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This thesis examines the effect of search engpignisationand search engine advertising
techniques in connection with content marketing on sesargine visibility, awareness and
engagement of the website traffithe thesis aims to finduidelines for search engine
optimisationand advertising tactics to be implemented to gain better ranking in search
engines as well as increase the traffic andtthffic quality to the websiterém search
engines. The theory focuses on search engines, academic literature of search engine
optimisatonand advertising and online behaviou
engagement as well as clidhrough patters to the websitesSearch engineptimisation

and advertising was performed based on suggestions in theoretical literature and their effect
on visibility, awareness and engagement was meastine results suggest that keyword
implementation is an effecetactic to increase ranking, whereas search engine advertising
works well in gaining traffic to the website. Based on the resubgors through search

engineoptimisationaremore engaged to the website and content.
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1 INTRODUCTION

Online marketing has been the new rising marketing technique in the 21st century (Opreana
& Vinerean2015) andonline presence has become one of the most important marketing
channelgKennedy & Kennedy 2008%lue to itsrelaion to all areas of marketing activities
(Schibrowsky, Peltier & Nill 2007). The userbase of internet is still growing (Lukitofd.uk

& Arifin 2015) and along the userbasgrows the information online and the task
identifying which information is valid getscreasinglydifficult (Kritzinger & Weideman

2013; Egri & Bayrak 2014)highlighting the role of search enginesfinding information

(Luh, Yang & Huang 2015; Baye, De Los Santos & Wildenbeest 2016). The traditional
marketing tactics havest their effectiveness because consumers want to choose when and
how they face marketingmarketing isviewed disruptiveand the amount b these
interruptions is enormous (Opreana & Vinerean 2006)ine marketing differs in many
aspects from traditional marketing (Huang 2012) aifgrn unique way to find, reach and
connect your correct audience (Popa 201aster (Mirzaei et al. 2012)nd cheaperthan
traditional marketing (Mirzaei et al. 2012; Salehi et al. 2012; Ghose & Yang 2009). Online
is anovelmarketingarena (Opreana & Vinerean 20Es)ablingtargeting ofeither mass or
specific market segmenfHuang 2012; Mirzaei et al. 201@)thout being limited by time

or space (Huang 2012).

One of the biggest characteristic differences between traditional and online marketing is
consumer involvement (Huang 201R&)teractivity and engagement (Opreana & Vinerean
2015). Online marketing fases on engaging the consumer throughout the marketing
process (Opreana & Vinerean 20bhereas irraditional marketing the consumemimre

a target than an engaging customer (Huang 2012; Chiu et al. 2014). Online maalseting
gives the possibilitya be interactive, share experiences, opinions and knowledge online
(Huang 2012; Chiu et al. 2014)ue to tracking possibilities, online marketing has become
very personalized and pervasive (Pgkraau 2017). Online advertisements can be targeted
specifially depending on user's location and page contact and therafiwertising that
relies on user d0s br owthe mogt effectiveifornsof avedising n f o
(Beales 2010).
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Searchengine marketing (SEMis number one channel for consumer acquisitotine

(Rutz & Trusov 201) focusng on reaching potential customers with the marketing material
when the consumer is looking for information, certain product or service aka being at the
right placeat the righttime (Kritzinger & Weideman 2013)SEM assumedhat while
consumer is searching for informatjdhey are more willing to receive marketed content
making the biggest impa¢Yang & Ghose 20Q; Zenetti et al. 2014 SEM is described by
ClarkeandCl ar ke (2014, 25) as fnNhan aspect of
i ncreasing and maintaining Web sitadads r an
easi | y f oun ®deatwlyengine marketimgis divided into two separate concepts,
search engineptimisation(SEO)(Xing & Lin 2006; Kritzinger & Weideman 2013; Zhang

& Cabage 2017and search engine advertising (SEB)ckli et al. 2008; Rangaswamy,
Giles & Seres 2009; Jansen, Sobel & Zhang 2011)

This thesis focuses on the UniversifyHelsinki (HY) and theionlinemarketing. University

of Helsinki is the oldest and biggest higher education institution in Finland founded already
in 1640. University of Helsinki is an international scientific community o00@0 members

and a welestdlished institution in Finland and abroad, ranking in the top 100 in
international university rankirsg(University of Helsinki 2018Although theUniversity of

Helsinki has a successful history in attracting new researchers, students and investors, they
need tokeeptheir position as a forerunner and therefore implementati@earfch engine
marketing is in place. At the present H¥doing the rightthings in the scene of online
marketing, but they are lacking the efficiency amshbility of search engine marketing
techniques. Currently the information about how to perform search engine maxketing
their webpage is present, but they lack in takimg $teps to action. It has been identified

t hat search engine marketing 1 s a promisi
different targetaudience. The goal with search engine marketing is to gain awareness
among chosen content topics bringingaa&ch global and knowledge as a common capital.
Therefore, thenotivation behind this study is to identify effective search engtienisation

(SEO) and search engine advertising (SEA) actions to bealseglside content marketing

to reach the goals a@fniversityof Helsinki

This research hopes to pinpoint which SEO and SEA actions work effegtivetyreasing

awareness and visibility dfl Y dcentent topicsn the search engine results and how this
11



gainedvisibility will affect the organisatiots go& of attracting their international target
audiene through content marketingndin increasingheir engagement his research will

look at the importance of high SPRrom online userand organisational point of view
aiming to build a theoretical framework which supports the importance of successful search

enginemarketing

1.1 Background of the study

According to ParréArnau( 2 01 7, 96) AWith a revenue of
2015, the online advertising industry is one of the most competitive industries in the world
todayo and in addition Gar dn ehbasedaddertitingisner t
the single fastesgrowing ad expenditure a t e g dnlipe niarketinghas various
definitions in the literature (Popa 2015), being a popular area of academic research (Xing &
Lin 2006) and almost 70% of the studies made about online marketing haen made

during the last 8 years (Pomirleanu et al. 20D@¥initions of online marketing tools and

their effectiveness are discussed in the academic literature (Teo 2005) and according to Popa
(2015, 1269) dAthe r el at iareenbtyet deariyiddfireed andt o n c
del imitedo.

Utilizing the full potential of search engines is essefgiakce 93% of the internet traffic is
managed by them (Egri & Bayrak 2014) and the goal of organisatiavissB&uld be that
when relevant keywords asearched fortheir web page should appear at least within the
first page of search resultsukito et al.2015. Based orthe current literature the higher
your webpage appears on BIERR the more clicks your gbpage will get (Clarke & Clarke
2014).Search enginmarketing isa relatively new area of theoretical research and literature
(Clarke & Clarke 2014andSEM wasfirst introduced in 2001 as an umbrella term for both
search engineptimisationand search engine advertising (Kritzinger & Weideman 2013)
Additionally, there is a lot of empirical and commercial information provided for example
by Google (Google 2017The potential with search engingtimisationand advertising is
almost endlesand it can be utilized in multiple scenarios by increasing the traffic to your
website (Killoran 2013), such as creating an online presence, attracting new customers
(Opreana & Vinerean 2015) and ciegtbrand awareness (Zenetti et al. 20IW)e to the

newnesf the term in marketing vocabulary for the academia, there is a reseaiichigap
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topic in the current literatur®vor | d wi de web i s ful hhoofo pr ac
perform search engine marketifigilloran 2013) but the gap between theory and action
amongorganisationss gapingand thereforeresearch is needed to pinpoint which actions

give value to the organisations and how should they be implemartethe daily actions.

Currentlyscientific content apafrom scientific research is not oetlby anyone, neither in
Finland or abroad, which ¥Hhas recognised as an opportunity to téierole of scientific
content media producedY has been planning to implement a new set of media concepts
and goals, which will be supported by search engine and content marketing, which is where
this research takes rol€o take the position as a content creator and reach the international
target augknce in the content topics chosen, they need to be visible in search engines when
the target groups are looking for informatid@urrently HY offers enormous amount of
useful content which needs to be highlighted and made visible in the search endise resu
Providing content topics which can be used to influence the audieffees a big
opportunity b renew the role as the oldest university in Finland and it will show the road for

other actors

1.2 Research objectives and research questions

The main goal of this study is tieterminehow search engine marketing can be utilied
increasevisibility and awareness athe websiten search engines as well as heearch
engine marketingan beused to engage target audienThe study is performed through
search engineptimisationand advertisingactivities and the effectiveness of thers
measuredhrough Google AnalyticsThe goal after this study mompletedis that the case
organisation will have tools and knowledgaw to utilize search engine marketing in their
day-to-day actionsThe connection to content marketing and specific use of keywords
reach targeted audiences should be visible for everyone and in line withutescontent
creation to the websitdhe case organisation brought to attentwo different problems
they want to target with search engine marketingvhich are howcan search engine
marketing be used to reach the target audience and to gain clicks on specificetpicy

in increase ovisitors to the website and how can the engagement of the visitors be increased

with comected search engine and contearketing.

13



From this research problem has the research questiontoglerwith a connection to
appropriate literaturand itaims to look at the problem from all aleg and cover all the
goals which the case organisation has for the research. The research question combines
search engine marketing and content marketing as a marketing tool performed
simultaneously and with support &ach otherSearch engine marketing contains two
different practises: Search Engine Optimisation (SEO) and Search Engine Advertising
(SEA) also known as paid placement (Xing & Lin 2006). Search engine marketing was first
defined in 2001 according to Kritmyer and Weideman (2013, 276) by Danny Sullivan as
fa variety of activities involved in perf
websites to directories, and developing online marketing strategies for businesses,
organisatios , and i nedrchemgmainzatketing .(SEM) was created as an umbrella
term including both paid and organic search results, but currently it has become more and
more associated with only paid search excluding search engine optimisation (SEO) (Sullivan
2010). In this papesearch engine marketing is being used as the umbrella term containing
both search engine optimisation and search engine advertising as Sullivan (2010) suggested
which is why the concepts have been separatedwtdsub-questionsThe subquestions
havebeen designed to identify the best tactics to use to reach the goals cfedcae&ing
and clicks of the organisation and chosen topics on search engines and engaging the users to
the website.Based on these concepts and research problem the reseasttorts are
following:
Main research question:
How can search engine marketing connected to content marketing be utilized to increase
the awareness and engagement of international target group of a higher education

institution?
Sub-research questions:

R1: How cansearch engineptimisationtechniquede used to increasgsibility
in search engines?

R2: How can search engine advertising be used to @asrenes®n specific
topics among target group?

R3: How cansearch engine marketirgjongsidecontent marketindpe used to

increase engagement?

14



1.3 Literature review

This literature reviewaims toframe the theoriesnd buildthe base for the theoretical
framework. The goal of this literature review is to identify the main theoretical concepts a
their relationships. Online marketing has beerfdleasof academic research for some time
now and it is unlikely that the popularity of this concept will dectioen King & Lin 2006;
Pomirleanu et al. 2013%imultaneously the userbase and infororatnline are increasing
rapidly (Kritzinger & Weideman 2013; Egri & Bayrak 2014; Lukitt al. 2015) and
traditional marketings decreasing in effectivity (Opreana & Vinerean 2Q1%king search
engine the main channel fdocatinginformation Egri & Bayrak 2014;Luh et al.2015;
Bayeet al.2016 and search engine marketing the kbgnnel for online marketing to reach
target audiencefSkiera, Eckert & Hinz 2010; Yang & Ghose 2010; Rutz & Trusov 2011;
Kritzinger & Weideman 2013 Search engine markeg was introduced as a theoretical
concept in academia by Danny Sullivan in 2001 (Kritzinger & Weideman 2013) as an

umbrella term, covering both search engine optimizing and advertising (Sullivan 2010).

Search engine marketing has therefore develaptxd two main streams of research,
focusing orsearch engineptimisation(Xing & Lin 2006; Xiang & Pan 2011; Kritzinger &
Weideman 2013; Zhang & Cabage 20am)l search engine advertisirBu€kli et al. 2008;
Ghose & Yang 2009Rangaswamet al.2009; Yang & Ghose 2010Janseret al. 2011,
Haans, Raassens & van Hout 2))k8so known apay-per-click (PPQ advertising or paid
placement Xing & Lin 2006; Kritzinger & Weideman 2013; Abou Nabout et al. 2p14
Search engineoptimisation literature has been focusing amhich elements can be
implemented to increase search engine ranKing et al. 2015; Zilincan 2015; Zhang &
Cabage 2017)dentifying bad practisedvialaga 2008Berman & Katona 2011; Gandour &
Regolini2011; Enge et al. 2015; Shenoy & Prabhu 2@l6éngside best practises and their
effect on the rankin@_uh et al.2015; Scott 2015; Shenoy & Prabhu 2016; Zhang & Cabage
2017),and how higher ranking influences the traffic to the webgltesigo et al. D06;
Kritzinger & Weideman 2013; Lukitet al.2015)

Search engine advertising stream on the other hand has been focusing otaithefde
keyword auctions (Yoon 2010; Kritzinger & Weideman 2013; Zhang et al. 2014 gBale
2016), keyword selection process, (Pan & Wang 2010; Skierat al.2010;Yang & Ghose

2010; Jansen & Schuster 20114 & Zhao 2014;Zhang et al. 2014) and how target
15



specific audiences different phases of purchaséh keyword selectioiMoe 2003Jansen
& Schuster 2011jerath, Ma & Park 2014)

Third steam of literature in connection to search engine marketing has been focusing on the
behavioural side of online users, including content marketiadiitnan & Rowley 2014,

Feng & Ots 2015; OpreargaVinerean 2015)online marketing avoidanc&dgwards, Li &

Lee 2002; Baek & Morimoto 2012; Lo, Hsieh & Chiu 201dljck tendencies o$earch
engineusers KHoffman & Novak 1996; Moe 2003; Jeragh al.2014; Joo, Wilbur & Zhuc
2016 and website engagemntefMollen & Wilson 2010; Vivek, Beatty & Morgan 2012;
Demangeot & Broderick 20)6Content marketing has been identified to go hand in hand
with search engine marketing due to its form of inbound marketiiep 011 1; O6 Ne i | |
& Curran 2011 Holliman & Rowley 2014; Opreana & Vinerean 20Hs)dbecause it is an
answer for online advertising avoidance (Johnson 2013; Del Rowe 2016ARzaa2017).
Connection can also be made between content marketingerdh engine visibility

( O6 Ne i Irdn 20&1; Ayarwal & Verma 2016) and online engager{ieatnangeot &
Broderick 2016)

1.4 Theoretical framework

Figure 1. represents the theoretical framework of this research. It aims to draw out the
process where search engine marketing and content marketing implesiamitaneously
increase the ranking for desired keywaqrdsich resultsto better visibility tothe target
audienceleading to increase in website visits and engageriéettheoretical framework
illustrates the main research question but also highlights the connection between the sub
research questions and to the main research quds@édso slows how the united efforts of

these conceptpresentedit the top of the illustratiorbuild the groundwork for the desired

goal.
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Better Search Engine Ranking on Targeted Keywords in SERP

|

{

Increased Webpage Visits and Engagement from Target Audience

Figurel. Theoretical Framework of the study

The literature of this thesis focuses on thetations and concepts and aims to explain how
different actions in different phases will influence the search engine visibility and what their
connectiortowards to the goas. The quantitative study made in this research will focus on
measuring how theoncepts presented at the top of the figure change the number of website

visitors as well as engagement with them after the implementation of these actions.

1.5 Key definitions and delimitations
In this chaptearethe key definitionwisible in thetheoretical framework described through

literature and their theoretical meaning is defined as it will be used in this research.

Search engine marketifGEM) form of online marketing, which relies on the visibility
of the organisation in paid and organic search engine
results (Xing & Lin 2006; Sullivan 2010; Opreana &
Vinerean 2015) and is an umbrella term including
both paid and organic search results atated actions
(Sullivan 2010).
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Search engineptimisation(SEQO)

Search enginadvertising(SEA)

Content marketing

includes modifying and designing web page with an
aim to raise the ranking of a webpage in search engine
results organically (Xing & Lin 2006; Kritzinger &
Weideman 2013; Zhang & CabagelZ(.

also known as keyword advertising, sponsored search,
or paid search is the most used online advertising
method (Buckli et al. 2008, 176; Rangaswaetyal.
2009; Jansert al.2011) and refers to technique that
allows the webpage to appear in the sponsored search
results and requires advertisers to pay for each click on
their ads (Xing & Lin 2006; Kritzinger & Weideman
2013; Abou Nabout et al. 2014).

is digital inbound marketingHolliman & Rowley
2014; Opreana & Vinerean 2015) awndline pull
marketing strategy, which aims to provide content for
the target audience when they are looking for it (Lieb
2011 1, Holliman & Rowley 2014) through
publishing hgbful content instead of sellingnd
advertising(Holliman & Rowley 2014; Feng & Ots
2015)

Search engine result page (SERPJs where the results of a web search are displayed for

the web searcheaifter the search is made starting at the
first page with10 (Bayeet al.2016)organic results in

a relevancy order (Gupta & Mateen 2014; Shenoy &
Prabhu 2016) ranked by the search engine (Kritzinger

& Weideman 2015; Lulet al. 015) and varying
18



amount of paid resultat the top and bottom of the
page (Gupta &Vateen 2014; Lcet al. 2014)to as

many pages there are matching web results

Keyword Ais a combination of words
the product, brand, or rete
& Ghose 2010, 602

Websiteengagement is a process of developing individuals cognitive,
affective and behavioural commitment and
participation in an active relationship with the brands
website characterized by dynamic and sustained
interactions which give instrumental and relevant
experiential value to existing and prospective
customersNlollen & Wilson 201Q Vivek et al.2012;
Demangeot & Broderick 2016

This research is done based on the needs of the case organgaittbrsets some practical
delimitations, including the industry of the case company (higher education institution) and
theinternational focus markeThis research only covers one website, which means that the
results candét be ¢gbasmess antl websitel merely the aoncept of & v e
hi gher education i nstit utniadditiod t thisthetresearcrat i o r
is done by utilizing Google Analytics and focusing on only Google as a search engine, which
might exclude the genaisation of the results for other search engimés.language studied

in this research is English, which also excludes other languages from generalisation.

This thesis will not focus on the traditional marketing techniques such as TV/radio or print
media marketing. Alongside that wilost of theonline marketing techniques such as email,
video/blog bannerandsocial media marketing be limited from the focugho$ study die

to the focus on search engimarketing and content marketing. Measuring financial results

(for examplereturn on investment of search engine advertising) is not included in this
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research, because it takes a longer timeframe to get exalts r@sd this is not possible
considering the timeframe of this thedisaddition this thesis willnotcover the theoretical
viewpoints of building a search engine marketing strateigjpudgeting search engine

marketing strategy

1.6 Researcimethodology and data collection

The quantitative data for this study will be collected through an experimentation of search
engineoptimisation advertising and content marketitgygeneratechange inthe ranking

traffic and engagement from search engines. The data collection will be twofold process
divided between search engimgtimisationtactics andgearch engine advertising campaign

and the results will be compared to each other as well as to the stanmgogfmre

experimentationThe data will be collected through Google Analsgtic

Due to the research setting and the research quett@appropriate research methoa is
combination between experimenting anchae studywhere the University of Helsinki and
their websites represents the case the study is dorfi2uento the newness of the topic of
the research and the lack of established methods in the literature to examine search engine
marketing processes in addition the concepts being new to academia, the thesis is
exploratory in nature (HirsjaryRemes & Sajavaa013, 138)The research performed in
this thesis will be crossectional by nature, studying the chosen phenomena at a specific
point in time due to th time constructions (Saunders, Lewis & Thornhill 2Q0&5). The

study focuses on pinpointing the processseérch engine marketing tactittsincrease
engagement and awareness of the website among target gmodpthat is why the
previously described ethods for this research were chos&he research methods are

presented in more detail in Table 1.
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Tablel. Research design

How can search enging

optimisationtechniques

Measuring the change

of ranking in search

engine results page an

Chosen content will be

altered according to

be used to increase Visibility . ) )
o change in traffic to SEO recommendations
visibility in search . .
) website on chosen from literature.
engines? )
topics.
How can search engine Measuring the Content is chosen to be
advertising be used to impressions, click marketed through
gain awareness on Awareness throughrates and Google AdWords,
specific topics among conversions from the including keyword
target group? text ad campaign. bidding.
Measuring the quality
of the traffic which has  Providing unique and
How can search engine been brought to the  quality content, which is
marketing alongside website via previous SEO friendly and
content marketing be actions through engaging to the visitor.
Engagement

used to increase different Google Ensuring that website

engagement and Analytics measures  includes actions which

conversions? such as conversions, are courgd as

time on site, bounce conversions.

rate, pages per sessiol

Building from the research design and methodsvihwiing hypothesesredesigned, which

explain how the empirical actions wailfectthe measured concepffable 2.) Working
hypothesisl focuses on the assumption that when keywords are inserted correctly in the
websitesand a concrete and explanatory meta description is presented in the search results
will the ranking algorithms value the websites better due to relafikaywords andearch
gueries, resulting in a higher rankiragnd increase in traffic to the websitd/orking
hypothesi® focuses on the search engine advertising and states that text ads are an effective
channel to target specific audience looking for specific infaonatnd increase website
traffic. Working hypothesi8 tackles engagement and traffic quality by suggesting that when
the content marketed is uniqueelpful and search engine optimized will the traffic, and

traffic quality and engagement increase.
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Table2. Thesisworking hypotheses

By implementing content related keywords to websites headings, images, dome

Worki content in addition with the designing of a meta description, will the ranking i
orkin
9 search enginesise when those keywords are being used in the search query a
hypothesis 1 ) ) ) ) )
traffic to the website wiGldivada Rao & Pais

2015; Luhet al.2015; Lukitoet al.2015; Zhang & Cabage 2017).

Worki With search engimadvertising campaign can target audience be reached effect
orkin
g and traffic to advertised content will increase (Rutz & Trusov 28bbylanski

hypothesis 2
2012; Haanet al.2013; Loet al.2014)

By providing unique, helpful content with tikembination of search engine
Working marketing will the traffic to the website be in better quality and engage more wit
hypothesis 3 website Calder, Malthouse & Schaedel 2004)lizzi 2013; Opreana & Vinerean
2015 Demangeot & Broderick 2016; P

Increase in visibility is best measured through rankhegngesn search engine result pages.
Ranking changes will be measured througéasuring the positions in SERP for chosen
keywords, before and after keyword and metatext implement&teynvords wil be chosen
specifically to match the content that has been chosen for marketing activities keeping in
mind the target audience and what kind of search queries would they performdpegziic
results.Ranking can be measurddough testing the chgain rank in Google results page

with chosen search queand the data from there will provide the information how the search
engineoptimisationactions effect the rankirend in other wordsisibility. Traffic increase

which should result from better ranking will be measured with Google Analytics.

