term results for their customers.

The findings obtained regarding the SEM studies show that the studies carried
out in this field generally focus on five basic structures. While "digital marketing™ serves

as a general framework for SEM as a marketing strategy, the "optimization™, "sponsored
ads", "keywords" and "information acquisition” sets constitute the sub-components of
the SEM strategy, which is a component of this basic framework. Basically, SEO studies
that serve to highlight the rankings of web pages on search result pages are grouped
under the optimization set within the scope of SEM studies. In terms of marketing, it has
been found that businesses, whether for profit or non-profit, want to give value for their
customers online in addition to promoting the websites of their brands. These businesses
help their clients to discover the value in a good or service by facilitating their access to
the information they want more quickly and conveniently through the use of online
techniques. It has been demonstrated that when you rank high in search result pages,
even unknown brands can outperform popular brands. This finding demonstrates that
optimization studies conducted within the scope of SEM can help businesses obtain a
competitive advantage.

A company that targets profit maximization can achieve this goal with
sponsored advertisements with SEM activities. As information seekers, consumers can
access the products and services they are looking for through various keywords. The
findings of SEM studies show that ad spend increases the tendency of searchers to search
for keywords related to the brand. Consumers narrow their next searches accordingly
with the keywords they see in the sponsored ads they encounter in their first search. It is
possible to say that this makes it important for businesses to highlight the keyword that
the consumer will encounter. In this way, consumers can be helped to make purchasing
decisions with sponsored ads. A keyword that is in the consumer's mind can be used in
the first search query for later purchases. This can help businesses achieve cost-savings
by achieving economies of scale in the long term through the brand awareness they have
created through sponsored ads.

Search engines are implementing sponsored ads to businesses through auctions
that involve bidding on keywords. Keywords represent the connection between the
consumer and the business. The selection of the right keywords within the scope of the
SEM activities implemented by the enterprises to convey their products or services to
consumers is very important for the success of sponsored ads. With a correctly applied
strategy, consumers can perceive a brand that ranks high as better than other brands. This
seems to be very important for businesses to manage a successful SEM process.
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It is mentioned above that search engines used as an information search tool
function as a means for operators to reach consumers within the scope of SEM activities.
The first thing that comes to mind in relation to the search for information is that all
kinds of information are searched with these tools. This is a true proposition. However,
as a specific finding of this study, it is noteworthy that the SEM studies in the literature
are concentrated in the studies on destination marketing including hotel enterprises
within the scope of information search function.

At this point, it is possible to say that SEM will maintain its functionality in the
future. Factors such as content quality, mobile, and artificial intelligence will all become
key focal points over the next few years. The use of natural language processing will
also become more widespread. For this reason, businesses should strictly follow these
trends in the development of search engines and organize their search engine marketing
efforts accordingly.

The study is limited in terms of the resources accessed. Until October 2022, 132
journal publications published in the field of SEM have been determined within this
scope. There are a few suggestions that can be recommended as a topic selection for
future studies. First, new approaches to search engine marketing can be studied, and new
technologies and models for search engine marketing relationships can be developed.
Additionally, optimization, paid ads, keyword auctions and information acquisition
phenomena can be carried out to create a basic model for SEM. Search engine marketing
applications on mobile platforms can be examined. It seems that if researchers make
more efforts to conduct interdisciplinary studies by incorporating theories from other
fields into the field of SEM research, the SEM literature can be further developed.
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