Google AdWords provides a lot of datancerningthe effectivity of the text adampaign
including impressions, clickhroughrates, bounce rates and cost per clicks. Thesteics

will be utilized to assess the effect of a text atkaching targeted audience in chosen topic.
The increase in traffic will be measured through comparison between the traffic before the
campaign andcfterthe campaign, identifying how much tnafdid the camping attract to

the website. The quality of the traffic is also important, and it will be measured both in search
engineoptimisationand advertising perspectiveuality traffic is engaged antherefore
engagement is used as the main measirtraffic quality and it is measured through
different Google Analytics metrics such as bounce rate, time on site and pages per session.
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1.7 Structure of the thesis

The structure of this study follows the traditional order of a master thesis and it can be seen
in Figure 2.In the first chapter is the research presented and background information of the
topic given.The first part of the thesis focuses on building tpemretical base of the topic
anddiscussingvhat is knowrand being research@&dtheacademia about this topic in detalil

and in connection with the concepiBhe focus is orillustrating what is theoretically
applicable in this topic and each of the miiieoretical conceptsf this hesisarepresented

in chapters 2.

After the theoretical parthe focus shifts to empirical testing of the topic in a case
organisation specific experimentation. To begin with, the current situation and research
contextare describedvhich are the base for the study and in additarithe search engine
marketing and content marketing improvement suggestions. In addition jtahthidata
collection methods and analysis methods will be described, which include discussion of how
the improvements could be performed and measlgrthirical details are discussed in
chapter 5Resultsand analysisvill be presented in chapterféllowed with discussion and

conclusions in chapter 7.

Figure2. Structure of the thesis
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2 INCREASINGVISIBILITY IN SEARCH ENGINES

Search engine marketing relies on the visibility of the organisation in paid and organic search
engineresults (Xing & Lin 2006; Sullivan 201®kieraet al.201Q Opreana & Vinerean

2015) and it has developed into a dominant online marketing channel and a mukibillion
dollar business (Haars al.2013 Zenetti et al. 2014, 7) being the most popular chigione

online marketing (Skierat al.2010; Yang & Ghose 20)10Google, Yahoo! and Bingre

the biggest search engines and Google is by far the most popular (Shenoy & Prahhu 2016
9, 11)consisting 75% of global searches made in 2017 (Mangles.Z0#)ower and reach

of search engine marketing is remarkable, for example 61% of US citizens use search
engines prior to purchase compared to 9% and 10% of print and TV (elealn2013) and

in April 2014, 197 billion search queries were performed arounavitréd (Enge et al. 2015,
449).According to Enge et al. (2015, 45) ASea
i mportant ways to reach consumers and buil

reach, or focuso.

Throughout literacypaid search engine results are referred as search engine advertising
(SEA) (Ghose & Yang 2009; Yan§ Ghose 2010Haanset al.2013) and search engine
marketing (SEM) (Skierat al.2010; Yang & Ghose 2010; Pan 2015), which highlights the
confusion betwee the use of these terms. Definitioh sponsored search engine results
according to Haanst al.(2013, 153152)isipl acement of advertisem
(nonsponsored) Web search results, in which advertisers pay a fee per click on the
adverti®e ment 0. Search engi nesulta@ing&ilin 2086), whgreas e f e r
search engin®ptimisationis about appearing in organic (reponsored) search results

when rela¢dkeyword is typed in search engine and about methods that improvartkiaiy

in, such as efficient website structure, appropriate web content and management of inbound
and outbound links to and at your website (Xing & Lin 2006; Xiang & Pan 2011; Kritzinger

& Weideman 2013; Zhang & Cabage 2017).

2.1 Digital inbound marketinm search engines
Inbound marketing can be defined as a marketing strategy that focuses on making connection

to potential consumers through materials and experiences they find useful and which they
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seek by themselves (Patrutdaltes 2016). Bleoje t al . (2016, 5525)
mar keting deals with creating memorabl e ci
to inbound marketing, emphasizing the choice of channel in inbound marketing (Patrutiu
Baltes 2016). Therefoy®©preanaandVinerean (2015, 30) suggest the following definition

ADi gital l nbound Marketing represents the
consumers by creating and pursuing organi
refers to online and offlinedigital technologies, whereas internet marketing/online
marketing refers solely on marketing online (Atshaya & Rungta 2@@ne marketing

enables marketers to utilize consuteeonline behaviours to help them to target their
customers with more custared and relevant advertisingohnson 2013and it shows
understanding of peopleds probl emsonemd pr
(Opreana & Vinerean 2015).

Online marketing is still not equal to inbound marketing (Opreana & Vinerean Béda)se

it canstill intrusive, whenadvertisements disable user from browsindgrom navigation
activities(Edwardset al.2002). The main problem in traditional marketing, is that it relies

on disruptive elements (Opreana & Vinerean 20i&¢uses too much on the product
(PatrutuBal tes 2016) and it i's not tailored b
search (Zenetti et al. 201MJultiple researches state that online advertising is also intrusive
and online ads are viewed as dive and irritating, resulting in increes advertising
avoidance (Edwardst al.2002; Baek& Morimoto 2012)Intrusive advertisements affected
negativdy the attitudes and intentions among online users about the advertised product and
the website (Goodch, Schiller & Galletta 2015) which highlights the need for inbound
marketing techniques in online setting (Opreana & Vinerean 2015). Several studies have
also concluded that online advertising is experiersceditating, that the act of advertising
avadance is at the same level as what is done with traditional advertising (Bellman, Schweda
& Varan 2010; Rendergast, Tsang & Cheng 2014).

Search engine marketing is one of the channels for inbound marketing used by organisations
(Opreana & Vinerea@015; PatrutitBaltes 2016) and it has a very dominant role in online
marketing, since it is a gateway for other inbound marketing channels (web sites, blogs,
social network accounts) to appear in search engine results (R&aites 2016). Inbound

markkt i ng according to Holliman and Rowl ey
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take a customecentric perspective on their propositions and engenders higher levels of trust
from those customers and pr ospectnghagsbheat s e
the most effective way to do online marketing (Patr@@ltes 2016) by attracting the
customer towards therganisationand the product or service which they naturally want
(Holliman & Rowley 2014; Hubspot 2016) due to the appearance of Busines we b si t e

the consumer performs the search (Enge et al.,2[2.5

2.2 Theory behind the search engines

Su et al . (2014, 1) states fASearch engine
information on the Internet, as such engines prothdepreferred entry point to billions of
pages on the Webo, which highlights the
(Kritzinger & Weideman 2013). Search engines are essential in the task of finding significant
content from the almost infinite avallle online information (Burguet, Caminal & Ellman
2015) explainingwhy search engine marketing has become a business (Su et al. 2014) and
why searchengineémain revenue is coming from paadivertising (Enge et al. 2015, 42).

The definition of a searcéngine is according to ShenagdPr abhu (2016, 9)
searches the Web for websites relevanttotreelme quer i es entered by
(2000, 126) described search engine as a service using retrieval software which examines

and indexeshe websites into a listing based on their accuracy against the search term.

After the search made by the user, the search engine returns with up to teet @&@16)
organic results on the search engine results page (SERP), providing the evasit relsults

on the top of the pag&(pta & Mateen 2014Shenoy & Prabhu 2016) according to the
search engine's own ranking system (Kritzinger & Weideman 2015gt.ah 2015). In
addition to organic results, the search engine provides a list of paid placements typically on
the top, right or bottom of the search results p&gpta & Mateen 2014;0 et al.2014),

which are clearly marked apart from the organic listi(sge Figure 3.JJansen & Spink

2009; Loet al.2014).
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Figure3. lllustration of organic and sponsored search results in Google SERP

Upon search requesearch enginerawlerssearch and index website contemtietermine

the ranking ofSERP(Shenoy & Prabhu 2016, 9, 11). The task of a search engine can be
divided into three parts, web crawling, indexing and ranking before search process happens
(Enge et al. 2015, 78; Shenoy & Prabhu 2016, 9, 13). The crawsirshd websites by
following links between the websites (Enge et al. 2015, 78; Kritzinger & Weideman 2015),
but due to the huge amount of content, they download only a portion of the webpage and
focus on sites that are popular, relevant and contain gliaks (Shenoy & Prabhu 2016,

9, 13).During the process data is collected and stored in datacentres order to enable the
search engine to give the user information fast and effectively (Enge et al. 2@15, @&e

of the best kept secrets of our timeth® algorithms used in information retrieval and
indexing of search engin@sd which attributes effect the ranking of search engine results
page (SERPJShenoy & Prabhu 2016, 9, 13)lidely agreed among academics is that the
following concepts effect theanking: title of webpage, relevance of meta descrisdioh
keywords, value of content for user, number of authority links to the web site, page load
time, social media reach, structure of URL / navigation, XML sitemap, alt attribute for

images, headingsobots.txt and mobile compatibility (Agarwal & Verma 2016).

2.2.1 The importance of the first results page
According to Pan (2015, 80) AThe wunderl yi

and click on the results at the top of th
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optimisationhas become the main channel for organisations to ensure ipediwisibility

of their products and services their target audiences (Lee et al. 8D1Visibility is the

core of search engines, the higher visibility as in higher raakhedthe higher will the

traffic be tothewebsite (Lorigo et al. 2006; Killan 2013). The results shown in the top of
search engine pages have a bigger d¢lckughrate than the results lower (Ghose, Ipeirotis

& Li 2014) and get most viewed by the users (Lorigo et al. 200® first page of search
results gathers 92% of all the clicks and the number one search result gets 33% of the clicks
(Lee 2013) whereas 96% of the searches made, the users only looked at the first result

page (Lorigo et al. 2006)

Therankingalgorithmsfor search engine results are both complicated and kept secret (Visser
& Weideman 2011). What is known is that the ranking algorithm is based on keyword
density and frequency, hyperlink structure and ellaloughrate data (Pan 2015). For
organisationstiis asimportant to know how to gain better ranking in search engines and
how to maintain this position through SEO (Shenoy & Prabhu 2016, 21), as the benefits
which are connected to the position over the fold in the SERBw&I, Hosanaga& Smith
2011).1t is as important to gain first page position with your search engine advertisement,
because the keyword ads on first SERP attract 70% of the overall traffic (Brooks 2004a).
Second page locations are not worthless to compah&sgivevisibility with a lower bid

priceandincrease visibility among web searchers (Jansen, Liu & Simon 2013).

2.2.2 Organic vs. paid results and why it matters

Search engineptimisationand search engine advertising (Barry & Charleton 2009)

can also beeferred as organic search and paid search (Gauzente & Roy 2012; Kritzinger &
Weideman 2013; Let al.2014). Paid search can also go by term sponsored searet (Lo

al. 2014; Skieraet al. 2010) or keyword advertising (Jansen & Schuster 2011). Organic
seach results refer to the ranking which is done by the search engine through its general
searching and indexing (Skiesaal.2010; Gauzente & Roy 2012; let al.2014), whereas

paid search results are the results which ranking marketers can influentxcibg por
example a Google AdWorasimpaigrand bidding on most relevant keywords against other
offers (Gauzente & Roy 2012; Bageal.2016). Paid search results are normialbatedon

top of the page just above the organic results and on the right side of the page in a separate

column, oratthe bottom of the page (Jansen & Schuster 2011; Gauzente & Roy 204i2; Lo
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al. 2014) Clear identification of the sponsored listing might hielpuilding trust towards

the sponsored results, because if the online searchers had an assumption that the search
engine was trying to hide the sponsored reswitaild the online searchers less likely click

on them (Hansen 2002Yontroversiallystudy male by Kobylanski (2012179 discovered

that online users do not have bias towards sponsored results when compared to organic
results Normally a limited amount of paid results is displayed to maintain credibility (Feng,
Bhargava & Pennock 2003

There are several methods to achieve position in the sponsored links, includper-plgk

(Kwon 2009). Paid results are often referred as-PenClick (PPC) due to the business
model, that the advertiser only pays per click made on the paid seautis (dansen &
Schuster 2011; Gauzente & Roy 20ZRang et al. 2014 meaning that if the web searcher
doesnot click on the ad shown in paid se:
(Kwon 2009). Through sponsored links the advertiser canarlhat if the relevance,

quality score and bid price of the keyword is in the top three among other bids, the website
will be listed immediately (Kritzinger & Weideman 2013; ebal.2014) and benefit from

the positive relationship between higher glostion and higher clickhroughrates(Naldi,
D6Acquisto & Italiano 2010) . Il n short, th
bid price (Visser & Weideman 2011; Bageal.2016). The downside of sponsored links is

that it can quickly become anmensive marketing method if the keywords used are among
the most competitive and popular ones (Kritzinger & Weideman 2013). Focusing on longtail
and detailed keywords can offer a solution to this issue (S&teah2010). Another issue

that rises with sponsored links is called the position paradox, which refers to the fact that
sponsored links that are positioned in a lesser slot, receive highethechicighrate than

links in topslots (Jerath et al. 2011). Thgsdonnected to the assumption that web searchers
prefer organic search results and therefore after they have checked the top position in organic
links they move on to the sponsored link section above the organic resuitsglL2014).
Contrasting view s also supported by literature, suggesting trdine users are under
position bias, meaning that they are less likely to click on a link positioned at the bottom,
due to their unsureness if it has as high quality as links gBoae et al. 2013)

Aiming to gain top position in the organic listing is possible through search engine

optimisation( Kr i t zi nger & Wei deman 2013; Zilinca
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rankings straight handed like sponsored links (Visser & Weideman 2011). SEO is cheaper
to implement (Kritzinger & Weideman 2@8Land the implementations done-page and
off-page(Luh et al.2015)will carry out providing good rankings in the long run, whereas
investments INSEA provides resultsonly if you keep on investing in keyword bidding
(Malaga 2007 Shenoy & Prabhu 2016-3). Search engine advertising gives fast results
when they are needdang & Ghose 2010; Kritzinger & Weideman 2013; Kritzinger &
Weideman 2017yenerates bigger conversion ragewl would be preferred if marketing
budget was minimal (Kritzinger & Weideman 201EFyen though a lot of research suggests

that organic listings are preferable among online searchers, sponsored search should not be
left out of the marketing portfolio, for stance Yang and Ghose (2010, 618) found out in
their research that paid and organic listings have a positive interdependence and therefore
they support each other's clithroughrates. The beégractice isto use both optimisation

and advertising tactias syncin a longterm approach, to ensure increase in rankings and

traffic to the website in addition to higher return on in{&sitzinger & Weideman 2013)

2.3 SearchEngineOptimisation

Search engineptimisation(SEO) includes modifying and designing webmageh an aim

to raise the ranking dhewebpage in search engine results organically (Xing & Lin 2006;
Kritzinger & Weideman 2013; Zhang & Cabage 20B&veral researches point that search
engine users prefer to click on organic search results instead of sponsored listings (Jansen &
Resnick 2006; Xing & Lin 2006; Sherman 2007; Jansen & Spink 2009; Yang & Ghose 2010)
and online searchers would view orgaresults first 82% of the time (Jansen & Resnick
2006). Search engineptimisationi s def i ned by OO6Nei | | and
process of improving the visibility, volume and quality of traffic to website or a web page in
search engines via the nata | search resultso. Most of t
search engines has been focusing only on paid, leden though most of the traffic to
websites is still generated through organic listings (Jextath. 2014). Organic listings are
generagd by the search engine, meaning that appearing in these listings is meeketers
(Kennedy & Kennedy 2008) and they are ranked based on the assumption of relevance (Li
et al.2010; Bayeet al.2016). From a search engine point of view SEO can beidedas

series of techniques and modifications, which optimize the page for search engines, making

it easier for them to crawl, index and understand the content of the website (Google 2010),
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resulting in a higher rank BERPand therefore increasing vohe of traffic (Zilincan 2015;
Zhang & Cabage 2017).

According to Lee et al. (2016, 198) search engptémisation ncl udes fist-ruct u
driven techniques that would streamline website structures, languages used, and site
interaction mechanisms, and others, all of which are designed to promote the site to land
itself at the top of search engine listingsirhliy of t he keyword(s) e
Search engin®ptimisationd o e s n 6t only include webpages
includes image search, local search, and indisstpye ci f i ¢ verti cal sea
& Curran 2011; Kritzinger & Weidean 2013).Search engineptimisation has been
developed hand in hand with the biggest search engines (Lee et al. 2016) and for example
Googleprovides guidelines for search engmgimisation(Google 2010; Killoran 2013).

Search engines encourage orgaiises to optimize their websites (Killoran 2013) but also

hide and often change the factors and algorithms behind their ranking systems to prevent
code crackin@ndlosingthe credibility of organic search results (Killoran 2013; letfal.

2015). Googletself uses around 200 ranking factors in their algorithms (Evans 2007),
includingfor example title, meta description, anchor text, and various otheage content

based factors (Google 2010).

The goal of SEO is to raise the ranking of a webpage asakighcan be, which is crucial

(Luh et al.2015)becauseéf your website's ranking is not in the top 30, there is next to zero
chance it will be seen by the searcher (Clay 2006a). Multiple academic researchers have
indicated that majority of online searcisers only click on the links the search engine
provides on the first page and the percentage of users that view the fourth page is only
marginal (Lorigo et al. 2006; Spink et al. 20@aye et al. 2016. There are numerous
guidelinesof which techniquesnd actions result in a higher ranking provided both by the
academia, SEQractitioners and search engines themselves (Killoran 2013). Theoretical
discussion has focused on the ranking algorithms used by search engines (Derhami et al.
2013) and it can béé key to understanding how search engmak butlacksin providing
straightforward guidelines for organisations performing search epgimaisation(Luh et

al. 2015). Based on previous observation and experimentation search eptjnisation
practitioners have implemented different tactics into use @tw#h.2015), but according to

Evans (2007, 3836), based on a research which examined 50 specially optimized webpages,
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the most popular search engiog@timisation techniques used by practitice r s aren

effective.

2.3.1 Search engine optimisation tactics

Search engineptimisationcan be divided into 2 rough categories; on page, which is about
modifying the web pages structure, and off pagimisation including techniques
independent to the structure of website (lathal.2015; Zilincan 2015; Zhang & Cabage

2017). Onpage as well as offagetechniquesieed to be considereéd achieve success in

search engineptimisationefforts (Shenoy & Prabhu 2016, @yd theycan be divided into

two categories, Black Hat and White Hat (Berman & Katona 2011; Zhang & Cabage 2017;
Gudivadeet al.2015; Enge et al. 2015, 515). White Hat SEO is according to Scott (2015, 1)
Athe practice of p u b | ful sohhunmags, white Enalgirggeasch t h e
engines and web applications to better und
which will result in a better ranking at the results page (Shenoy & Prabhu 2016, 6). These
actions are ethical (Enge et al15, 948) include quality link building with other websites

(Luh et al.2015; Zhang & Cabage 2017), usgrgaging content (Shenoy & Prabhu 2016,

87), and optimal performance of the website for users (Google).2BHEk Hat SEO is
deceptive techniques (Simy & Prabhu 2016, 5) used to gain higher ranking in the results
page (Berman & Katona 2011; Enge et al. 2015, 932) by affecting the ranking process but
not the quality of the website (Gandour & Regolini 2011; Enge et al. 2015, 932). Black Hat
SEO might gve results in short term (Malaga 2008), but these techniqudsadppenalize

and discredihg of the website (Malaga 2008; Berman & Katona 2011; Shenoy & Prabhu
2016, 6; Enge et al. 2015, 513).

Onpage SEO includes website's code, meta tags and meta descriptions, headings, title tags,
internal links within the site, sitemaps, pdgad time, semantics, and ease of navigation
(Shenoy & Prabhu 2016, 7) and the aim of it is to create a search -&ngnty website
(Enge et al. 2015, 259). Il nserting desire
and the URL) is a way to connect your online presence to correct keywordst @L2015;

Zhang & Cabage 2017). Traditional page SEO actions ar thanymore enough to make

the website rankt the top, in addition to them the search engines place value also on user
experience, responsive design, link profile and social presence (Zhang & Cabage 2017). The

focus of theorganisatios on page SEO shodlbe that the website is good and pleasant to
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use for readers, which also often leads for it to be preferred by search engines (Egri & Bayrak
2014) and easier for crawlers to index (Shenoy & Prabhu 2016, Hageoptimisation

can also be divided into two subcategories: components that are visible for the viewers and
components that are visible for the search engine crawlers (Malaga 2008; Shenoy & Prabhu
2016, 57)0Off page SEO includasbound and outbound links (Gudivaetad. 2015; Shenoy

& Prabhu 20168). The building of backlinks with relevant and credible websites increases
domain and pagkevel authority and credibility (Lufet al. 2015; Gudivadaet al. 2015;

Zhang & Cabage 201@nd through social networking is creaggubsitive online reputation,

trust and credibilitywhich isvalued by search engines (Shenoy & Prabhu 2016, 8; Enge et
al. 2015, 419).

Black Hatstrategies ar&eyword stuffing, link farming anddoorway pages andloaking
(Gudivadaet al.2015; Shenoy & Prabhu 2016, 5; Zhang & Cabage 2a8td}tealing or
duplicating content (Malaga 2008; Zhang & Cabage 20{&)yword stuffingis atactic of
inserting large number of keywords into your contentichieve shorterm increasein
ranking (Gudvadaet al.2015; Shenoy & Prabhu 2016, .G)ink farming refersto buying

links from other websites and having them pointing back to your website (Malaga 2008;
Gudivadeet al.2015;Enge et al. 2015, 516). Search enginesaaith the unauthenticity of

the links(Shenoy & Prabhu 2016, 6; Enge et al. 2015, &4i)ing to being delistd@erman

& Katona 2011)Doorway pages (Malaga 200&udivadaet al.2015; Shenoy & Prabhu
2016, 6; Enge et al. 2015, 182, piklude keywordsnd phrases (Shenoy & Prabhu 2016,

6; Enge et al. 2015, 616; Malaga 20®&ich arerecognized by search enggi®gain good
rankings(Malaga 2008Shenoy & Prabh2016, 6; Enge et al. 2015, 813). Cloaking makes
the website invisible for users but visible to search engines (Malaga 2008; Shenoy & Prabhu
2016, 6; Enge et al. 2015, 18233 including only optimized text, and these websitas

set up for search engiseto attracindexng of the web pageo lift the ranking (Malaga
2008; Kumar & Gupta 2016; Shenoy & Prabhu 2016 Dajplicated content will notlift
ranking (Enge et al. 2015, 328), because comsestbred inndexesandduplicates will not
bevaluedas new conter(Shenoy & Prabhu 2016, 13). Copying content from other websites
is even more riskthan reusing your own content, because Google penalizes sites that use
duplicate content (Malaga 2008; Shenoy & Prabhu 2016, 27; Enge et al. 2015, 327).
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2.3.2 Importance of search enginptimisation

By rankinghigher in search engine results page (SER®R)more online searchers will visit

the website (Lorigo et al. 2006; Kritzinger & Weideman 2013; Lugital.2015). SEO has
been proven to be the most effective way
2011 Huang 201pand aline users value organic search engine visibility (Xing & Lin
2006; Sherman 2007)With the increased amount of traffic to theebsite, will the
conversion rate of the website also increase (Kritzinger & Weideman 20b%ihe
searchers seem to be suspicious of sponsored listings and view them not as relevant as
organic links (Jansen & Spink 2009). According to a study with 4@Boredents 77% of

them preferred the organic links over the sponsored links (Jansen & Spink 2009). According
to Clay (2006b) when compared to pay per eliskings, organic search results get 3 to 1
click-throughrates and gain higher conversion rates,ciwlmight be generated by the fact
that searchers consider organic results more objective and unbiased when compared to
sponsored results (Xing & Lin 200G)here is a enormoudlifference also in clickhrough

rates between positionte first and tenttposition on the SERP means-20% drop in
conversion rates and 90% in conversion potential (Brooks0W4sibility in organic
search results igery importantfor organisations especially in the long run (Shenoy &
Prabhu 2016, 3)Advantageof SEOis that visibility in organic results is free (Kennedy &
Kennedy 2008). Optimizing the website requires investments kdarié following the

White Hat principles it will secure good ranking in the long run and sustainable results
(Bayeet al.2016; Shenoy &rabhu 2016, 3).

Search engine strategy should focusaevider image of the organisatipibh should include

site quality and brand awareness and on top of that focus should also be on the organisations
brand equity (Bayest al. 2016). Researchasshown that visibility in search results and
search engine advertising had significant effect on brand awareness even with consumers
who did not convert to a cliethrough (Zenetti et al. 2014Good SERP ranking can also

build up trust on the brand and therefoesult in better brand development (Gudiveidal.

2015). Having a strong brand also benefits thganisationin the ranking, since the
algorithms tend to place stronger brands higher in the results, which will lead to more organic
clicks and impressits (Bayeet al.2016). Brands with lower brand awareness should aim to
reach higher rankings in SERP, due to the possible increase of brand awareness (Yoo 2014).

Another research proved that brand awareness goes to both directions, accordingeto Baye
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a.( 2016, 8) Abrand equity of an online ret
pointing out that organisations should also invest in brand awareness as a vital part of their
search engineoptimisation strategy. Consumers have the tendency lick con
retailers/websites which are more recognised and trusted and therefore have more brand
awareness (Bayet al.2016).

Improving your website with search engiogtimisationin mind most often leads to also
having a more usdriendly website(Egri & Bayrak 2014; Zhang & Cabage 20138Jso
referred as website usability (WU) (Visser & Weideman 20Th)s works in favour of
ranking,sinceuserfriendly websites are more accessible for search engine crawlers (Shenoy
& Prabhu2016, 64) and are valued by the ranking algorithms (Zhang & Cabage 2011). Whe
SEO is aimed at search engine crawlers, Wdimed at the website visitors (Visser &
Weideman 2011). The importance of aulseri endl y website canot
beause 68% of web users exit the web page because the website ladkendianess

(Egri & Bayrak 20%4). Search engineptimisationshould be done with website visitors in
mind, since in the end they aheecustomers instead of search engines, althoagtesmes

these actions disregard the other audience (Visser & Weidemdn @&@bgle 2016).
Through onpageoptimisationactions such as controlling the size of documents to ensure
optimal loading time, cleaning webpage of deadl links and creating a gitap to enable

the visitors to navigate without trouble on the website, the usability increases alongside the

ranking on search emges (Chotikitpat et al. 2015).

According to a research, search engipgmisationstrategy proved to be more cost effective

when compared to pgyerclick search engine advertising strategy and in this specific study
thereturn on invest (ROWas 30% (Malaga 2007). Controversially to tlaiscording to Sen
(2005, 9) i e adepiacemdnt c&GEI@ same, &dnd [BSEO always produced high
rankings, paid placement would still be the search engine marketing (SEM) strategy of
choice for mo s t online sell er s opsearcBangimed on
optimisationalso prwides trackable and quantifiable results and it is possible to for example
track increase in rankings, traffic and conversions (Malaga 2007).
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2.3.3 Search engineptimisationas a tool to increase visibility

Well planned SEO actions can organically raise the ranking of the website in SERP and lead
to more traffic to the websitehrough increased visibilitfZhang & Cabage 2017From

search engine techniques the ones that are in control of the emarke¢ onpage
optimisation(Shenoy & Prabhu 201@1) andWhite Hat techniques (Scott 2015). @age
optimisationincludes as mentionedebsite's code, meta tags and descriptions, headings,
title tags, internal links within the site, sitemaps, plgel time,semantics, and ease of
navigation Mat o g e v i Agarwd & 1Verma 2016; Shenoy & Prabhu 201621).
According to Enge et al. (2015, 43) the most important elem&#&®is to fully understand

the needs and thoughts of the targeted audience and how they would use specific keywords
and concepts to find the information that your website is providing and targeting towards

them.

Simplest orpageoptimisationcan be done tbugh keyword implementation to the websites
title and meta tags as well as the meta descriptions and headlinext @lLI#015; Zhang &
Cabage 2017). The implementation of target primary keywords, identified by using Google
AdWords keyword planner, intdné websites title, meta description and content, led to a
significant increase in Google SERP ranking rating from 38% to 520fAng& Cabage
2017) During keyword selection and research should longtail and less competitive, but still
relative keywords be consideréd match specialized searches addition to the more
popular and generic onésilloran 2013).Because crawlers prefer HTManguage shdd

the keywords be placed in the <HEAD> area utilizing meta tags and then repeated in
<BODY> area and in addition they should be located also in <h1> or <h2> title tags and in

earht ext content of the webpage in question

In addition,should keywords be implemented in tthescriptionof images becaussearch

engines are not able to read images as thgfFmyaered)( O6 Nei | | & Kéyword an 2
checking should be domegularlyto ensure that the chosen keywords are still relemaint

new ones need to be added (Grappone & Couzing 8@)LKAccording to a survey collected

from SEO professionals, including the keyword in the site domain name is weighed with
11% by Googles algdhm (Killoran 2013) suggesting that naming individual site domains
meaningfullywith the keyword in mind, would increase ranking in SHBRdivadaet al.

2015) Preciseand content related keywordm the welsite and metatagsvill signal
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relevance andignificance for search engine algorithms and result in a higher ranking
(Malaga 2007Zhang & Cabage 2017Jo summarize keywords should be included in the
title of the post, thelomainof the page, meta taigscription first paragraph of the content,
images (Lukitoet al.2015).

How could we get a meal on every plate?

Figure4. Example of a bad image description fréfW website

In addition to keyword implementatipnseful and quality content is agreed to be one of the
best tactics to increas;Agawa & Werma@Olg@médie i | |
the most significant parts of search engoptimisationis the creation of valuable content
(Agarwal & Verma 2016yvhich includes the chosen keywords in the previously discussed
locations(Lukito et al. 201%. Fromcontent creation viepoint, it should be made sure that
each pageods titl bin88vordsitheeantent of thgdager andithatrihe a b
beginning of the text content (BD words) also includethe information what the site is
about (OO0 Nei I|.Relegant&eywordshould BeGntldded thersince theywill
bebolded by thesearch engine when visible in SER¥ee Figuré. for reference of bolded
keywordsmarked with a blue squar&illoran 2013) and therefore attract they eye of the
web searcher and increase visibilityofigo et al. 2008 Each website under the domain
should have their uniquitle becausethey represent thenost significant orpage SEO
actions for sear ch e n dgamwal & Vgrn@a@Mpand becauke Cu r
duplicates will be ignored in search results (Mal2g@8; Shenoy & Prabhu 2016, 27; Enge

et al. 2015, 327).
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Figure5. SERP with University of Helsinki search term. Meta description highlighted

Another content creation issue is the designing of meta descrgitbhmeta tagkr each
website, which is visible in search engine results and should be unique, summarize the
content and be less than 160 words to be shown fully in search engine (fégults 5.)
(O66Nei | I & G@ivadeettan20158;Dukith et al.2015;Agarwal& Verma 2016.

In Figure5. it is visible thatin search results for University of Helsinki only number 1 and

3 havetheir own meta descriptioAccording to Agarwal and Verma (2016, 7) the creation

of meta tags (Figuré.) can lead to good responsenr search engineand they should
describe the site in few keywords (Lukébal. 2015).

<meta name=o0okeywo
your ,set,of , keywc
name=0description

description of the content of the web pag

Figure6. Example of a meta ta@garwal& Verma 2016, Y
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3 TARGETEDKEYWORD ADVERTISING IN SEARCH ENGINES

Search enginadvertising(SEA) also known as keyword advertising, sponsored search, or
paid search is the most used online advertising method (Buckli et al. 2008; Rangatwamy

al. 2009; Jansemrt al. 2011 Janseret al. 2013 and refers to technique that allows the
webpage to gpear in sponsored search results and requires advertisers to pay for each click
on the ad (Xing & Lin 2006janseret al.2013;Kritzinger & Weideman 2013; Abou Nabout

etal. 2014)Search engine advertising is actheor di n
approach of relevance of the gener aSEARAd | i
according to Yang and Ghose (2010, 602) ha
advertising i n BHAereammstheknain revegue streamthel kiggest

search engines, including Baidu, Google, Yandex and Bing (Xing & Lin 2086¢g &

Ghose 2010; Lt al.2014 Jansen & Clarke20) and t he business m
based on the perceived relevance of the sponsored result for treearebe(Jansen &
Resnick2006) The forces behind the creation of search engine advertising are related to
search engine technology development and the consumer behaviours behind searching (Li
et al. 2010). JanserandRe s ni ck (2006, 1950) state that
transactional 6, which means that sponsored
in mind, now or in the future. Similarly, according to Burgeeétal. (2015, 44) when
consumers aréoking for productsare sponsored results more important and relevant.
Search engine advertising is, in addition to attracting users to websites, a powerful tool to
share information for online searchellsd g ar ai t a & .Revyoosrésearctas 2 01 6
been unified on the importance of performing search emggtimisationand search engine
advertising simultaneously (Gudivadhal.2015 Lee et al. 2016

SEA is very targeted form of advertising if compared to other more traditobragnels
becauseat can be targeted specifically towards certain customers using paid keywords
(Zenetti et al. 20143and sponsored links are more relevant compared to organic links in e
commerce online searché3ansen 2007)According to Kobylanski (20,2179 online
searchers were more influenced by the information quality and match with the searched
keyword on the search engine results, than their characteristic of organic or sponsored and
in addition viewedSEA as a credible channeéearch engine adveriigj is also one of the

best tools to reach consumers online (Rutz & Trusov 2011) making it possible for advertisers
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to connect and reach their potential customers when they are looking for information,
products or services onlin¥dng & Ghose 201®enettiet al. 2014)andas they are more

open to marketing messages (Saaksjarvi & Pol 2008)l online searches sponsored links
gather 15% of the clicks (Jansen & Spink 20€@®nsumers start their buying process online
(Opreana & Vinerea015), which leads to believe that organisations should make sure to

be visible in search results when potential customers are looking for them (Opreana &
Vinerean 2015), specifically at reseajuimase on the buying funnel (Jansen & Schuster
2011) Throuh SEA can the organisation netyand t he
satisfy the web user 6s goal Yaog&iGaasd2@l4oon i r
et al.2014; Zanettietal 201dypr omot i ng content that is ad

and upon that create a personal relationship with the consumer (PBalids 2016)

3.1 Searclengineadvertising in practise

In practiseSEAworksthroughselecion of relevant keywords anxt ads designed around

them which will be shown in the sponsored search results after the web searcher has done a
search query using these keywords (Jansen & Schuster 2011; Rutz & Trusov 2011). The
slots in sponsored search are provided by the search engines and the keyworsnadverti
can be done through search engines advertising programs such as Google AdWords,
Microsoft AdCenter, and Yahoo! Search Marketing (@foal. 2014). Sponsored search
results are marked clearly from organic search (Jansen & Spink 2009) and are in their
designated areas (Let al.2014).Search engines offer limited slots for sponsored search
results to gain competition and ensure the visibility of the most relevant resultséiNalldi
2010). The number of slots available is usually always smaller than the number of
organisations who are interested in placing tebsiteon the sponsored search result
section which iswhy therank is based okeyword auctions (Muthukrishnan 2009).

In a basic sponsored search result there are three elements: headline, main body text and a
display of the URL of the website (Jansen & Schuster 2011; Rutz & Trusov 2011). Optimal
for the organisations is that the ad contains the keyword, which the useanetsed for and

which was bid for, to gain clicks on the ad (Atkinson, Driesener & Corkindale 2014) and
therefore companies design ads for each of their keywords (Rutz & TrusovZaily et

al. 2019. After selection of keywords and phrases and thegdiesy of the ads, the
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maximum willingness to pay for the clicks on the ad needs to be decided (Rutz & Trusov
2011, Abou Nabout et al. 2014; Jansen & Clarke 204d it should be based on the value

of the visitor for your webpage and the cost of the acquisition (Jansen & Schuster 2011).
This is called the bid price and careful consideration needs to take place before determining
how high bid pricas for eachkeyword (Zhang et al. 2014). The amount that needs to be
paidto get yourtext ad visible on the results page is determined through the demand of the
keyword chosen (Jansen & Schuster 2Cdrig it can vary from cents up tens of dollars
(Gupta & Mateen 2014 After the search made by the web yserautomatic auctietype
algorithm runs and decides which ads it will display regardiedg&yword or phrase and

what position they get (Rutz & Trusov 2011).

When the ad is displayed by the search engine due to a search with a matching keyword, it
is called and impression (Jansen & Schuster 2011; Zhang et al. 2014; Jansen & Clarke 2017).
The most traditional business model with search engines is that theistvisrinvoiced

only when the consumers clicks on the advert and this is callepeedick (CPC) (Jansen

& Schuster 2011) or pagerclick (PPC) (Edelman, Ostrovsky & Schwarz 2007; Kritzinger

& Weideman 2013; Lcet al. 2014) and if the consumer whilgsiting the advertiser's
webpage makes a desired action, is that called a conversion (Agaai&011; Jansen &

Clarke 2017). The conversion can vary from a purchase, registration, adding something to
the shopping cart to subscribing into an email(fgyarwalet al.2011; Jansen & Schuster

2011; Zhang et al. 2014). If conversions are measured in sales revenue, the amount of
revenue from the single customer will define the value of the customer (Jansen & Schuster
2011). Another way to determine thefegtiveness of the search engine advertising
accordingto YangndGhose (2010, 603) is Athe | ikelilkf
in the natural or organic listings of the search engine, and its position on the organic listings
for a gi v dhesucessofeeatioengine advertising if often measured through
the conversion rate and in an online business this usually means the direct sales or registering
for a service (Agarwakt al.2011). It should be considered that SEA has other benefits to
advertiser than only direct sales (Lu & Zhao 2014). Sponsored results can also be used to
generate traffic to the website, instead of aiming for high rate of conversions @ladns
2013). Vsible position in search engine can result also in advertising awareness and if the
advert is clicked it increases also brand awareness (Zenetti et al. 2014), which then can lead

to indirect sales of other offered products (Lu & Zhao 2014).
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According to Se (2005, 9) most of online businesses tend to prefer investing to search
engine advertising instead of search engipmisationto get better rankings in the results
pages. Achieving high ranks in sponsored search results seems appealing and a relatively
easy way to acquire new consumers, but it needs to be kept in mind that the price per click
on high ranks is higher, meaning a higher acquisition cost per customer (Skiera et al. 2010).
The benefits of search engine advertising according to the liter@teirdhe possibility to
generate targeted messages, with low costs, possibility to edit the ad immediately, tracking
information and payor-performance mechanisms (Kobylanski 2012). Keyword advertising

is according to Loet al.( 201 4, 2 2 2) nfexposing propuctentormaten to
potential customers than are other types
advertising can organisations target the consumers more effectively (Qiao et al. 2017; Wang
et al. 2018). Furthermor&he main inding in the research of this area is that advertisements

in higher ranking will receive more clicks (Jerath et al. 2011) but depending on the design
and the goal of the atigh position might only generate traffic to the website (Haxras.

2013).

3.2 Winning the keyword auction

Sponsored search is not a shortcut to visibility, although with high enough bidding price and
good quality score you will gain appearance in the sponsored search @i€stdisger &
Weideman 2013 hang et al. 2018Bayeet al. 2016).Search engines use different methods

and weighing to determine the ranking, but the method of the auction of the two market
leaders Google and Bing are similar (Abou Nabout et al. 2&k&rch engines consider in
addition to the bidding pricthe click-throughrates and relevanaehen ranking the results
(Bayeet al.2016) and this forms the quality score (Yoon 2010; Zhang et al. 2014). Google
for example considers factors such as the relevance of the webpage to the keywords
searched, the qugl of the landing pagandthe historical performance of the advertiser
such as clickhrough rates (Yoon 2010As mentioned above, when the web searcher
conducts a web search with a keyword phrase, the search engine performs simultaneously
an auction with decides what ads will be displayed and in which order based on the bids
made by the advertisers on that specific keyword (Fetred. 2003; Muthukrishnan 2009

Yoon 2010 Gupta & Mateen 204 The account with the highest bidding and quality score

will win the auction and get their ad displayed (Zhang et al. 2014; 8a}e2016) which
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according to a study made by Janseal.(2013, 2121) will lead to significantly more clicks
than ads placed in a lower positidrhe quality score of Googleonsists of the quality of
the landing page (Let al. 2010; Zenetti et al. 2014), the quality of the advert (Jensen &
Clarke 2016), clickhroughrate and relevance (Bagé al.2016).

Third factor to be considered in the auction process and in thigycpeaire is the relevance

of the website when compared to the keyword (Fetrg).2003 Zhang et al. 204and

the relevancys low enough will the ad be filtered out from the rankings (Zhang et al. 2014).
Advertisements with a goaelevancyscore stand a highehancedo be ranked high enough

to be visible on the sponsored search regddin & Garg 2014) becausdethe ad contains

good relevance the probability of it to get clicked is high and the search engine will benefit
from it in theform of a payment (Zhang et al. 2014). Price per click and the slot rank of the
ad are decided based on a continuous, generalized, secoadsealedbid auction (Abou
Nabout et al. 2014)lhe most popular search engines use an auction mechanism lealled t
generalized second price (GSP) (Edelnearal. 2007) in which the cost of a click from
consumer to the advertiser is set by the bid price and the relevance score of the next advert
in the ranking (Naldet al.2010; Zhang et al. 2014). When the showneatis clicked by

the consumer, the pger-click amount charged is the amount equal to the bid of the position
below (Edelmaret al.2007; Zhang et al. 20)4

Web searchers might presume that sponsored results are arranged according to relevancy or
quality and therefore will prefer top positioning adverts (Agarmtadl.2011). Individuals

are also known to scan lists from top to bottom, focusing more on the advertisements on the
top of the page (Sherman 2005). Since therémking search result gethe biggest share of
attention from the search engine users, are the top positions therefore the most preferable
and should be as the aim of search engine advertising strategy (Sherman 200%t Skiera
2010). On the other hand, study made by Agamtall. (2011, 1058) found that the top
position in sponsored search results didnf¢
into suggestion that taking part in bidding wars for the top ad positions should be considered
again(Abou Nabout et al. 20)4This is called the position paradox, meaning that sponsored
results in a lower location received higher cltbkough ratethan top ranking ads (Jerath et

al. 2011).
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3.3 Importance of keyword selection

Search engine advertisimglieson one factor: the chosen keywardgilstthe number of
possible keywords is almost infinite (&f al.2010).The search engines allow advertisers to
bid simultaneously at tens of thousands of keywordse(lal. 2010; Skieraet al. 2010).
According toa study by Zhang et al. (2014, 511) almost half of the search traffic is not
utilized at all by sponsored search and close to 88% of the search traffic is only partly used
Only 12.4% of search traffic include 8 or more ad groups in their auctions, winals fiow

much more potential there is to exploit in search engine adver{idnagg et al. 2014)

To appear in sponsored results, the organisation needs to decide on which keywords they are
willing to bid on (Yang & Ghos010; Jansen & Schuster 2011; Zhang et al. 2014). The
selected keywords should describe the advertised item as good as possible (Yang & Ghose
2010) and the other goal is to have the selected keywords to match with the terms the
consumers use while perfoimg online searches as much as possible (Lu & Zhao 20&4).
effectively reach and engage your target audience it is crucial to understand how they
perform querybased searches (Enge et al. 2015, K8yword selection has an enormous
effect on the success advertising in search engines (Zhang et al. 2@i4) i keyword
selection is unsuccessful will the advertisers target the wrong consumer group and use up
their marketing budget with slim results (Lu & Zhao 2014; Zhang et al. 2014). As already
mentionel abovethe bid price to get the organisations ad visible of each keyword depends
on the overall demand of this specific keyword or phrase (Jansen & Schuster 2011).
Therefore, it can be concluded that the more popular and highly demanded the keyword is,
the more the advertisarustbid for it to win the auction and get an advert on the sponsored
search (Skierat al.2010; Agarwakt al.2011; Jansen & Schuster 2011).

When choosing the keywords to hilde advertiser should consider their relevance compared
to the webpage and mission (Zhang et al. 200eb searchers use very different types of
keywords, even when searching for the same thingt(ai.2010) and it is crucial that the
selected keywor@nd the keyword that the web searchers search for are matching (Lu &
Zhao 2014)Consumergerform online searches in very different phases of their purchase
process, which again affects the choice of keywords (Moe 2003; Jansen & Schuster 2011
Haanset d. 2013 Jerathet al.2014). In early search phases, consumers use broad search

terms aiming to gather information and mofpurchase and therefore the conversion rates
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are lower with broader keywords (Rutz & Tursov 20Eydy made by Jansen aBdhuster

(2011, 1) found out that searches made in awargrtesse generated more sales revenue
and the key phrases were cheaper to bid on than in pufghaseDuring a later phase in

the search process, consumers use narrow keywords including spegiiometimes brand
related information and at that phase consumers are readier to commit a plaatiasgo

higher conversion rates (Rutz & Trusov 2011; Haetrad.2013).Advertiserswhen creating
keyword portfolios might choose multiple differerkeywords, which are related to their
service or product in some degree (Lu & Zhao 2014) based on the purchasing phase the
advert is targeting (Moe 2003; Jerahal.2014). Selection can be made between very
general keywords that can also refer to oth@nds or even different products or very
specific product and brand related keywords (Lu & Zhao 2014). The portfolio should include
keywords from botltategories becausensumers are influenced by both aspects (Agarwal

et al.2011).In the end, in anphase or focus of the consumer, the online searcher is coming
to the advertiser with a search goal in mind, which is reflected in the search query decisions
(Wang et al. 2018).

Depending on the purchasing phase of audience targeted should their clicieadd use

of keywords in search be considered (Moe 2003; Jetath 2014). General and popular
keywords are used by consumers wholaneinvolved with their search process or not so
close to making a purchasing decision, while highiyolved consurars perform online
search with specific and brand related keywords, which tend to be less @oplthey also
focus more on sponsored linkerathet al.2014). According to Jansen and Schuster (2011,
1) more general and broader keywords might be a pagfitable segment for sponsored
search. General keywords, according to Lu & Zhao (2014, 302) perform more effectively
than specific keywords in resulting in indireszles revenue bitave a higher cost to the
advertiser than branded specific keywordsittR& Bucklin 2011). This more effective
performance of general keywords might result from the fact that most of the online searches
are performed in the reseafphase of buying funnel (Jansen & Schuster 2011). Generic
search creates a spiler effecton subsequent specific branded search (Rutz & Bucklin
2011), which in other words can be described as indirect-salesaue (Lu & Zhao 2013).
Spill-over effect can be described as awareness of the oraglévance to the search
mission generated by thgeneric search and eventually leading into making a branded

search (Rutz & Bucklin 2011). Jansen and Schuster (2011, 12) suggest a traditiddal 80
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rule for choosing between generic and branded keywords, where 80% is generic and 20% is

branded keywords.

It would be beneficial for advertisers to consider bidding on relevant butdegsetitive
keywords, instead of competing about the popular keywords and through this strategy can
the revenue be optimized (Zhang et al. 2014). This technique is an adiaptidhe longtail
theory, which applies according to Zhang e
numbers of lessompetitive (sometimes tail) items can make a large fraction of the total
popul arityo. Onl y | e s s are toaenby BiAgithe onbst popdular s e
keywords, which leaves up to 70% of the searches fortlmhgeywords (Enge et al. 2015,

194). It has been claimed that the success behind in search engine marketing is generated by
the longtail (Skieraet al. 2010). Specific keywords which in other words are longtail
keywords,are found toperform better compared to generic keywofdang et al. 2018

Longtail keywordgefer to choosing keywords which obtain less competition or answer to a
niche market (Shenoy & Prab016, 58). Longtail keywords can be described as the less
popular search terms users use when performing an online search @kar201Q

Killoran 2013. It has been discovered in the previous literature that in search engines the
query volume follows a distribution in a longtail form (Zhang et al. 2014).

3.4 How to build a goodkeywordadvertisement

Each ad needs an optimal ad design which is tailored regarding to the specific product and
market conditions itfaces (Rutz&TrusBM0 1 1) . The appearance of
always lead to a good cligkrough rate (CTRjnakingthe design elements an important
factor in theSEA process and success (Atkinsgiral.2014). The academic literature is still
scarce regarding how dge elements affect the CTR of SEA (Rutz & Trusov 2011) but in
contrary there i s a vast amount of industr
guidelines on how to Awrite successareul t €
generally fouttext line advertisements (Atkinseh al.2014), consisting of a headline, main

body text, and a display URL (Rutz & Trusov 2011). The tactics available for advertisers to
attract more clicks are limited and can be divided into four main categories:rbtatedl,

calls to action, marketing appeals, and punctuation (Atkirsaad. 2014). In addition to

these Google offerad extensions which can be used to improve performance &y
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include for example sitelink extensions, where advertiser can inotuttle links to their
website and offer choice for the searcher as well as obtain larger space on the listing and

receive maximum attention (Gupta & Mateen 2014).

To start a text ad campaign, the advertiser needs to choose their main keyword, which is
related closely to the content, and cremaset of keywords, which are closely related to the
specific keyword and act as an expanded description of the content or topic (Qiao et al.
2017).Distinction between generic and specific keywords should be rsaue theyare

used in different situations by the online seargh#gpending on what kind of information

they are looking for and how educated they are about their search query (Yang et al. 2018).
According to a study made by Haaetsal. (2013,160-161) highinvolvement and low
involvement web searchers differ in the way they presume ads.imliglvement searchers

use more time to analyse the advert whereasinoalvement searchers prefer ads with

heuristic cues like source credibility and attiveness (Haaret al.2013).

To optimize the performance of the SEA there is multiple interrelated decision variables,
including which keyword are used, what is the target position on the results page, maximum
bid amount on each keyword, what is ina@ddn the text content, layout of the advert and
finally the landing page design (Rutz & Trusov 20{Eigure 7.) According to Google

(2017) the text ads should Beecific, relevant, attractive and empowering to be able to
attract the correct potential customers. The goal of each text ad should be attracting the gaze
of the web searcher, then generating attention and making a convincing offianadiyd

urging themto act (Rutz & Trusov 2011). Especially with higitvolvement searchers the
possibility of conversion is high after clitkrough Haanset al.2013. To attract gaze and
generate attentigrthe text ad needs to be relevant when compared to what the onlin
searcher has searched,fand an easy step to takemake the text ad more relevant feeling,

is to include the searched and bid keyword into the actual texatkithgon et al. 2014).
Sponsored search positimould alone bring attention and interest to the text ad and the
relevance, uniqueness and informativity of the text adimfiliencethe decision of click
through, highlighting the importance of these factors in the text portion of tfieady ar ai t &
& Repovied 2016)
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attract the gaze of
online searcher

Awareness

generate interest

make a convincing
offer

urge action

win keyword
auction to gain top
3 positions aat 1st
SERP

relevant result
compared to
search query

aftractive headline
and content

ensure click-
through with

choose keywords
carefully and
match the bid price
to competition

include search

query keywords
into the text ad and
brand information

compose unique
and informative
text content to
make a deal

include call to
action at the end of
text ad/second line

Figure 7. lllustration of consumer AIDAunnel in connection with search engine
advertisement design and actioAslaptedfrom Rutz and Truso{2011), Atkinson et al.
(2014)anPagar ai t a 401§ Repoviena

The nextphase of making a convincing offer is cruciab#able tgenerate clicks and this

relies on the content of the text ad and how well the ad and the firm behind the ad matches
the search query made by the consumer (Rutz & Tr28t¥). There are varying guidelines

of what the text portion of the advert should include and for example Google (2017) urges
companies to highlight what makes them unique, include prices and promotions and to
include one of the keywords to the text @lle text body is the most visible element for the
consumer and tactics to alter that include attractive headline and conviction or desire creation
(Rutz & Trusov 2011).Text body should be written as descriptive as possible and in a
& RBral i shouid either beyénérig )

or specific in connection to how specific or gendhie bid keywordsre(Yang et al. 2018)

monologue or dialoguefm Pagar ai t a

Based on the text body will the customer make the decision to click or not to click on the
advert especially with high involvement consumeétagnset al.2013. When online search

was madewith more generic keywords, the advert with abstract content would generate
higher CTR, opposite to situation when online searat made bysng specific keywords

then CTR of the concrete text adowld behigher, suggesting that online searchers looking
for specific information are more likely to click on text ads, which provide concrete
information(Yang et al. 2018When designing an ad camgaishould online users in both
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the beginning and end of search processes be considered and the combination of concrete
and abstract information in text ad should be included for both specific and generic keywords
(Figure 8.) (Yang et al. 2018)The final step of customer acquisition at the end of the text

ad is called call to action aftdneans including action focused phrases into the text ad, such
as fiJoin now! 0o ((PRWtaz a& t Ar &s ReogdMirena 2016

Decide to have
search engine
advert campaign

Decide generic
keyword (e.g.

medical research)
Decide the

keyword to be bid
on

Decide specific
keyword (e.g.
medical cancer
research)
Create text ad

with abstract

information
Design the text ad

Create text ad
with concrete
information

Figure 8. Building a sponsored text ad with generic and specific focus on keywords and

content Adapted from Yang et al. 2018

Based on the research performed by Rutz and Tr{ZM, 798) online searchers do take

the position of a sponsored search result into account and the consumers who are more
responsive about the position will more probably click the paid result ranking in first position
versus the result in position Brequent clickers are more effected from the position of the
advertisemenand 10% of web searchers perform 90% of the cligh® & Mela 2011)lt

was also found that these online searchers are more price sensitive than online searchers who
are not takingte ranking into account (Rutz & Trusov 2011) and therefore it is advisable to
offer more aggressive price incentives alongside paid results ranking in the top 2 to simulate
conversion. Adding the price of the marketed product can also inakaséhroud rate

(CTR) (Atkinsonet al.2014).
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Researcimade by Atkinsort al.(2014, 28) studied the effect of punctuation in title, brand,

call to action, value puffery, choice, promotion, price and the use of questions in the paid
result. Google recommends tinge of capital letters in paid results, but Atkinsbal.(2014,

28) found that it didno6t AbcardirgtoRutsandgyTmusol i c ar
(2011 798 the use of call to action and keyword used by the consumer in the headline had
aninc easing effect on the EtRIKDH,28)hausedalc or d
to action had a positive effect on the CTR only when used in the second line and a very
negative effect if used in the first linEhe practice of including product befits or specific

reasons to purchase the item in the first line had a negative effect on the CTR, but if a promise
of a nde a théeffectnas mostly positive (Atkinsehal.2014).

Offering a choice has been a popular techniqgue mentioned in trade publicatmais

higher CTR and according to Atkinsen al. (2014, 28)addingthe choice in line 1 had an

i ncreasing effect on the CTROS. Geesgnle (2
exclusives into the text ad, but according to Atkinebal. (2014, 28) including promotion

had a negative influence ointhd seoondné&Ridghe whe
most positive Addihgaquestiannastionne haB Rayative effect on

the CTROs and it can be assumed that the wu
are looking for answers and not for more questions (Atkirtaad. 2014). Brand can be
included in search engine advertisements iai@lps distinguishing the advertised brand

and their product from their competitors (Janseal.2011).According to Atkinsoret al.

(2014, 28) when brand appeared in the advertisement it had an increasing effect on the CTR,
due to the benefits of successful branding and the identifying prospect of what the company
is offering.Brandedkeyword advertisingincluding both thdey phraseand adertisement,

was found tdead tomore clicks as well as increase in sales, items sold and ¢ddesen

et al.2011) Similarly, brandspecific information in paid advertisement was significantly
connected to increase in conversiqiYang & Ghose2010) In search engines brand
awareness plays an important roléCinR, due tothe impact of known brand on generating

trust and familiarity among usersyggesting that brand should be included in the design
(Gupta & Mateen 2014)
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4 ONLINE SEARCH BEHAVIOURSAND ENGAGEMENT

People perform online searches to find relevant information by using a set of keywords and
making a search query in a search engine (Enge et al. 2016048nt marketing is a form

of digital inbound marketing (Holliman & Rowley 2014; Opreana & Vinerean 2015) and
closely connected to search engipéimisationtactics] O6 Nei | | & .BRwritingan 2 0
unique and quality conteimt desired topic, will theontent published appear highly in search
engineresult§ O6 Nei Il & Curran 2011; Agarwal & Ve

4.1 Content marketingn search engines

Content marketing is publishing instead of advertising (Feng &@t5) or helping instead

of selling (Holliman & Rowley 2014PatrutiuBaltes 201pand therefore a perfect example

of digital inbound marketing (Holliman & Rowley 2014; Opreana & Vinerean 20hg&)ye

the aim is to create a valuable experience for theeréRose & Pulizzi 20111,2). Content
marketing can be defined as a pull marketing strategy, which aims to provide content for the
target audience when they are looking for it (Lieb 21 Holliman & Rowley 2014) and

it offers another solution compared the ineffective disruptive traditionalmarketing
(Holliman & Rowley 2014)Pulizzi( 2013, 5) defines content n
and business process for creating and distributing valuable and compelling content to attract,
acquire, and engage a clearly defined and understood target audience with the objective of
driving profitadbo | e ¢ u st o Wbereas@oatént Markeéting Institute (2017) defines
cont ent ma stlategic imarketing apprdach focused on creating and distributing
valuable, relevant, and consistent content to attract and retain a clearly defined adidience
and, ul ti matel vy, t o dr iCurrentlymonterft marketing is a ¢ u st
newcomer in scientific research, resulting in wide spread definiBatr|ftiuBaltes 2016;
Pagaraita 201gRepovi ena

Companies try to focus on making meaningful content and sharing it in blogs and social
media (Feng & Ots 2015) to connect with their target audiences on a deeper level (Opreana
& Vinerean 2015) antb gain and sustain brand awareness (Holliman & Rowley R®lYy
Ashowing what you knowo stated cabpositidhagnor

themselves uniquely against their competitors and generate lasting and positive impression
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of the organisation in the minds of the online u3dre digital content market has been
increasing in size rapidly (Azad, AliAkbar & Zomorodian 2016) #ncanbe statel that

content marketing is the basis of digital inbound marketing (Opreana & Vinerean 2015).
Through content creatioorgangations can be found in search enginesince it helps the

website with visibility and discoverabilitfOpreana & Vinerean 20)5Search engines

prefer good quality content in their ranking algorith@s(Nei | | & Curran 20
Verma 201% and therefore search enginearketing, especially advertisingnd content
marketing are connectédthe eyes of the academR @ g ar ai t a & )Renteotvi e n
marketing is a critical part of search engine marketioogh in organid O6 Ne i | | & Ci
2011)and sponsored resslfPa gar ai t & & Raadpumigue qualdy cdhtert 6 )
should be created and shared constantly and over Gmedéna & Vinerean 201%5jarad

2016).In organic results content marketing ensures higher rankingwisibility for your
website( O6 Nei I | & Curran 2011; Agarwal & Verm
is used as a landing page enabling the web user to engage with the aoditette text ad

as an attention and interest building tool (AID#)gain trafic(Pagar ai ta & Re
2016).

The goal of content marketing can be summarised as to educate, inspire and entertain the
targeted audience in online locations where theyecgage with content (Harad 20X6)d

raise awareness of the brand among the target audience and increase their loyalty or in other
words engagement to the brand (Patriaites 2016)Content marketings a tool to engage

the online userssince they havthe possibility to engage with the content offered (Wang et

al. 2017)and access the website to learn more (Opreana & Vinerean 201 searchers

are not interested in reading something that dd@sld value or knowledge (Agarwal &
Verma 2016)Conent marketing requires the knowledge of the target audience's information
needs and how their purchasing decision patterns work as well as adapting the role of a
publisher (Holliman & Rowley 2014)Content should be relevant, informative, reliable,
unique, provide value, awake emotions in the reader and lastly be intelligent to pass as
quality content Pagar ai ta & R E€uwrent knewledige dadel 6f content
marketing, like search engine marketing is saturated with advice from consultants and
practitioners (Feng & Ots 2015) whereas peer reviewed academic literadlmeostnon

existent (Holliman & Rowley 2014pefinitive isthat this will change in thieiture because

content marketing ithe future of digital marketing (PatrutBaltes 2016).
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4.2 Online marketing avoidance

Hann et al . (2008, 1094) describe market.
themselvesandtde f | ect m aSpéck and Bllpto(1997 n6d) dsa | | action
media wusers that differenti alWhsn techedogiese t h
improve and genera¢ new waysfor marketing it also creates new possibilities to avoid
marketing(Hann et al. 2008)making marketing avoidance a dominant factor in online
marketing (Edwardst al.2002; Baek & Morimoto 2012; Let al.2014). The reason behind

search engine advertising avoidance is according to Li, &odhiu (2017, 1005) a negative
perception of the adverémentbased on perceived goal impediment, advertising clutter,

and prior negative experience to advertising. In addition to that online adverts are viewed
intrusive and irritating, which results to advertisingiaaance (Edwardst al.2002; Baek &
Morimoto 2012). Duringhe last years consumers have started to implement ad blocking
softwareto stop advertismentsfrom interruptng their online experiensgJohnson 2013;

Del Rowe 2016; ParrArnau 2017), which cahe describes as behavioural avoidance (Cho

& Cheon 2004) In behavioural avoidancén addition to ignoring actively and having
negative associations with advedsstomersctto avoid seeing advertisemeigscrolling

down, using aeblocker and leavig the webpage (Baek & Morimoto 2012). It was estimated

that in 2015 atblocking cost advertisers about 22$ billidgtageFair 2015 Companies are
trying to find ways to go aroundthe-adt oc ki ng soft waredbds by ei
own software, whicld i s a b | e sbloakisgenrth@iswelapdges or preventing users with
AdBlock software to use their websites (Del Rowe 2016, 13). According to-Raraal
(2017, 96) fAWeb tracking is the key enablii

atthesamm t i me, the source of serious privacy

Online marketing avoidance is due to two different reasons, first consumers are not willing

to see ads on their webpages and second, they are concerned about privacy issues (Hann et
al. 2008; Baek & Morimat 2012). Privacy concerns and ad irritation have a positive effect

on ad avoidance according to Baakd Morimoto (2012, 59). Using AdBlock services

allows the consumer to browse web page$reel and opt out from tracking (Pai#anau

2017). Inrelationda s earch engine advertising, t he 1
search engine results, which again highlights the importance of search epigmeation

(MunozBates 201h Search engine advertising can be free from advertisumydance
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becausenost of the online use(57,4%)do not pay attention to if the link clicked is organic

or sponsored (Kobylanski 2012).

4.3 Click tendengesof low- and highinvolvedsearchers

Online searchers can be divided into two categories-djoadted anchongoaldirected
(exploratory) (Hoffman & Novak 1996; Moe 2003) or in other words ‘igiolvement and
low-involvement consumers (Jeragh al. 2014). Distinction between searchers who are
either familiar with the topic of their search or not should Bsmade (Joet al.2016). The
goakdirectedness of online user is an important consumer characteristic, which irgluence
the effectiveness of the advertising strategies (Wang, Wang & Farn 2009) and information
processing behaviours (Hoffman & Novak 199Based on the involvemertnd goal
directnessthe interaction with advertisemeand preferencdivision between organic and
sponsored listingshangegFigure 9.)(Moe 2003;Wanget al.2009).

ey OINLINE SEARCH PROCESS  ——

Figure9. Comparison of behaviours of low and high involvement searchers in online search
process. Adapted from Moe (2003), Jansen and Spink (2009keattiet al.(2014)

High-involved consumersise more specific and less popular keywords in their searches
click on more links per search and click on sponsored links more thamaivement

consumes (Jerathet al.2014) and they act in a very focused manner moving towards making
a purchasing decision (Moe 2003). Another research confirms that when the onlale sear

process is more focusgtthie probability of clicking on the sponsored link increases (Jansen
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& Spink 2009). Lowinvolvement consumers use more popular and general keyaodds

pay more attention towards the organic listifgrathet al.2014) and their online search is
undirected and stimuludriven (Moe 2003)Even though lowinvolvement searchers might

not do an online search with a goal of making a purchase, the online search can contribute
to the purchasing decisions later (Moe 2003)e involvement of the searcher affects the
clicking tendencies upon search results (Jesatl. 2014).In different types of searches
organic and paid results play a different raldaen online searchers are looking for online
contenf the organic ktings have more important role, whereas when looking for products

onling searchers refer to sponsored listings (Burgtiel.2015).

The level of specificity has also an effect on the advertiser's cost per click on the sponsored
links and this cadliffer hugely between the generic and specific branded keywords (Rutz &
Bucklin 2011).Research suggests that sponsored search advertising should be focused on
the less popular keywords and therefore search eogimaisationactions should be done

with keeping in mind the most popular keywords (Jesitlal. 2014). Rutzand Bucklin

(2011, 88)state that the cost per click is lower for branded and more specific keywords and
higher for generic keywordblsers who search for less popular keywords are puttimpre

effort in their search for information and therefore are closer to a purchase, making this group
of web users more targetable for sponsored search engine marketing édelaft914).

Web searchers who are close to conversion use more spedfiranded keywords (Rutz

& Bucklin 2011). Web users also perform online seasin different stages of their
processes (Moe 2003) and therefore keywords can vary from very generic todleaed

(Jooet al.2016). According to a research made by JarmsehSchuster (2011, 12) web
searchers performed most of their online searches (more than 50%) in resagecbf

buying funnel compared to purchastage (around 4%). The clicking behaviour of the web
searcher is affected with the relevance of the seamgine results when compared to the use

of specific keywords (Jeratit al.2014).

4.4 0nline engagemenh search enginmarketing setting
Engagement has numerous definitions in the academia as well as among the practitioner
literature, but still lacka formal consistently agreed upon definiteswell as agreement

of engagements role in marketinyivek et al. 2012; Mosteller & Mathwick 2014).
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Previously engagement has been mostly studied in psychology but more recently
engagement in marketing haaiged popularity in academia (Vivet al.2012)especially

in the form of research abdottand engagement on social media (Yang et al. 2806dng
academics there is a lot of variance when it comes to the nature of engagémedrgiit is
behaviouratonstrucior strictly organismic construcbr even a process or a state during an
ongoing processDemangeot & Broderick 20)6Literature has not yet studied online
engagement in a setting other tfesm aviewpoint that the website is presenting a ltan
(Mollen & Wilson 2010)that the website ian advertising medium (Caldet al.2009) that

the website is a platform where online users engage with each other instead of the website
itself (Pagani & Mirabello 20119r in retail context (Demange&tBroderick 2016).

According to Mollen and Wil som@ cofniigelafd, 92
affective commitment to an active relationship with the bsawebsite characterized by
dynamic and sustained interactions which give instrumental agwhrelexperiential value

to existing and prospective custormers Vet al.(20d.2, 127) in addition define consumer
engagement as fian individual 6s participat
offering which is composed of cognitive, emotionlaéhavioural, and social elemeitin

contrary Martinez_6pez et al. (2017, 33) define engagement in an online community from

an active point of views t at i ng t hat Aacting in three
authentic, useful content on the branesponsibly, avoiding manipulation and deletion of
content contrary to the brandds opinion;
increase online engagemelmtaddition to online engagemeah important definition is the
definition of a customer wsite engagemenivhich isfithe process of developing cognitive,
affective and behaviour al commi t ment to
(Demangeot & Broderick 201@14).

Online engagement has been highlighted in academia as a key influenoaline
participation (Martinez.6pez et al. 2017) and active online participation from the user base
is a crucial factor in a websites success (Filson Moses et al. 2016). What makes building
engagement challenging, is the reality that websites usualtytnemanage to engage the
online user in a single visit (Demangeot & Broderick 2008)line users are more likely to
actively participate during website visit if they are engaged with the website and the content

they are visiting (FilsoMoses et al. 2006 Conversions are one of the measurable metrics
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that can be followed in a search engine marketing campaigfa@s 2007; Agarwadt al.

2011)and they can represent an engaging online user performing a desired/Agaomal

et al.2011; Jansen & Clark2017. According toDemangeot and Broderick (2016, 821)
Acommit ment at the end of a single navic
behaviour al engagement with the site in
navigationis a conversion. Makig a sale is not alway$é end goal of engagement and
therefore measuring the return on engagement initiatives (RoEl) is a complex metric (Gill,
Sridhar, & Grewal 2016).

Engagement is not as straightforward akas been painted in academia and often the
definitions are mixed between actual engagement and the consequences of engagement
(Calderet al.2009). Engagement can be described as a process between the online user and
the website\(Vebster & Ahuja 2006; Martinelzbpez et al. 201)7and the cumulativactive
experiencesindconnectiorthe online user has with the webgjEegure 10.) (Calderet al.

2009 Demangeot & Broderick 20)16The online engagement can be built upon different
sourcesfor examplebeing utilitarian or intrinsically enjoyable and different websites can

be still engaging even though they give the online user a different experience @ader
2009).Important source of engagement is thealbed interaction engagement, which Qail

up for examplewhen the website includes content which the online user anticipated after
finding the link in search engine results (Demangeot & Broderick 20&)ngmetatexts

in search engine results an important factor when considering engag&ssantioural
engagement is natural continuum from interaction engagement, making the online user feel
stronger identification with the website and therefeterning in thefuture (Demangeo&
Broderick 2016).Third form of engagement is activity engagementcall to action
engagement, where the involvement with the task is made through adtioegample
clicking on link, making this also a vital part 8EM, where the metatext can include calls

to action and therefore engstipe online use(Demangeot iad Broderick 2016)Bian et al.

(2013 2167 define engagement in search engines in a similar fashion, stating that clicking
on a link (clickevent) on the offered content shows engagement, because it reveals that the
user viewed the link and its location the web page.
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user «— ENGAGEMENT «—> website

Figure10. Framework of engagement as an ongoing process between user and website and
constructs building up engagement during this process. Adapted from €akle009)
and Demangeot and Broderick (2016)

Online media experiences are different from traditional media experiences (€akler
2009)and there lies also the biggest difference between traditional and online marketing.
Online marketing focuses on engaging the consumer through the marketirggsproc
(Opreana & Vinerean 2015 hereas in traditional marketing the consumer is only a target
(Huang 2012; Chiu et al. 2019)nline mediaontainsaccording to Caldeet al.(2009 329

a form of engagement, which agaifluencesthe advertising effectivenesshe goal of
engagement ialsocontrary from traditional marketing interventigrssncethe aim of the
engagemenhitiatives is to conduct a strong, long lasting relationship with the online user
which enabésinteractive and participative experiencestead of closing a sa(&ill et al.

2016).

Lehmanret al.(2012 166 suggest following factors for measuring engagement; popularity
(number of users visiting the webgjtlyalty (the frequency of returningser) and activity
(including total dwell time/time on site and pages visited during ses&wei though these
measure welbisage, they are commonly seen as a proxgribne useengagemenFigure

11.) (Lehmann et al. 2032 ehmann et al. 2033In connection to these metrics is stickiness,

which explainghow users regularly spend time on a website, which can be also explained as
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engagemenand measured through clitkrough rates, time spent on a site (dwell time),

page views, return rates, nuertof unique userd.ehmann et al. 2013).

N/

Figure 11. lllustration of different factors creating engagement measéaapted from
Lehman et al. (2012) and Lehman et al. (2013)

There are several ways to increase onkngagemenand based on a literature review
conducted by Garett et al. (201% there are altogether seven different aspebtd are
agreed upon literatur@en website desigthat enhanceuser engagementaving a user
friendly websiteis fundamental ér organisations who want to succesaimonline setting

(Lee & Kozar 2012)In addition to website design aspects, there are several other factors
influencing engagement such as trust (Martibégez et al. 2017), identification (Yeh

Choi 2011) and emimnal and less cognitive ties to the brand represented by the website
(Franzak et al. 2014According toDemangeotind Broderick (2016 814) there exists 2

main channels of engagement; experiential exploration and informational exploration, which
canboth be enhanced through the website content and design. To increase the value for
informational exploratiorthe websites should make sure that the website visitor is given the
information they came there to look for (Demangeot & Broderick 2016). The fotine of
engagement, which might be even more crucial for websites, is experiential exploration and
it can be enhanced though enjoyable navigation experience and therpghmental
intensity of the website (Demangeot & Broderick 20I®)e website desig aspecteclude
navigation, graphical representation, orgation, content utility, purpose, simplicity and
readability(seeAppendix 14 (Garett et al. 2016).
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5 RESEARCH DESIGN AND METHODS

This chapter wilintroducein detailthe case organisation and describe the empirical research
of experimenting with search engine marketing techniques alongside content méatrketing
answer the research questions. The goal of this research is to identify and test the search
engineoptimisation and search engine advertising tactics used with content marketing
increase visibility and awarenesiscase organisation search engines, which will result in
increase in theuality of the traffic. The usedsearch engineptimisationand advertising
tactics are chosen based on the previous academic literdheeacademic goal of this
research is to provide analysis of how chosearch engineptimisationand advertising
actions can be utilized to increase visibility, awarenesseagdgement in search engines
and websitesTo perform the research and gain results, keyword resedliclibe done
accordingly to the content and then implemented to the existing material, to measure the
effect on ranking/visibility. In additigrsearch egine advertising campingill be designed

based on the suggestions from literature to measure witlatits effect be in the
awareness/traffiof the website. Lastlythe engagemenmtill be measured through the results
gained on the above testdilizing different engagement measures available in Google
Analytics andbased oriterature suggestions. The research methods are presented in detail
in Table7.in chapter 5.3.

5.1 Research context

The University of Helsinki is the oldest and biggénstitute of academic education in
Finland,founded already in 1640 (Helsinki University 2018yanks better than 99,5% of

all universities globally, ranking $62017 in Shanghai Academic Ranking of World
Universities Shanghai Ranking 2017)n 2016 HY had 32033 students and 7600
employees (Helsinki Universit2018. The core duties of the case organisations are
research, teaching and community relati@fslsinki University 2018) in which the latter

the content ownership com@ focus Sine t hi' s research doesnodt
aspect ofmarketing inhigher education institutions, which dften stated as applicant

marketing the motives and settings behind the staidslightly different than usual
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The main target grouplY wants to reach with their search engine and content marketing
actions are researchers working in universities abroad. The aim of targeting these individuals
is to influence their opinion abobkY when they are rating them for tbaiversityrankings

and to gain their interest to make them job applicants or collaboration partners for the
university. The target audience of researchers in universities abroad is a focused group of
people, who again are very focused in their own faculty of science, meanirtigethatill

most likely be focusing their search actions concerning their own toyticvery specific

search terms and keywordsaking them demandirapoutthe quality of the resultss well

as the contenResearchers view commercial information vergaally and they prefer
content with proof of the quality (including correct referencindjy. also aims to gain a
leading role as a content provider in specific scientific areas, which is also the reason behind

the focus of gaining visibility and awaressethrough search engine marketing.

5.1.1 Research focus

The full website ofHY offers a wide range of optioras well as two language settings
(Finnish/English) but in this study the focus will be placed on the specific content topic of
healthand more specifically cancer reseairttenglish,which will limit the target groupo

the academic workers focusing on this agd in searches made in Engli3tme choice of
health and cancer as the focus content topic was made based on the intirestast
organsation and their desire to profile themselves as a leading content provider in cancer
research news. In this study the assumpttdhbe made, that thedepicsare searched in
search engines by the academic workers who are already teteireshe specific topic and
therefore use very specific keywords to find the information they are looking for. In search
engine marketing it is not possible to determine who has performed the search and afterwards
entered the website through the seanmhiree results, which makes it harder to identify if

the marketing actions are reaching the correct target audience. Due to this limitation will the
studyassumehat scientists will use specific keywords in their searches, compatbkd to

publicwho do notpossess as comprehensive understanding of the topic.

The choice of articles from the topic of health and cancer was made based on the current
visibility of the articles. Both articles had been written and published in 2018, which
indicates that they af@oth current and relevant. Scientific researclvislving constantly

and choosing relatively new articles was important to ensure the validity of the content. The
61



two articles chosen were alreadpining traffic from search engines, which enables
comparative measures before and after. The articles varied in terms of composition when
focusing on sullitles and videos in the text, which can provide this research with insight on
how the engagement variesn&e the other article included two vide@sswatching them a
metric for engagemenBoth articles also contained links to other pages and possibility to
share the article. The articles had been shared previously arshbthietric for engagement.

In Tale 3, data from both articles prior to changegresented

Table3. Data of the chosen articles prior to keyword implementation or campaign

Page Views Unigue Page Avg. Time on Bounce Rate

Page i
g Views Page Entrances % Exit

154 144 00:02:09 101 82.69% 67.74%
organic google
12 11 00:02:15 4 25.00% 23.08%
paid google
4 Jen/| s/health/personalised-leukaemia-treatment-and-faster-adoption-of-new-drugs-f
d ading-towards-more-effective-cancer-treatment
organic google 39 3 00:01:05 13 61.54% 46.15%
paid google S 4 00:00:15 0 0.00% 20.00%
2. /en/news/health/oral-health-may-have-an-important-role-in-cancer-prevention
organic google 32 E: 31 00:02:05 20 75.00% 59.38%
paid google 4 4 00:03:37 3 0.00% 0.00%

Although visibility in search engine results has been stated as one of the research questions,
it is only a prerequisite for the actual goal of the search eogiraisationactivitiesfor the

case organisatiorVisibility in the ranking, even though itan be brand building, is not
valuable for thecase orgamsationif it does not lead to conversion, which in this case
clicking the link and entering the websérd performing desired actions while visitifigp

include this in the setting, will also the increase of traffic be measured after search engine
optimisationtactics implementatiorin addition will the quality of the traffic be measured,

focusing on their engagement and conversions.

5.12 Currentsituationof the website

Currently HY is performing content marketing amah oddsearch engine advertising
campaign,but not taking specifidocus in search engin@ptimisationtechniques. The
website has been optimized and the design of the website has beeaviti@®sarch engine
optimisationin mind and therefore the focus of this research is on the keyword tactics, which

arecloselyconnected to the content marketingrduh content is the target group targeted
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andto succeed in that better than currentlgarch engine actiomgll need to take placén
Figure12., the current situation of the n i v e webgite rggarding audience metrics from
2weeks 6 t R2rirebiuarya r@ varch is presentedThe view focuses solely on
organic trafficfrom Googleand paid traffidrom Google excluding traffic from direct and

referral source as well as other search engines @R&-models (Facebook).

® Users (organic google) @ Users (paid google)

1 Mar 3 Mar 5 Mar

W New Visitor M Returning Visitor

Users New Users

organic google paid google

janic google

organic google organic organic google
38,959 25,176 60,096
5,456 4915 7,148
Number of Sessions per User | Page Views Pages/Session
organic google organic google organic google
1.54 187,333 3.12
paid google p.ml’vl'rrml“‘ paid google
1.31 20,293 2.84
Bounce Rate
organic google
49.50%
paid google paid google
00:02:24 56.62%

Figure12. Overview of the audience report frdhweels

Approximately 3% of all the traffic to the website arrives through organic search, which
i ndicates that the universityodés website
search is performed slightly at the university, resulting in approximzielyf all thetraffic.

From 51% of organic traffic59% arenew visitors, meaning that they are visiting the website
for the first time and41% returning visitors, meaning that they have visited the website
previously. From7% of pad traffic, 80% are new visitors and20% returning visitors,
indicating that visitors who come through search engine advertising might not be as inclined
to return to the website as organic traffic visiték#hen measuring engagemghe number

of pages per session and bounce aatemportant (pages per session shoulddshigh as
possible and bounce rate as low as possiBlages per session represents how many pages
the website visitor on average vssitluring one session, whereas bounce rate is the
percentage of visitors whibad no inteaction with the website other than the page they
landed on in the first plact organic traffi¢c the pages per sessiorli®4compared to paid

trafficGs 1.31, suggesting that visitors through unpaid resultssaghtly more engaged to
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the content and visit more pages per session compared to paid search Wsidier
viewpoint could be that website visitors from paid search visit less pages per session since
they find the information they are looking for faster due to targeted kelyaavrertising.

The £cond metric indicating engagement isr@getime per site, which collects the data of

how long the visitor stayed on the website before exiting. For organic traffic the number is
3 minutes and 21 seconds compared to paid téaffith 2 minutes and 21 secondounce

rate for organic traffic is 490% compared to paid traffic§6.62% suggesting similarly the

engagement as pages per session metric.

Since the research is focusing on the specific area of the website, which focussgon n
articles on different scientific themasis important to compare these numbers together and
focus the research on thefirhe news section works as a landing page attracting audience
from all the content topics and H#acontent topic haalsoits own landing page, collecting

all the health news and press releases.

Table 4. Comparison of all website data, news and health section data on audience

Page path level 2 Page Views ¥ Unique Page Views Avg. Time on Page Bounce Rate % Bxit

erganic google 187,291 141910 00:01:35 49.50% 32.05%

paid google 20,274 15,259 00:01:18 56.62% 35.21%

6.
organic google 6,609 5713 00:02:40 77.01% 61.08%
paid google 379 257 00:02:46 58.00% 29.82%

Page path level 3 /news/ Page Views & Unique Page Views Avg. Time on Page Bounce Rate: % Exit

organic google 6,603 5,708 00:02:40 77.01% 61.08%

paid google 377 254 00:02:46 58.00% 29.82%

2 health
organic google 992 871 00:03.06 84.17% 68.15%

paid google 111 75 00:02:08 50.00% 31.53%

The rewssection gathers th@" highest amount of page views comparedtter sections
Organicpageviews sumup to03,53% whereas paid traffic generatess thar2% of page
views, which can be explained with the current situation and the lack ct@mg@aignsin
page path level 3, which the health sectioTalble 4 representshow much of the traffic
does the health articles gatlvamn be seerHealth gathersSP6 of organic traffic an®0%
of paid traffic at thgime of measuring. Health e secondmost popular content topic in
the news section, which backs up the choici iofthe studyAveragetime on page raises
with over a minutevhenanalysinghealth section almost, which can indicate that the content
provided is interesting and engaging.
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Where things get interesting is when these results are compared to the site average, which
tells how wellthis specific sectioms performing against the average of all pages in this
website(Table5.). The metrics chosen in this comparison are page \(lewg many page

views in total the section gathers) and bounce rate (how big is the percentage of online users
which leave the site without making any interaction)Téble5., the resultdor both news

and health sectiorare presentedstating that pageiews are better than site averaget

bounce rate is worse compared to site averBge hggest differenceto site averagare in

page views for organi@ 420/) and paid traffiq2 294%) in news and for health in organic

traffic 786% and 1 63®6 for paid traffic,which areboth enormously bigger than site
averageWhen looking at the bounce rates it can be stated that they are not as good as the
site average numbers and the biggest difference is in thelaediag page with &5%

lower bounce ate. HealtHading page bounce raignot that hugely different from the site
average, which is relatively low. This implicates that these sections gather a lot of audience,
but the site struggles with engaging the audience and encouraging them ta{darsean

the website.

Table4. Comparison between site average of page views and bounce rate

Page Views v
Page Views: v + e Jiew Bounce Rate
(CErm D)) Poge Views v - (compared to site average)

organic google 187,291 187,291 187,291 49.50%

paid google 20,274 20,274 20,274 56.62%

organic google 6,609 ‘7.4 42031% 6,609 _55 60%
paid google are "2 294.69% are iz 43%

Page Views v o views g - Bounce Rete v
(compared to site average) ge View (compared to site average)

organic google 6,603 6,603 6,603 77.01%

paid google 377 377 377 58.00%

health,
organic google 992 ‘—WBE 38% 902 _9 30%

paid google m I 11,637.14% m 13165

Engagement has not yet been conceptualised in search engine marketing, which would have
led to a metric for measurement. There are pleltneasures available which represent the
engagement of the website visitor such as websites bounce rate, pages per session, returning
usersandfrequency of visitsThese are behavioural metrics implicating whether the online

user spends measurable tiore the website in question. On the other hand, these metrics

d o ncénsiderany of the actions which might indicate the engagement of the online user,
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which is why engagement is measured with a combination of the metrics already mentioned

and a set of conversions, which are actions the website visitor is taking during the visit.

Search engine advertising campaigns have also been performed prefooissientific
contentaiming at increasing awareness and visibility among target groups of the university
(Appendix 1) It was stated that compared to otli&PGcampaigns (Facebook) search
engine advertising was relatively cheapd the clickthroughrate (CTR) was noticeably
bigger compared to social media channels, which confirms the base suggestion that search
engine advertising isneefficient channel for target audience targeting and engaginge

search engine advertising has been performed prglyjdghe effect of itwill be relatively

easy to compare, even though the marketed content wdliffeeent, and the focus of this
studyis to map how to identify correct keywords and what is the rotextfad desigrn

CTR and traffic quality (bounamte, pages per session and average time per sessior. Click
throughrate also represents the metric of how well the keywordextéd desigmatches,

if the CTR% remains low, it can be stated that even though the ad has been visible on the
chosen keywordsthe ad has not been engaging enoughrelevantto the keyword to

generate a click.

5.2 Methodology and researchethods

The empirical research done in thissfs can be divided into three different segments, which
each focus on different aspects of the main research queBkienirst aspectis search
engineoptimisationand its effect on visibility in search engineghich will be measured
through ranking analysis on chosen specific keyworts. £cond aspect isearch engine
advertising and its @ability to raise awareness on chosen tgpidsich will be measured
through gained im@ssions, clickand CTR% The thrd aspect is howsearch engine
marketingconnected to content marketiognbuild engagement among the target audignce
and it will be measured with different website traffic analysis meffioese three aspects
will be measured from data which has beeltected via Google Analytics

5.2.1 Search engir@ptimisation
To answer the first research question, how to increase visibility and in other words the
ranking of the website in search engine results, the ranking of the dutisésnon chosen
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keywordswill be measurebeforesearch engineptimisationactions and afterwards. Search
engine optimisation includes two different techniques which are implemented
simultaneously to the chosen websliesause search engiogtimisationtechniques should

be dame as a complete set instead separateactions These actionsnclude keyword
implementatiorto the contenand meta descriptiodesign, which have been chosen based
on the literatureand the current situation of the case organisafibie website itselhad
been optimised for search engines previguahd the content used has been published
already. Keywordptimisationis a process, which should be kept in mind with all content
publishing and it is the most crucial part of search engipgmisationtactics apart from
technical changesn the website, whichffects the search engine rankings and traffic.

Search engineptimisationwill be donethrough keyword implementation into the websites
contenttitles, domairandimages Keyword researcto choosehe most relevant keywds

will be done by studying the article content to identify the main condgpible in the
existing title, introduction and stiitles), and from each main conceptll several general
and specifidongtail keywords beehosenBy choosing specific keywords (avoiding general
and abstract keywords such @mce) in relation to the contenit was ensured that the
chosen keywords would represent keywords used by the target audieese.suggestions
will be discussed witthe case organisatida ensure that the choices represent the keywords
they want to rank high withand that the identification was done correcthfter
identification of theamost relevankeywords, they will be implemented intfoe articlesand
alongsde that will the meta description be designed based on the chosen ke{@&eds
Appendices 2 and 3)'he domains of both articles are edited to be shorter and simpler
(currently they included the title of the article) and to contain relative keywibrslassumed
that since the meta description will gi@enore holistic image of the content of the pabe
ranking will raise, traffic willgrow and in addition to that engagement will increasiger
implementation will the effect on ranking be measuaed in addition will the effect on
traffic from organic searcto the websitdbemeasurd. In Table6., the actions are illustrated

with information about the chosen articles.

67



Table5. Search engineptimisationactions for chosen articles

KEYWORD IMPLEMENTATION

META TEXT

ACTIONS

keywords

The article should have a
clear main headline (title tac
1) and sub headlines (title

tag 2).
Theheadline should include
the main keyword for the
article and the sub headline
should include the
secondary keywords
The images should be
named with the chosen
keywords, which ensures
visibility in the image
search. In addition, should
the image description
include the main keywords.

In the first chapter of the
article, should the keywords
appear naturally in the

content.

The article URL should
contain the main keyword
and be short and simple.

Articles should have their
own metatext visible in
SERP.
Meta text should be short
comprehensive and include
the main keywords.

ARTICLE 1
Personalised leukaemia treatment and faster adoption of
new drugs four studies leading towards more effective
cancer treatment
Personalised leukaemia treatment
Adoption of new drugs
Effective cancer treatment
Genetics of cancer
Genetic mutations in cancer tumours
Genetic variations increasing risk of cancer
Fifth letter cancer susceptibility
Personalised drug treatment
Effective cancer treatment studies
Genetic changes in cancerous tumours
Mutations in cancerous tissue

headline: Personalised leukaemia treatment and faster

adoption of new drugs: four breakthroughs leading to mor¢

effective cancer treatment.
sub headlinesDNA&6s fi fth
cancer susceptibility

Blood cancers as a key to personalised leukaemia treatme
Personalised cancer drug treatment on the horizon
Clinical testing of cancer drugs to be adopted faster

letter r

Name of the photo: genetics-cancerenablespersonalised
cancettreatment.jpg
Phototitle when mouseoveDNA-analysis enables
personalised cancer treatment
Photo caption: By understanding the genetics of cancer al
personalised and more effective cancer treatments possib

Our understanding of the geistof cancer is constantly
increasing. At the same time, we are accumulating more
information of the genetic variations which increase cance
susceptibility, allowing the development of more effective
cancer treatments. These four breakthrough studias &fib
letter in cancer susceptibility, adoption of new cancer drug
personalised cancer treatment and blood cancers were achi
by the University of Helsi
past year.
www. helsinki.fi/en/news/health/personaliskedikaemia
treatmentandfasteradoptionof-new-drugsleading-to-
effective canceftreatment

Understanding of the genetics of cancer and its variations
increasing cancer susceptibility is growing, leading to
development bmore effective cancer treatments. 4 studies
about fifth letter in cancer susceptibility, adoption of new dru
personalised cancer treatment and blood cancers were achi
by the University of Hel

5.2.2 Search engine advertising

ARTICLE 2
Oral health may have an important role in
cancer prevention.

Cancer prevention
Oral health in cancer prevention
Onset of pancreatic cancer
Periodontitis role in cancer
Link of periodontitis and cancer mortality
Periodontitis' role in oral cancer
Oral cancer prevention
Treponema denticola effect on cancer
Td-CTLP proteinase in pancreatic cancer

headline: Oral health may have an important rol
in cancer prevention
sub headlines:Treponema Denticola might have
an effect on onset of cancer.
Virulence factors such as TTLP proteinase can
spread from mouth

Name of the photo: ordiealthimportantfor-
cancefprevention.jpg
Photo title when mouseover: oral hegithys an
important role in cancer prevention
Photo caption: Good oral health might prevent
oral cancers as well as pancreatic cancer.

The bacteria that causes periodontitis seems |

have a role in the onset of oral cancers and ott

cancers such as pancreatic cancer. Oral health

early diagnosis of periodontitis plays a role in
cancer prevention.

www.helsinki.fi/len/news/health/Ordiealthand
periodontitisrole-in-cancefprevention

The bacteria that causes periodontitis seems |
have a role in the onset of oral cancers and ott
cancers such as pancreatic cancer. Oral health
early diagnosis of periodontitis might play a rol
in oral and also other types of cancer preventio

Search engine advertising and its effect on increasing awareness on desired topics will be
measured ttough keyword campaigrusing Google AdWordsThis phase of the research

will be performed after the search engoimisationactions on the same articles. Correct
keyword implementation will boost the quality score of the website, which is why the same
articles are usedlsoin thisphase This also allows the comparison between the increase in

traffic and changes in engagement between SEO and SEA actions due to the same content.
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The most relevant keyword®r the ad campaignvill be recognizedutilizing Google
AdWords Keyword Planning Tolg which indicates the search volumes for the keywords
during the chosen time period. Thieosen keywords ithe SEO phase will be tested and
based on the search volumes and suggestions given by the keywarthiodeywords will

be chosel(3-5) in addiion to related keywordd. Q). One text ad will be designed to go with

the related keywords and in addition to thisll each of the most relevant keywords be
designed a unique text ad to go with. This is done to ensure that when the main keywords
are seathed,an ad withthe mostelevant informationvill be presented-rom the campaign
information various metrics such as chitkoughrate, bounce rate, traffic, impressions and

traffic qualitywill be measured.

5.2.3 Engagement

The hypothesis is thatith unique and helpful content, which is already provided by the case
organisation, and search engine marketthg engagemenwill increase as well as the
ranking and the traffic to the websitEhe literature suggesthat content should include
thoughful keyword usage, correct titles and headings, which will be edited alreddg in
search engineptimisationphase. Through unique contemd keyword actionthe ranking

in SERPshouldincreaseas well as the ability to reach the target audience, leadiag to
increase in traffic and engagemehhe taseassumptionis thatthetarget audience will be

engaged with the conteptovided whent meets their expectations and is helpful to them.

Measuring engagement will be done with a combination of different metrics anaihitst
above data collections. Measuring engagement iyetatone in academic literature in a
search engine settingnd a model for engagement measuring will need to bgroesifor
this purpose. There are some engagement measures used among praditiotieese will

be used as a starting point for the buiddof engagement meassréOne possible set of
metrics available on Google Analytics is the combination of timsiten bounce rate and
page visits, but it can begared that these might also tell the story of different behaviour
than engagemenEor example, longtay on site can imply that the user is not able to find
what they are looking for and hence staying lamgthe websiteOne fitting metric for
engagement is pages per sessw@asuing how many pagesnique user visgper session,
which can translate into engaged online visitoradidition,can conversion measures such

as clicking the link from SERP astjning up fomnewsletter act as metrics for engagement.
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Table®. lllustration of research tacticaorking hypothesis and measurement methods

This will lead to increase iranking in
SERP due to correct use of keywords
which match the search made and
addition of meta description, which is
valued by search engine algorithm. It
will also lead into increased traffic and
engagement due to better matching tr
search terms andetonline searchers
anticipation of content.

Performingkeywords research tc
find the most relevant and
implementation of them into the
websiteds titl
and domain. Modification of
meta descriptions and meta tac
of chosen websites including th
chosen keywords.

This will lead to increased awareness a
traffic to the website througfood
position of ad in SERP. Through targett
keyword marketing, it is possible to
reach targeted audience based on
keyword selection/topic, which will
increase also engagement.

Creation of an ad campaign
based on chosen content
theme/keywords via Google

AdWords

By providing content that
matches the keywords searche
and that is visible in SERP, will

When online searcher is presented wil
search results that match their searct

the audience be engaged to th

content and content provider.
Websites modified in SEO

actions will be used to measure

they will be more engaged with the
content and the website, leading to
longer dwell times, more pages per

Studying the effect of these action:
in the rank in SERP with ranking
analysis. Noting the rank before

actions and after.

Using Google Analytics to measure
if the actions lead to increase in
traffic from organicsearch on the
chosen keywords to the modified

websites.

Measuring text ad performance
through Google AdWords,
combining click thoroughates and
the engagement of website visitors

The engagement will be measurec
through several components
provided by Google Analytics,

including dwell time, bounce rate,

pages per session and conversion

session antbwer bounce rates.
engagement and conversions.

5.3 Datacollection ancanalysis methods

Data was collected in twsessions, prior tthheimplementation of search engioptimisation

and advertisingechniquesand afterThe chosen implementations were made in two phases,
first search engineptimisationfollowed by search engine advertising, and the engagement
was measured in both settingEhe research consisted of twets of actiosfor both search
engineoptimisationand search engine advertising. In the first phase for, 8#&3pecific
articlesto be marketedvaschosn. Based orthe chosen articleselevant kgwordswere
identified and implemented into the webditencrease visibility in Google search results.
Focusing on the same specific article§&oogle AdWords campaignasdesigned for the
articles to gain awareness among the target audiémdbe second phase for SE@he
ranking chagewasrecordedas well as the increase in trafffor SEA the results from the
AdWords campaigincludedtraffic increase analysis as well as increase on awareness. In
addition to both SEO and SEAngagement meass were analysed prior and post

implementations.
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5.3.1Rankingon keywordsin Googleresults page

The case organisatiGmwebsite is full of unique and meaningful content, from which two
articles were choseithese articles are written by professionalghieir own scientific area,

which explains the lack of search engom@imisationand content marketing focus. From
these articlesmain keywordsvereidentified andadded into the website as described in
Table6. These keywords appeared naturally in the content, but their location in titles and
subtitles as well as metatext and imalgscriptionwas modified. Based on the identified
keywordsthe query phrasegerecreated and test€@able8. and9. where the moselevant
keywords in bolded text The testing was performed in Google.com via an incognito
window to ensure that the results were not compromised due to location or personal search

history.

Table7. lllustration of ranking changes Article 1 prior and post keyword implementation

keyword / phrase used ranking prior ranking after 1 week ranking 2 weeks after

Personalised leukaemia 3 1t 1
treatment

Fifth letter cancer susceptibility 1t 1t 1t
Fifth letter susceptibility 4 50 4
Personalised drug treatment 4h 3 6"
Adoption of new drugs 16" 1qgh 19h
Adoption of new cancer drugs 6" 1t 4
Effective cancer treatment studie 24n 15" 19"
Effective cancer treatment - 33¢ 46"
Effective personalised cancer g 4 7

treatment

Genetics of cancer

Genetic changes in cancerous
tumours
Geneticmutations in cancer
tumours research
Mutations in cancerous tissue

The query phrasesyn which ranking was testeterechosen based on the assumption of

what would a scientist who is familiar with the subject uskegsvords The am was also

to choosephraseswith varying ranking positions to see how these would evolve and if the
implementations would for example be able to raise the websitéhtiost 4 pagesvhen

it di dnodt rank t.Keywordé chasén wereery specific amd niost ft | n g
them belonged to the longtail, because the focus of the case organisation is to gain awareness
amongst the scientific population abroddhe keyword ranking research was performed

manually after the most important keywords welentified from both articleS he ranking
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was studied amongst the 4 first pages of results, because it is very unlikely that anyone would
go through more thathe two first pagesThe keywords which were implemented into the
chosen articlesand which ranking was testedere connected and in relation with each

ot h éApperdices 2 and)3It was measureddalitionally, how much the traffic to the
articles increased through search engipgmisationactionsvia Google Analytics.

Table8. lllustration of ranking changes Atfticle 2 prior and post keyword implementation

keyword / phrase used ranking prior ranking 1 week after ranking 2 weeks after
oral health in cancer — .
prevention 1= 1% Finnish article 1t
oral cancer prevention 2gh 19" Finnish article
pancreatic cancer prevention 24h 19" Finnish article 34
oral cancer
periodontitis role in oral cancer 14" 3 Finnish article
treponema denticola effect on ond ond 4
cancer
Td-CTLP proteinase 4h 4" Finnish article 4" Finnish article
Td-CTLP proteinase in — .
pancreztic cancer 1= 1% Finnish article 1t
eriodontitis role in pancreatic — .
P cancer P 3 1t Finnish article
link between periodontitis and 4 5 ond
cancer mortality
periodontitis cancer mortality 5h 5" Finnish article

5.3.2 Google AdWords campaign

After one week ofhetest period for search enginptimisation search engine advertising
campaigrnwasusedthe same articleIhe campaignanfrom 16.3 to 2.3, and total cost of

t he ¢ amp ai.Duningara sftethe@elnzh engine advertising perjogtimisation
influencecan alsobe measured through Google Analytics, since it is possibleptarate
these two metrics in the datéeywords chosen tbeincluded in this AdWords campaign
were chosen based on the artickseping the target group in minbut also taking into
consideration the volume of searches made according to Google keyword planner. Multiple
of the morespecificlongtail keywords related to the artisleollected next to zero searches,
meaning that bidding on these keywords would eoiegate the aimed audience. Therefore,
specific but more competitive keywords were chosen for the campagnsure the
visibility of the text ads during the test peridghother important aspect in keyword selection
was not to bid on keywords which werelated to thecontent butwould not offer the

information the searcher would assume. Since the content of the articles was research
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focused popular keywords such aancer curevas edited t@ancer cure researcto avoid
misleading the online searcheffie keywords chosen for each article can be found in Tables
10. and1l

Table9. Keyword choices and ad designs Aaticle 1

Pesoralised leulaemia treanent and faster ag-

tion of new drugs // keywords

Text ad forkeywords.

Type of text ad

Genetics of cancer

Genetics of canceii Cancer genetics research

Understanding the genetics of cancer leads t
development of effective treatments

relevant (keyword included)

specific information
specific keyword

Personalizedancer treatment

Personalised cancer care study Helsinki
University research
Four studies by Helsinki University of effective|
personalised cancer treatment

relevant (keyword included)
specific keyword
brand related

Leukaemia

Leukaemia treatment- Blood cancer research
Leukaemia provides a model for studying
effective, personalised cancer treatment

relevant (keyword included)
specific information
specific keyword

Blood cancer

Blood cancersi Personalised cancer care study]
Blood cancers enable the studyiof effective,
personalised cancer treatments

relevant (keyword included)
specific information
specific keyword

DNA base pairs

DNA fifth letter i Cancer susceptibility
The DNAd6s dAfifth I|et
about cancer susceptibility

relevant (keyword included)
specific information
specific keyword

Effective cancer treatment research

Cure for cancer research

Cancer treatment study

Cancerous tissue

Cancer genetics research

Leukaemia treatment research

Personalized cancer care study Leads to
effective cancer care
Four recent breakthroughs by University of

general text information for generic
keywords
brand related
informative

Hel sinki 6s cancer creates interest

Cancer cure research

Cancer research

Geneticmutations

Human genome

The text ads were designadcording to the suggestions from the literature in chapter 3.5,
with some adjustments due to the specific target audience. Current literature in this area
focuses on commercial adverts, which is not the case in this research. Therefore, it was
decided toexclude the commercigl shapedad designs from the tested text ads, such as
price (price information was also not availab&d call to actiofCTA). It was assumed to
be more effective to insert a second related keyword on the second line insteafl tof CT
increase interesinake a convincing offeandthrough thakeep the text ads as informative
and scientific as possibl®ased on the search volumes and specific keyword4,615
keywordsaltogetherwere chosen for both articles, frowhich 5 main keywerds were
separated. As suggested by the literatunealestract text ad was creatéa the generic
keywordsand for the main keywords (5) a specific text ad with specific information in
relation to the keyword asdesigned (Tabl&0.and11.for text ads).
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Due to the nature of the target audience and the content of the advertised articles, the tone of
the text ads remained very informative, related to the content and keyarmdscking
marketing actionswhich might work in commercial setgs. The frget audience is
demanding of the quality of the content as well as looking for scientific information, which
gives the text ads a different angle compared to commercial text ads. It is assumed that the
target audience is relatively highiyvolved using specifikeywordsand spending longer

time looking at the text ads and the content. That is why the text ads were created focusing
on relative and specific information as well as kept informative and unique. The awareness
of theweb searcher iaimed tobe gained througha high position in the sponsored search
results and to generate interest the specific keyword used in the search query was included
also in the title and content of the text ad. This ensures that the text ad feels relevant
compaed to what the searcher searched for. Goaykaldition bolds the keyword searched

in their results, which wilfurtherincrease the possibility of creating interest towards the

content.

Table10. Keyword choices and ad design Aaticle 2

relevant (keyword included)

Pancreatic cancer

Pancreatic canceri Oral health as prevention
Oral health may have amportant role in cancer prevention

specific information
specific keyword

Oral health preventing canceri Periodontitis effecting
cancer

relevant (keyword included)
specific information

Bacteria in periodontitis has role in the development of org
and other cancers

Oral health Oral health and early diagnosis of periodontitis plays role specific keyword
cancerprevention
Periodontitis behind canceri Oral health as prevention relevant (keyword included)
Periodontitis Bacteria causing periodontitis seems to connect to onset specific information
pancreatic cancer specific keyword
Oral health factoring canceri Oral cancer and relevant (keyword included)
Oral cancer Periodontitis specific information

specific keyword

Cancer prevention

Cancer prevention researchi The importance of oral
health
Oral health may have a big role in prevention of oral and ot
cancers

relevant (keyword included)
specific information
specific keyword

Gastro intestinal

Pancreatic enzymes

Healthy gums

Onset of pancreatic cancer

Mouth cancer

Virulence factors

International journal of cancer

Cancer treatment

Oral cancer prevention

Treponema denticola

The importance ofral healti Research on cancer preventig
Hel si nki Universityds resed
health and cancer

general text information for generic

keywords
brand related
informative
creates interest




To gain clickthrough the text ad should createdesire and need to know mefeeling

about the content behind the link, which can be createdamithteresting headline and
unique, informative and descriptive content. The text ads for thegen specifikeywords

were designed to include two highly specific anévahtkeywords in the headline and with
content related to the keyword, whereas the text ad with generic information for the more
generic keywords includes brand related information and aims to create interest towards the
topic. Since it was chosen not to include aajl to action to these text ads, the main goal is

to make a convincing offer with the cont¢htibles10. and11.).

The AdWords campaign was targetedhative Englishspeaking locations (USA, Canada,

UK, Australia, NewZealand), Belgium (due to Eblub), Russia and China (due to the case
organisation interest in these locations and large estimated search voamdehe search
language was séb Englishonly. The language of the scientific community and scientific
research is English and therefore theation of the web searcher does not play as major role

as it would in other cases. It will m®nsideredwhen analysing the results that in Russia
and China there are other major search engines used, which will affect the visibility from
these countriesThe campaign will run fo6 days and each of the articles have their own
campaign. The bid amountwas chosentmlietall O U per day, whi ch wi
amount spenper day and it will ensure through Google AdWords the highest possible

impres$ons.

5.3.3 Engagememheasurements

The online engagemehts not been fully establishedacademic literature inonnection

to SEMand content marketingnd therefore previous engagement measures were not found
duringtheresearchEngagement measures are highly commaractitionerliterature In

addition, Google Analytics states certain measures as engagement measures as well as the
case organisation has been measuring engagement of their audience through certain metrics,
which guides the engagement measuring in this th@&hkiss, the measuring of engagement

to thewebsite and its content has been developed based on previous knowledge and metrics
provided by Google AnalyticAs has beempreviouslystated metrics such asduncerate

returning visitors time on siteand pages per sessiowill be used to determine the

engagement of the audience.
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Bounce rate is the mostrmmon metric when measuring engagement, since it tells how big
the percentage of users who leave the websiteut making any connectias. The higher

the bounce rate, the higher is the number of people visiting the website and deciding not to
engage with its content. For content siteeaverage bounce rate is between 40% and 60%
according to Kissmetrics (28). The sescond common engagemangtricis the time that

the users spermh site. Time on site gives straight feedback on how engaging content is

if it is something the online user is interested to consemeArticle 1, the estimated reading

time is 6 minutesand forArticle 2, the estimate i minutes 20 secondd time on page

metric indicates for each article a noticeably shorter time on page average reading time

it can be assumed that the visitor is not endaigethe contentThe hird engagement
measure is pages per session, which calculates how many pages usen dgérage per

visit. The gpal of engaging content is that it generates intéretite online usedeading

them to browse further from thetensite. The result of engaging content in the isrttiat

the new visitors should transfer into returning visitors, suggestinghsite has succeeded

in providing engaging and interesting conteint.addition to this, theravill be certain
conversims inside the articles, which can be seen as engagement, such as watching the
included video, sharing the text or clickidgetlink toresearch&r $UHAT -profile for more

information.

Engagement will be measured after keyword implementatiod then comgred tothe
reference period to calculate if the keyword implementation and its leading to higher ranking
in SERP will lead to more engaged website visitors. Secpad@§agemenwill be measured

from the Google AdWords campaign to determine if sponsored resultgyaiilengaged
visitors orif the trafficonly will increaseThe asumption is that the target audieraee to

their relation to the topic, would be engaged to the content they would entegtti@doogle.

5.4 Metrics used to measure visibility, awareness and engagement

During the previous chapters there$ been multiple mentions of different metrieich
will be used to analyse the changad in this chapter, they will be collected irdo
comprehensive list (Table 12isibility is a straightforward concept to measure in this
research becausecrease in visibility is stated as increase in the SERP rankiciggase in
visibility is assumed taffect page views, which will be measured e in Table 12.
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Tablell. List of metrics

change in raking

change in page
views

change in
entrances

landing page
impressions

clicks

click-through rate

avg. CPC

change in page
views

bounce rate
pages/session

avg. time on page
new vs. returning
visitor
engagement
conversions

second page

effect of keyword implementation on ranking
algorithms

effect of change in ranking in page views

effect on change in ranking in entrances to the
website through this link
percentage of page views in which the conten
acted as a landing page
times the text ad was visible in paid results upo
search query
times the text ad was clicked by anline user
after a search query
the relation between impressions and click
indicating the ads performance in generating
traffic
average cost of one click, calculated from bid
price and number of clicks

effect of text ad campaign in page views
number of visitors with no action during visit
number of pages on average visited during sest
averagdength of page visit
comparison of one time or returning visitor
chosen actions performed during visit

next page the visitor continued their user flow t

increase in rankinggads tancreased visibility
since the higher the ranking the higher the tim
the link isviewed
increase in rankinfgadsto increase in page
views since the higher the ranking the higher t|
number of clicks
increase in rankinfpadsto increase in entrances
to the website through the link
measuring the effect of increased visibility in
landing page versus page views percentage
the higher the impressions the higher the
possibility to generate clicks
the higher the clicks the higher tagareness of
the topic

indicates the effectivity of the text ad, the highe
the CTR% the better performing the text ad i<

the cost of generating awareness

effect of increased visibility in paid search on
page views
the ability of the content to generate action whi
visit
engaged visitors visits more than one page pt
session
engaged visitor spends on averag# of the
reading time of the content on the site
returning visitor is engaged to the content
provided
indicating whether the visitor is engaged to th
content
continuing to a second page indicates engagen
to the content and website

Awareness is a bit more complex concept to measure, but in this research increase in
awareness is measured as increase in clicks to the website and change in pagdeiews.
concept of awareness il lustrates whchRisvi si
increased/created through a visit to the website. As the clicks to the website increase, the
awareness of the case organisation increases among the targeSgimugrting measures

are the impressions of the text ads and CTR%, which implicateftictivity of the text ad
campaigns and avage CPC giving insight to the financial performance of visitor
acquisition. Engagemerds stated before, has not been measured in this setting previously
Therefore, multiple metrics were chosen to illustrate the engagement of the visitor to create
a holistic picture of which actions indicate engagemé&he ¢osen main indicators of
engagement in this study arentinued user flow teecond page (measuredaihgh bounce

rate, pages/session and second page), number of returning visitors and how long the visitor
spends on the sitl.is assumed that engaged visitor continues their user flow, returns to the
website in the future and spends on average relatigaly time focusing on the content

provided.
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6 FINDINGS

The goal of this study was to identify if search engipgmisationand advertising actions

were fit to increase visibility and awareness of the chosen content in Gaadlef in
combination withcontent marketing it would engage tisitors. The theoretical concepts

to assess the research goal were search epgimisation search engine advertising,
content marketing, online engagememtine visibility and awarenes$he aim of the study

from the viewpoint of the case organisation was to identify the successful actions and steps
in search engine marketing with content marketing to enable them to continue with these
actionsto increase the visitors and engagement oim thebsite amonsgtthe target audience.

This chapter will present the main results from this experingiérited into sectiosbased

on the research questions.

The data was collectedom Google search result pages, via Google Analytics and through
GoogleAdWords. The testing period was during March 2C4ri&l the dates varied ftine
different techniquesThe data was tested agaiaseference periottom 22" of Februaryto

8" of March For search engineptimisation the test period lasted frofn3 t023.3, and for
search engine advertising the Google AdWords campaigfrom 16.3 to 21.3At the end

of the testing periodengagement measure®re collected anccompared tahe reference

period.

6.1 Search Engin®ptimisationresults

The empiric part@ncerning search engiog@timisationwas performed during March 2018
from 9.3 t023.3. It started with keyword implementation on th& &d continued with
keyword ranking analysis in Google results page the following weekthel6" andthe
239 which were compared to week 0. In addition, the influence on tiéfcollected from
the testing period and comparedpt@vious periodThe first workinghypothesisuggests
that content related keywords implemented correctly to the weahs@dembinaion with
meta descriptiodesign will raise the ranking wheasearch is made using those keywords.
Based on the literaturuggestionsmplementation of keywords to websites title, content,
domain, image texts and modifying the meta description vigiearch resulteas done
for two specific articles. To perform testing how these gharaffected the ranking of the

articles with different search ques, multiple Google searches were made prior and after
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the implementation. To test the impact onficahnd website visitorsjata fromGoogle

Analyticswasanalysed.

6.1.1 Rankinghanges after keyword implementation

Each of the articles had their own set of keywords which were tested in Gdables8.

and9.). For Article 1, keyword implementation provided expected results, where ranking
raised for most of the keywords or remained the same after wEeélute13.). Forthekey
phraseadoption of new cancer drugthe rank raised from slot 6 tqg 4nd forthe effective
cancertreatmentkeyword implemenation was able to raise the article to slot 33 compared

to not being visible priorOn averagethe keyword implementation was able to raise the
rank with 4,66 slotsFor keywords such gsersonalised leukaemia treatment, fifth letter
cancer susceptibility fifth letter suseptibility, adoption of new drugs, adoption of new
cancer drugsaandeffective personalised cancer treatmehé article gaiad position on the

first result page. Othdreywords ginedrank either on the second pagsféctive cancer
treatment studigsor third pagdeffective cancer treatmgnorddnét r i se i n t he
pages due to the competitiveness of the keywords and the limited possibility to add the

keywords to the title and beginning of the text

1
6
11
16
21
26
31
36
a1
46

Figurel3. lllustration of ranking changes after keyword implementationArtiole 1

ranking
g

o
=

genetics of cancer

adoption of new druj

]

Fifth letter susceptibilit
personalised drug treatmen
cancer treatment studies
tumours research

effective pel
genetic changes in cancerous
tumours

adoption of new cancer drugs
~  mutations in cancerous tissue

Personalised leukaemia treatment
Fifth letter cancer susceptibilit

effective

H
-

= week O week 1

After 2 weeksthe key phrases were tested again to isegbey would hold their position
against timenew published articles or search engapimisationactions done by other
publishers. Some of the keywords, sucReassonalised leukaemia treatmamidFifth letter
cancer susceptibilityheld their positioras top of the ranking (which was the case prior to
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keyword implementation as well), but for the rest of the key phrases a slight drop in ranking
was visible. Onlythe Fifth letter susceptibilittkey phrase managed to raise its position
compared tdhe week before. The other rankings remained on the previous search result

page, even though ranking shifted dowh 8lots(Figure B.).

ForArticle2k eywor d i mp | e pedonmaecording to thelworkingthypothesis

and the results from this article cannot imeluded without considerationinto this
experimentDue to a bug on the caseganisatios website, the image description was also
copied automatically to the Finnish language version of the chosen asitleas added

into the English versigrwhich lead to aignificantraise in ranking for t Finnishversion

even though the search was made in English and the rest of the content in that article was in
Finnish (Figureld.). Although this result was not exgted it does show that with correct
keyword implementation, the ranking can be raised on desired keywords even though the

content is not optimised, or the language of the content does not match.

( a & (]“ oral health in cancer prevention = ) Q
S y v

Kalkki

Tieteelliset artikkel
Oral cancer prevention
ent

Suunterv
hitps:/iwww.

Figure14. Finnish version oArticle 2 at ® position for chosen key phrase

In addition and more regretfullyafter 1 week of keyword implementatjathe English

article disappeared from the search engine refirks4 pagespnall but two ofthe chosen
keywords which both repreented longtail keywordsréponema denticola effect on cancer
andlink between periodontitis and cancer mortgliffFigure B.). This might be because
Google hd not recrawled the website after the changes, wbicthe other hand would be
unlikely since the new version of the artielas visible on the two longtail key phrases.
Google still has the website listed in their search index, which was tested by performing a
Google search indicating if the website is stil in the index Aisite:

https://www.helsinki.fi/en/news/health/orhkalthandperiodontitisrole-in-cancer

preventiom (Sharma 2016)Another expanation could be that the article was implemented
with too many longtail keywords, which is something Google seems to pecatitant for
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https://www.helsinki.fi/en/news/health/oral-health-and-periodontitis-role-in-cancer-prevention
https://www.helsinki.fi/en/news/health/oral-health-and-periodontitis-role-in-cancer-prevention

as itindicatesthat the content is solely for search engines and not for users (Parsons 2014).
A third possible exianation might be that the redirecting links on the website from the old
URL to the new URLwas not working properly, making it seem that this is duplicated
content, which again is penalized by Goodkarsons 2014; Sharn2916). The Finnish
version of thearticle ranks high on the chosen keywordsd compared to the original
version, the Finnish version ranks higher than pgodeyword changes. Even though these
results are not valier reliable, this give a hint of how well White Hat optimisation
techniques workOn averaggethe ranking raised slotsfor the Finnish article or remained

the same compared the previous ranking of the English version.

Article 2 ranking English version
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21
26
31
36
41
46

mweekO mweek1 week2

ranking

pancreatic cancer

oral health in cancer
prevention
oral cancer prevention
pancreatic cancer prevention
oral cancer prevention
periodontitis role in oral
cancer
treponema denticola effect
on cancer
Td-CTLP proteinase
Td-CTLP proteinase in
pancreatic cancer
periodontitis rolein

Article 2 ranking including Finnish version
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HMweek0 Mweek1 week2

Figure 15. Ranking changesafter keyword implementationsnoArticle 2 compang to

Finnish article versio

The situationchanged after 2 weeks frothe keyword implementatiorfFigure Bb.). For
most testedkey phrasesthe Finnish version disappeared from the rankiagd the English
version ranked withithefirst 4 pagesThe only remaining key phrase rankitng Finnish

version wasTd-CTLP proteinasgand its rank remained the same. Farkey phrasesral
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health in cancer prevention, pancreatic cancer preventi@ponema denticola effect on
cancer, TACTLP proteinase in pancreatic canaardlink between periodontitis and cancer
mortality, the English version ranked againtivefirst4 pages, but the previous ranking for
thekey phrase®ral cancer prevention,griodontitis role in oral canceand periodontitis

role in pancreatic cancewas lost.This might still change as time passes, since the ranking

has been returned for most of the keywafisr 2 weeks

6.1.2 Effect of increased visibility on traffic

When comparingher e f e r e n ¢ e " pebruarydod8avierchj dtganic traffic from
Googletothet e st i n g "March to@% Masch) pr8anic trafficit can be stated that
during this time period metrics obers(+7.58%) new users(+6.48%), sessiong+9.34%)
number of sessions per ugerl.64%), page viewgt+9.93%)and pages/sessiot+0.54%)

have increased and bounce rate decre@8e28%) The only metric that changed negatively
was aeragesession duration3.50%) (Figure @.). Based orthese numbers, during the test
period visits to the whole website as well as number of users increased from organic results
in Google, which suggest that increased visibility in search results might have an impact on

overall traffic.

22-Feb-2018 - 08-Mar-2018: @ Users
09-Mar-2018 - 23-Mar-2018: & Users

5,000

23Feb 25 Feb 27 Feb 1 Mar 3 Mar 5 Mar 7 Mar

M New Visitor W Returning Visitor

Users New Users Sessions 22-Feb-2018 - 08-Mar-2018
organic google organic google organic google

7.58% 6.84% 9.34%
41,375 vs 38,460 26,830 vs 25,113 63,318 vs 57,910
— e | o — e | o e e
Number of Sessions per User = Page Views Pages/Session
organic google organic google organic google
1.64% 9.93% 0.54%
1.53vs 1.51 198,458 vs 180,532 3.13vs3.12
= R | e 09-Mar-2018 - 23-Mar-2018
Avg. Session Duration Bounce Rate
organic google organic google
-3.50% -0.88%

00:03:24 vs 00:03:32 49.51% vs 49.95%

Figurel6. Audience report of organic traffeomparing reference period and testing period

Page views of the Article 1. increased during the test period2@@o (from 9 views to 27

views i n t wandungeeckagé views will®0)o. An interesting number when
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focusing ortheeffect of increased visibility in search engine results to traffic istir@nces

to the websiteEntrances indicate how many views from total views were gathered when the
user clicked tdhis article fom organic sarchresults and for Article 1 theyncreasedvith
100%(from 3 to 6 views)Table 13.). Page views for Article 2 increased with 350% (from

4 to 18 in two weeksd6 time) as wel/l as th
entrances increased with 283from 3 to 10), indicating that the visibility of the website in

organic results lead to increased visits to the website.

Tablel2. Article 1 and 2audience metrics from testing periaddreference period

Both articles gathemore page views than site averg@able 14.), Article 1 with 349%
moreand Article 2with 124% and when compared ttee reference periodhe percentage

has risen for both articles (Appendix 10). Prior to keyword implementqtame views for
Article 1were 157% higher than site averaged for Article Zhey werel5% higherwhich
indicates that after keyword implementation the page views of chosen articles raise
significantly when comparing to site averagé&his suggess that the visibility in search

engines lead to increased traffic to the website in comparison with site average.

Tablel13. Page views of Articles 1 and 2 compared to site average

e Views
P 1 Page Views v o
age path level 4 ge Vie + {compared to sits average)

organic google 17.57% 17.57%

ipersonalised-leukaemia-treatment-and-faster-adoption-of-new-drugs-leading-to-effective-cancer-treatment

i
28 I 349.33%

09-Mar-2018 - 23-M
oral-health-and-periodontitis-role-in-cancer-prevention

i
09-Mar-2018 - 23-Mar-2018 14 Jr24.65%

In addition totheabove metricsthelanding page gives the information if page views were
gained through links on different locations on the website or if the website acted as the first
touch.The kanding page reveals if the gained traffic from organic search came through the
links for theresearched articles ortdugh other links at the websiteence did the visibility

in organic searchffect the increase in traffi¢dom all the viewsf Article 1, 33% are page
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views where the article worked as a landing p&geArticle 2,in comparisn, thelanding

page percentage was 72% (Appendices 11. and#ingthereference period for Article

1, 33%of all the viewswere landing page viewshich is similaras during testing period
indicating no change resulted by keyword implicatigor Article 2, landing page% prior to
keyword implementationvas 75% indicating a slight decrease duriting testing period
Thisindicates that visibility in search engines organic results worked well for Article 2, but
even thoughmost ofthe page views wasegerated as landing pafm Article 1, the low
percentagef 33% suggests that linking from other locations had a major role in generating
page views duringhetest period. The remainingy® of page views for Article 1 arzB%

of page views for Article Zare cumulated from referring links in other locations of the

website.

These results suggest that some of the redardzease in organic traffic is due to the
keyword implementation on these two artidiesause ohcreased page visigsd entrance
percentagen these specific articles and same landing padéfié means that even though

the percentages remained the samey included bigger numbers of the page visits.

6.2 Search Engin&dvertising results

Search engine advertising wasrformed though Google AdWords campaigduring 16"

to 21" of March 2018. The mmpaignwas targeted to searches made in Englishaiive
Englishspeaking locations (USA, Canada, UK, Australia, N&waland), Belgium (due to
EU-hub), Russia and China. Both articlead their own AdWords campaign, which included
thechosen keywords (280) and text ads designed to go with th&he working hypothesis
suggests that with SEA campaign the target audience can be reached effecavelyhe
traffic to the website will increase. To test the working hypothé&sesimpressions, clicks
and clickthroughrates of the campaigwill be analysed and compared to location data
available from Google Analytics, where it can be identified frdmctvlocations paid search

users have entered the webdiience if theclicks have come from target audience locations
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6.2.1 Google AdWords campaigerformance

For Article 2, almostall the keywords had impressions and clicks (Apperdixbut for
Article 1, there wasseveralkeywords which remained at(Bppendix 4), suggesting that
the keyword choices wermost likely too longtail to gain impressiorduring short
timeframe Both articleshad6 ad groups, wherghadspecifically designetext adgor the
mainkeywords and the lasad group ha@ general text ad to go with the rest of the relevant
keywords.All the text ad for Article 1 gained3251impressions and 162 clicks, and the
average clickhroughrate forall the ads was 4,37% when cakui@d with ads which had
clicks. Wheread\rticle 2 had 3887 impressions, 205 clicks and the averagethlickgh

rate was 6,75% when calculated with ads which had clicks.

All the ad groupfor both articles gained impressioasd clicks excludingtheadgroup for
personalized cancer treatmemthich gained only 4 impressiorad O clicksandDNA base
pairs, which gained 1 click and 36 impressio(fsgure17.). All the ad groups, excluding
personalised cancdreatmenthad a CTR% between 1,97% and 10,98%, which-518%
higher when compared to Google AdWords Industry Benchmarks (Medical & Hé&adtst).
impressions were gatheredleykaemiageneral text ad for article &ndpancreaticcancer,
which are all competitive andgeneralkeywords.As these text adgathered the highest
number ofimpressions, they naturally were represented in the top three in tdiukagmia
gained the highestumberof clicks (104)alongside withpancreatic cance(76) andcancer
prevention(69). Text adswith the best CTR% wasancerprevention(10,98%),genetics of
cancer(7,98%),oral cancer(6,93%) andeukaemia’5,92%), and their average cost ranged
from -G3B(Figudel1l7). Based on CTR% (10,98%) anderageC P C ( ucancez 3 )
preventiontext ad was the best performing ad. If the measure is based on number of clicks,
which was the main goal for the caseganisation the best performing ad would be
leukaemig(104).

It could be stated that thgenerd article 1 text ad in the sense of cost of accusation
performed the worst among all the ad groups, due to its high impressions {@8&)w
numberofclickend hi gh average cost per cl| wtk 00,
relatively low CTR% (2,71%)General article text adgained a low number of clicks, when
compared to number of impressions, suggesting that specifically designed text ads for each

keywords would be more beneficial for generating clicks, whereas abstract text ad for
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multiple keywords might work well when generating awareness due to its high amount of
impressionsbecausanultiple keywords trigger the ad. Abstract texsadight not gain
clicks from highly involved searchers, due to their search for specific information.
Controversiallythe pancreatic cancetext ad performed better in sense of CTR% (4,35%)
and averageCPC (00, 28) , having al mos comgphedto! e
General article 1suggesting that specifically designed text ad for specific keywords would

perform better with highly involved searchers.
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Figurel7. Ad group information comparing botlampaigns

When consideng the adgroupperformance foArticle 1, leukaemiaandgeneral Article 1
had the highest impressions and clicks, whermgasetics of canceandleukaemiahad the
highest CTR%(Figure 18.). Leukaemiais the best performing ad group, with highest
impressions and clickand relatively lowaverageCPC andrankingamong the highesh
CTR%.The good performance tieleukaemiaad group could be due to general keyvgprd

which is very relative compared to content in connection agpecific text ad triggered.
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Figurel8. Text ad performance for differenticle 1 ad group

The best performing keywords/ impressiongor Article 1 areleukaemia(1758) cancer
research(766), genetics of cance(263) andblood cancer(104), but high impressionate

does not always lead to good CTR%gure 19). Genetics of cance(7,98%), human
genome(6,77%) andblood cancer(5,77%) have noticeable higher CTR% and lower
impressions when compared to impressions and CTR%awnter research (2,48%).
Interestingly from these high CTR%hekeywordsgenetics of canceteukaemiandblood
cancershad their own specific text adandhuman genomeid not. Personalised cancer
treatmentand DNA base pairgn addition had their own texdds butgained next to zero
impressionsThis could suggest that it is beneficial to design specific text ads for the main
keywords since it might lead to higher CTR%. For examphekeywordcancer research
andits general text ad gained a lot of impressiavtsich lead to only smaltumberof clicks,
possibly because the general text ad was not informative enough to generate interest on this

popular keyword.

CTR%

Figurel9. Impressions, clicks and CTR% farticle 1 keywords
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The @ampaign forArticle 2 succeededvell in gaining impressions and clicks at the ad
groups and keyword@~igure 2.). Pancreatic cancerland cancer preventiorgained the
highest number of impressions as well as cligisi)e cancer preventiorandoral cancer,
had the highest CTR%n this set of datat is clearly represented how it can becaruostlier

to acquire clicks via general abstract text ad design for multiple keywords, sirverthge
CPC can rise higher compared to specific text ads, due & [BIWR%. Based on this data
CTR% tends to be higher with specific text aasd the acquisition costs lower per click.
The best performing ad group from Article @&d from all the ad groups, based on
combination of impressions, clickayerageCPC and CR%, is cancer preventionEven

t hough i ts | mpr e sishamhigisest 8TRe1{10,68%]), dne of the IgMest s t
averageCPC (U0, 23) .

s Summa / Clicks
Summa f|m[)l.
0.1 Summa /CTR

0,05 Summa / Avg. CPC

& ) > ;
) > o o)
& ;

& &
& PG

Figure20. Text ad performance for different Artickead groups

When focusing on a keyword levah Article 2, pancreatic cance(1726) cancer prevention
(631) and periodontitis (407) are the keywords with highest impressioasd pancreatic
cancer(75) and cancer preventiori67) with highest click{Figure 2.). Surprisingly these
keywords dondt hbatingeadthbkeywdrdsandet ol parRréatic cancer
(16,67%) andbral cancer preventiol(13,33%) have the highest CTR%his might suggest

that more longtail keywords, with specifically designed teist @an lead to higher CTR%,
sincehighly involved online searchers use more longtail keywords and in addition spend
more time reading the text ads before clicki@g.the other hand, keywords located strongly

in the longtail category might not reach auntie in short periods of time, but then also due
to CPC modelf h ey gdneret@dsts.As in Article 1, averageCPC was the highest

amongst keywords showing the general text ad due to small number of clicks.
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Figure2l. Impressions, clicks and CTR% farticle 2 keywords

6.2.2 Effect ofincreasecwarenessn traffic

Since search engine advertisimgreases straightforwardly the visibility of the website in
search engine results if the keywords are cortkettraffic to the website will temporarily

rise. During the time ofthe ad campaignsboth campaigngiained minimal percentage
(0,7%) of the total visitorswhich can be explained with strong organic presence of the
website and their focus on only 2 sites of the web3itgethey both ad campaigns for
Article 1 and 2 gathered 366 clicks and 297 users entered the website through these text ads
generating 313essios (Figure 2.). The al campaign for Article 2 performed bettanth

205 clicks, 166 users and 173 sessions compared to ad campaign for Article 1 with 161
clicks, 131 users and 140 sessiorse AdWords campaigns effead straightforwardly the

traffic on the targetontent but there is no proof that over this short period the keyword
marketing and the generated awareness wowld tnad any effect on the overall traffic to

the website.

® Users (Atticle 1) @ Users (Article 2)

Articke 1
131 131 140
Al Article 2 3 I

166 167 173
Number of Sessions per User | Page Views Pages/Sessi
Aticle 1 Article 1 Article 1
1.07 153 1.09
Aricle 2 Arice 2 Aricl 2
1.04 188 1.09
Avg. Session Duration Bounce Rate

Atticle 1 Article 1

00:00:12 95.71%

Atice2 3 Articke 2

00:00:13 92.49%

Figure22. Audience overview foArticle 1 and 2 ad campaigns
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As stated earlierthe text ads were targeted to native Engliphaking locationgUSA,
Canada, UK, Australia, Neealand and additionallyBelgium Russia and Chingrom
these locations the target audiengas reached in UK89 usery, Canada (63users,
Australia (37user3, USA (23user3 and New Zealand (20ser$, and in addition the ads
gained significant number of visitors from India (@8&er3. As search language was set on
English, there was no surprises ttialanguage used by audience varied between different
language versions of English, focusing on-6B with 48,85% for Article 1 and 45,78% for
Article 2. (See Appendix §. It can be stated based on this d#tat throughthe Google
AdWords campaign it is posse to target specific target locations with campaign location

and language selection.

For Article 1, leukaemiavas the best performingxt ad in sense of clickend number of
users(Table 15), including the keywordsleukaemiaand leukaemia treatmemnesearch
which had a sgific text adconnectedGenetics of canceandcancer researclyained both
approximately 20 clicksyheregenetis of cancehad specific text adndcancer research
was paired withthegeneral text adl'his data suggests thaspecific text ads worked better

in gaining visitors to the websitEor Article 2, the highest number of clicks and users were
generated by text agmncreatic cancefincluding keywordsonset of pancreatic cancer,
pancreatic cancemland pancreatic enzymesnd cancer preventioniricluding keywords
cancer preventioandoral cancer prevention)Table 5.), which both had specific text ads
This suggets similarly to Article 1 results, that specific text ads work better in generating

traffic to the website.

Table 14. Article 1 and 2 audience data per keyword

205 uUsSsS66.34 UsSs0.32 166 173 92.49% 1.09

95.59%
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6.3 Content marketing and engagement results

Engagement was measured utilizing bounce rate, time on site, returning visitors, pages per
session and various engagement actions performed while visiting the wé&hstéast
working hypothesissuggests that wheproviding uniqueand helpful content withthe
combination of search engine marketagions,the traffic to the websitwill be in better

quality and engage with the websitéo test the working hypothesis engagement
measurments willbe collected post search engine marketing actions and thgraoced to
provided data prior to changes. It is not likely that keyword implementation and Google
AdWords campaigawill affect the engagement measures of the full website, due to the
wide range of content and the size of the website, but the engagemér® ceeasured on

the chosen articles as well as the text ad.

6. 3.1 Search engine result page visibilit:)
When drilling down towards the changes made and focusing on the news section and health
section of the website, it is moré&dly that the search engimaptimisationchanges have
influencedhe resultsThe newsectionis the landing page fa@il the provided news articles

and its sole purpose is to collect all the available content in one plac@andage the

visitor to nove forward from thisite. The data irthehealth section is collected from all the
content that is marked withnhealthtag. Page views for news increased (9%shereas for

health they decreased (3¥@able 5.). Average time on page for news increaggth 8%,

compared to noticeable decrease of 33% for health. Bounce rate for news increased with 7%,
whereas for health it decreased with @6unce rate for healtis very low compared to

industry averagesndit indicates that the engagement in this gatg is high

Table15. Comparison of reference period and testing period on audience metrics

Page Page Views + Unique Page Views Avg. Time on Page Entrances Bounce Rate

9.43% 217%® 7.62% 5.66% * 6.71% %

organic google

1. /en/news
09-Mar-2018 - 23-Mar-2018 476 (100.00%) 361 00:01:07 150 40.94%
22-Feb-2018 - 08-Mar-2018 435 (100.00 369 00:01:02 159 38.36%
% Change 9.43% -2.17% 7.62% -5.66% 6.71%

Page Page Views ' Unique Page Views Avg. Time on Page Entrances Bounce Rate

erEETD 3.45%% 2.74% 33.34%%  213%% 6.34%

1. /enfnews/health
09-Mar-2018 - 23-Mar-2018 84 (100.00° 75 00:01:11 46 23.91%
22-Feb-2018 - 08-Mar-2018 87 (100.00¢ 73 00:01:46 a7 25.53%

% Change -3.45% 2.74% -33.34% -2.13% -6.34%
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The information which gives the most insight of the actual effecBBO actions on
engagementis the information extracted from the article le@ageviews for Article 1

raised with 200%, due to search engineptimisationactions Number 1 inTable 7.
represents the new version of the artieled due to domain modification the two versions
areseparated in Google Analyticg.i$ also visible that due to forwarding protocols and
linkages within the site, 5% of visitorshas entered the article through the old dordaiting

testing period Bounce ratevas 33% for the reference perigdbut due tominimal data
available, they are not totally comparable. Therefaperiodof two weeks aftethe Article

1 publicationwas also checked for bounce réd8%), indicating that after the search engine
optimisationactions the bounce rate increased to 58%ounce rate of 50% is well within

the industry average, indicating satisfactory lee¢ébBngagemenihe average time on page

for Article 1 after SEO actions was 2 minutes and 23 seconds, compdhtexréference
periods 2 minutes and 55 seconds, indicating that the time spend on the Adeteeased.
When compared to the reading time estimate (6 minutes), it can be stated that users spend
approximatelyl/3 of the estimated reading tiroa the pageindicating slight egagement,

but during this time they would have not been able to finish the article nor watch the videos
included.Exit% indicatesin addition how well the content manages to engage the customer
to further actions on the website and for Article 1 it iasexl from 11% to 44% hismight

be due to the increased page views,taiso indicates that the content on the website is not

encouraging to continue with the uslem.

Tablel6. Article 1 comparison of reference and testinggueon engagement and audience

Page Views Unique Page Avg. Time on Bounce Rate

Page Views Page Entrances % Exit
27 20 00:02:32 6 50.00%  44.44%
organic google
1. :91‘:"19"A.'ssh§ﬁ|:1.personal sed‘—\euka'eww a-treatment-and-faster-adoption-of-new-drugs- 23 18 00:01:57 5 60.00% 47.89%
eading-to-effective-cancer-treatment
] -Pm‘nf‘m‘q;h?al:ﬂ‘r.er::?nal sed-leukaemia: f:E:{tF‘ﬂFn' -and 'as"er adoption-of-new-drugs- 4 2 00:04:53 1 0.00% 25.00%
four-studies-leading-towards-more-effective-cancer-treatment
Page Views Unique Page Avg. Time on Bounce Rate
Page Entrances % Exit
Views Page
9 8 00:02:55 3 33.33% 11.11%
organic google
fen/news/health/personalised-leukaemia-treatment-and-faster-adoption-of-new-drugs 9 8 00:02:55 3 33.33% 1111%

* -four-studies-leading-towards-more-effective-cancer-treatment

For Article 2 page views increased from 4 to 18 (350%4¢ to search engine optimisation

(Table B.). As in Article 1, the domain in Article #as modified duringthe keyword
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implementation phaseesulting in two different domains due to old linkages. Therefore,
both numbers are included in the calculations of measurenfdtes.SEO measuresthe
bounce rate for Article 2 decreased from 67% to 60%, which indicates increased engagement
alongside wth the significantly increased average time on page from barely 45 seconds to 3
minutes and 15 second&’hen comparing this to the estimated reading time (2 minutes and
21 seconds), it can be stated that the users were engaged to the content, spendnagen
more time on the page than it would take to read the comieito, in addition,decreased

from 50% to 39%, indicating that from the visitors who viewed the Articd%, continued
browsing to another site on the website combination of highaveragetime on page
decreasing bounce and exit radesl increased page visitaight indicate that the audience
reached through visibility in organic search engine results found what they were looking for

in the contenaind therefore engaged with it.

Table 17. Article 2 comparison of referenemd testing period on engagement and audience

Unique Page Views Avg. Time on Page
Page Page Views v Entrances Bounce Rate % Exit

) 18 15 00:03:15 10 60.00% 38.89%
organic google
] /en/news/health/oral-health-and-periodontitis-role-in-cance 15 (83.33 14 00:03:55 9 66.67% 46.67%
r-prevention
/en/ / /oral- -may-have-an- -role-
) /en/news/health/oral-health-may-have-an-important-role-in 3 (166 ] 00:01:29 1 0.00% 0.00%
-cancer-prevention
Unique Page Views
Page Page Views + Avg. Time on Page Entrances Bounce Rate % Exit
) 4 4 00:00:45 3 66.67% 50.00%
organic google
/i / ws/ /i -| - -have-an- - *
/en/news/health/oral-health-may-have-an-important-role-i 410001 4 00:00:45 3 66.67% 50.00%

" n-cancer-prevention

When comparing the testing period to the site averageght is gained how the articles
perform compared to other content availafilable B.). Average time on site for Article 1

is -73%worsethan site average, which is in addition worse than during reference period (
28%). For Article 2 agragetime on site is 13% higher compared to site average, which is a
tremendous rise frorhe referenceperiod ¢82%). Bounce rates for both articles are better
than site averagd-or Article 1, thebounce rate is40% compared to site averagand for
Article 2, it is -23%. Although these rates are better than site average dhangsting
period, perforred both articles better durinte reference periodwhere Article 1 had
bounce rate of58% compared to site averagad Article 2 had15%.
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Table18. Comparison of Article 1 and 2 bounce rate and avg. time on page to site average

Avg. Time on Page ¥
Pe th level 4 P View Y
age path lova age Views + - e

17.57% » 2.40% =

organic google

09-Mar-2018 - 23-Mar-2018 28 73 15%‘
17 oral-health-and-periodontitis-role-in-cancer-prevention

09-Mar-2018 - 23-Mar-2018 14 [12.95%
Page path level 4 Page Views v v

17.57% » 2.55% »

organic google

5 personalised-leukaemia-treatment-and-faster-adoption-of-new-drugs-leading-to-effective-cancer-treatment
09-Mar-2018 - 23-Mar-2018 28 38 am#
1 foral-health-and-periodontits-role-in-cancer-prevention

09-Mar-2018 - 23-Mar-2018 14 23 os"»q

Measurenentsrevealing information of the user floarethe second page and page depth
metrics.The most important requisition for engagement is that the user visitsitestban

the site they entered, and the second page metric reveals whiclheiteset continued to
browse to. FofL1% of Article 1 page views arg88% of Article 2page viewsit was the end

of the user flow journey and the users exited the website from the article, buhtieing

89% (Article 1) and64% (Article 2) continued thei browsing further by clicking links
available on thexrticles, indicating thatthe majority of the users were engaged with the
content.During thereference period the numbers wsnailar, 11%for Article 1 and50%

for Article 2, for the end of user jourey. Second page information additionally revealed
information about engagement conversions for Article 1, {&3tpared to 11% prionf

the visitors clicked on one of the engagemamasuring point (Figur@3. ) AHel sir
I nstitut e oihdadditidnaly 19%0Poeriogceldi cked on the | in
Me d i c Thisandicakes generated interest towards the subject and actors behind the
article. Other link clicks (profile of scientist, articles/websites mentioned in the text)

remained 80 for both articles.

Share

v fin]
You might also be interested in

Subscribe to health newsletter >

Helsinki Institute of Life Science 2>

Figure23. Engagement conversions for Article 1
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For Article 2 all the second page information implied continuing to read more articles
provided by thec a s e o0 r g wabsits Ruting thatedtig perid, other engagement
conversions on the articles was also measured in, number of shares (0 during testing period
both articles) and for Article,Ximes the videos was watchékhe first video on the page

was watched 7 times and the second 1 time, indg@&ngagement, but it cannot be stated

if the viewer came to the content through search enginesrardther sourcedn light of

second page informatipArticle 1 performed better in generating clicks to next pages, but
the performance remained similar comparedht® reference periagdwhereas Article 2

performed better when comparingthe reference period.

The pagedepthrevealsthe percentage of viewbat lead tonumber ofpage views. Page
depth is calculated through how many pages are visited in one session pandides more
engaged the user is, the more pages they will visitARare 1, page depth analysis reveals
that its visitors have beeengaged with the content providethce89% (reference period
89%) of visits account to 2 or more page viewasd only 11% of visits accounted for only 1
page viewFor Article 1, 30% of visits accounted for 2 page viewasd 19% of visits for 12
page vsits and 11% for 9 page visitsvhich suggest high rates of engagement towards the
case organisations website. Faticle 2, all together33% (reference period 50%)f the
visits accounted to only 1 page vig22% of the visitdor 2 page views and 17% the visits

for 3 page viewsArticle 2 managed to reach few visitors who engaged highly with the
website, since on the bottom end of visi#2% visits accounted for-82 page viewgSee
Appendix11. and12). The information from page dédpanalysis suggesthat Article 1
managed to engage its visitors better to the case organisations wbbsitee results
remained similacomparedto the reference periodwhereas Article 2 performed better

during testing period in page depth analysis.

During the test perigdhenumber of new usergse with 5,2% anthenumber of returning
visitors rose with almost 1%vhilst total number of userose with 4,6%Thisindicaesthat

during the testing perigthew users were gained through search esgieturning visitors
during the testing periodwere more engaged when compared to new users, with lower
bounce rate (47% vs. 53%), bigger number of pages per session (3.26 vs. 2.87)@nd long
averageime on pge (00:04:13 vs. 00:02:3($ee Appendix 13 Compared tthereference

period, sessions generatetliring the testing periodrom returning users rose with 1,8%,
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suggesting that a relatively smaller number of new returning visitors generated relatively
bigger number of sessioifFable 20.). Bounce rate during testing period rose a minimal
amount (0,3%) as well as pages/session (from 3.29 to 3.26), énatgagession duration
increased with 14 seconds. When analytiregeference period and testing petiit can be
stated that both periods contain engaged visitors with relatively low bounce rate, good
number of pages per session and loreyayetime per page. For scientific content sites it is
not realistic to assume that visitors would vasitigh number of pages during one session,
when compared to for example online stomdere the norm is that users commonly visit

multiple pages before completing a purchase

Table19. Comparison of reference and testing period on returseg

Acquisition Behaviour

User Type
Users + New Users. Sessions Bounce Rate Pages/Session Avg. Session Duration

testing period 17,858 0 35,545 47.37% 3.26 00:04:13

returning visitor

User Type
Users ¥ New Users Sessions Bounce Rate Pages/Session Avg. Session Duration

Reference period 17,693 0 34,922 47.23% 3.29 00:03:59

returning visitor

As search engineptimisationaimed to increase visibility ithe search engine results page

and gain through thatincrease in traffic, landing page information of both arsiclaring

testing period reveals information of engagement of users entering the article and the website
through these articles and search engiRes.Article 1landing pagethe bounce rateose

from 33% to 50% alongside with00% increase iniews (Table21). Pages per session
decreased from 2.0 to 1.5, but controversialgragesession duration rose to 00:01:27 from

56 seconds. New sessions generated from Article 1 were 17%, indicating that visibility in
search engines results new sessions. For Ade 2 bounce rate decreased slightly from

67% to 60% as the pages per session increased from 1.67 to 2.10, alorgysigesagsion
duration which increased with three minutes. For Articleelv session% was 20%, slightly

higher than for Article 1.
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Table 20. Landing page information of Article 1 andfm testingperiod comparedo

reference period marked in red

Landing Page = % Now Sessions Pages/Session Avg. Sessian

Duration

6 16.67% 1 50.00% 1.50 00:01:27

organic google

i ised-leukaemia-t t-and-: \doption-of drugs-leading-k
1 . = o Ll 5 20.00% 1 60.00% 1.40 00:00:10
-effective-cancer-treatment

2 1 0.00% 0 0.00% 2.00 00:07:54

es-leading-towards-more-effective-cancer-treatment

1 a 33.39% 1 33.33% 2.00 00:00:56

es-leading-towards-more-effective-cancer-treatment

Landing P +
A e Avg. Session Duration
Sessions. % New Sessions. MNew Users Bounce Rate Pages/Session

10 20.00% 2 60.00% 2.10 00:06:12

1, [foninewatosiioral-treiivma-i p -l g 1 0.00 0 0.00° 9.00 00:48:18

fen/newsihealth/orak-health-and ) D
2 evention : 9 22.22% 2 66.67 133 00:01:32

| 1. y portant-role-in-can 3 66.67% 2 66.67% 167 00:03:12

Theresults indicating engagement for both articles vary a lot between #émehdifferent
engagement measuregyamong each articlérticle 1 performed often better in terms of
engagement, but Article 2 performed better when comparing change to referencelfperiod.
is not realistic to hope to gain a clesgagemenneasure with search engine marketing due
to thecombination of different metr&c The lack of researadf which measures are more

relevant than others or what numbers indicate engagahaliénges the result analysis

6.3.2 Engagement on search engine advertising campaign

The Google AdWords campaigdata gves insight to how engaged the users who have
entered the website through clicking on the textvegs. The AdWords campaignfor both
articlesran betweenl6.3 and 2.3 (Figure 24.) Based on this datéoth articles performed
relatively similary, Article 2 gained higher number of users, sessions and page views
compared to Article 1, whereas Article 1 managed to gather higher percentage of returning
users(5%) illustrated as the sessions per user figure (1.07 vs. 1.04ndrhber ofpages
visitors visited per session tse samdor both ad campaigns as well as the average session
duration (1213 seconds)whilst average time on page is longer for Article 2 (00:02:33 vs.
00:02:14) The biggest difference is in bounce rates, where Article 2 peetbbetter with

a lower bounce ratef 92,5% compared to 95,7%. All in athese numbers present the
average performance of both campaigns, but since there was a high number of variance

between the different keywords (other performing well compared ter othth no
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performance) inside the campaigiBeser esul t s donodt give a h

performance nathe engagement of the visitors.

1 Ml 2 Wa
Users Hew Users Sessions Humber of Sessions

) ) ! A per User Article 1 Article 2
131 131 140 1.07 ‘ ‘
166 167 173 1.04

153 1.09 00:00:12 95.71%

188 1.09 00:00:13 92.49%

Figure24. Audience information from AdWords campaign for Articles 1 and 2

As mentioned abové&eywords and text ad performanagied between and within articles
andto gainaholistic image of engagement of online visitors it is needed to dig deeper into
the analytic data from the AdWords camgas For Article 1, the general eragement
measures suggest that users rspenton average relatively long time on page (3 minutes
and 57 secongiuthave not been tempted to continue their user flow to other websites from
the landing page (Article I)Table 2.). Long average time on ga but high bounce rate
(95,7%) indicates that the content provided has beagaging butiacks in providing
interesting next step options to continue the user fldvis is also illustrated in the pages
per session number (1.0pyoposing that the useas not been engaged fully to the website

to be intrigued tanvestigateother content available.

Table 22. Audience and engagement metrics from Google AdWords campaign

Unique Page Views
Page path level 4 Page Views + Avg. Time on Page Bounce Rate % Exit

5 145 141 00:03:57 95.71% 95.17%
Article 1

' 187 178 00:02:33 92.49% 91.98%
Article 2 v v

ForAtrticle 2, the engagement metrics tell the same story as for Art{daldle 2.). Average
time on page is slightly shorteas is the estimated reading tin(@0:0233), but still
indicatinga long visiting time on the websit&€he lounce rate (92,5%) is slightly smaller
compared to Article 1, but still relatively high when comparmtpt example organic traffic

bounce rates from the same article or industry averages. The combination of these metrics
98



indicates engaging content dueationg stay on page, but not enough interesting options for
continuing the user flow and engaging tlser through that on a deeper leVidle pages per
session for Article 2 is similarly 1.08uggesting as well that engagement to the website
does not reach to investigating other content available, or possibly the content provided has
answered the reasdor the Google search and there is no further need to browse inside the

case organisations website.

The lowest bounce rates for Article 1 keywords areascer researcandleukaemiawhich

both still have almost 100% bounce rate (T&#9. These keywords also have the highest
pages per session and average session duration number, indicating that users from this
keyword were the most engaged to the content. The other keywords had a 100% bounce rate,
next to zero session duration and onlgabe per session, indicating that engagement was

not created through majority of these text d&ncer researcls the only keyword with a
moderately low bounce rate (85%), over one minute long average session duration (1 minute
27 seconds) and 1.5 pagpsr sessionCancer researchriggered a general text ad
(Appendix 8), which matched the keyword well, but does not support the assumption prior

to the research that specific text ad would increase user engagement.

Table21 Text a performance for Article 1 on separate keywords

Article 1 162 4,37% 131 140 95,70 % 1.09 00:00:12

blood cancer 6 577 % 3 4 100 % 1.0 00:00:00
blood cancers 3 3,41 % 1 1 100 % 1.0 00:00:00
cancer cure research 1 2,71 % 1 1 100 % 1.0 00:00:00
cancer research 19 2,48 % 11 13 84.6% 1.46 00:01:27
cancer treatment research 1 3,70 % 1 1 100 % 1.0 00:00:00
cancerous tissue 1 2,56 % 1 1 100 % 1.0 00:00:00
genetic mutations 4 4,60 % 2 2 100 % 1.0 00:00:00
genetics of cancer 21 7,98 % 19 19 100 % 1.0 00:00:00
leukaemia 104 5,92 % 92 98 95,90 % 1.07 00:00:06

Article 2 performed slightly better compared to Article 1 in terms of engagement measures,
managing to have less than 100% bounce rate on several keywander prevention,

gastro intestinal, mouth cancer, oral health, pancreatic canodperiodontitis(Table24.).

The keywordsmouth cancer, oral healtandperiodontitisgained aeragesession duration

longer than 20 seconds, indicating engagement to the content. Average session duration is
calculated as an average length of all the sessaodghe lagth of the sessions is calculated

utilizing engagement hits, which are missing in the presented data and therefore the sessions
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with 0 seconds are common and drag the average down. Similelyages per session
metric was over 1 fathe previously meribned keywordsdastro intestinal, mouth cancer,
oral healthandperiodontitig. The kest performing keyword for Article 2 wasouth cancer

with lowest bounce rat@2,7%), longest average session tifdeminute on 49 seconpand
highest pages per session metdouth cancetriggered a specific text ad designed toe

oral canceikeyword group (See Appendix)%@ndgained relatively high CTR%. For the
other well performing keywords in Article ®ral healthand periodontits triggered their

own specific text adsvhile gastro intestinalwhich triggered a general text ad. This
information could suggest that for Article 2, text ads which were designed specifically for
keywords performed better in sense of engagement as wallyamrds with specific text

ads performed in gerad better when comparing CTR%.

Table22. Text ad performance for Article 2 on separate keywords

Article 2 205 6,75 % 166 173 92,50 % 1.09 00:00:13
cancer prevention 67 10,62 % 51 53 94,20 % 1.06 00:00:02
cancer treatment research 2 3,13% 2 3 100 % 1.00 00:00:00
cancer treatment study 1 3,45 % 1 1 100 % 1.00 00:00:00
gastro intestinal 7 4,70 % 4 4 75 % 1.25 00:00:11
healthy gums 10 5,46 % 10 10 100 % 1.00 00:00:00
mouth cancer 12 8,70 % 11 11 72,70 % 1.45 00:01:49
onset of pancreatic cancer 1 16,67 % 1 1 100 % 1.00 00:00:00
oral cancer 11 5,76 % 8 8 100 % 1.00 00:00:00

oral cancer prevention 2 13,33 % 2 2 100 % 1.00 00:00:00
oral health 9 2,80 % 8 8 75 % 1.25 00:00:22
pancreatic cancer 75 4,35 % 64 68 95,60 % 1.04 00:00:03
periodontitis 8 1,97 % 6 6 83,30 % 1.17 00:00:31

Even though multiple keywords managed to generate bounsdessethan 100%, longer
averagesession duration and bigger pages per session rftgtActicle 2, it cannot be stated
that these numbers indicate engagement to the content on a higiBlmwete rategor
Google AdWords campaigriend to be highand wtken comparing to previous AdWords
campaigs of the case organisation (Appendix 1) it can be stated that the bouncperates
keywordsin this studywere lower, but when comparing the average bounce rate of the
campaign Table 2.) the numbersveresimilar, whilst the average session durations were a

lot lower.
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7 DISCUSSION AND CONCLUSIONS

The goal of this study was to identify effective search engpienisationand advertising

tactics to increase visibility and awareness of the case organisation inesegirdresults.

In addition the aim was to measure how these actions would affect the website traffic and
the visitor quality and engagemeiihe following ctapter willintroducethe mainfindings

of the research and present the conclusions which can be drawn based on the available data.
The key findings will be discussed in relation to the working hypothasdsresearch
guestionsThe research questions whilé answered based on the results from the empirical
study and theoretical implications will be discussbthnagerial implications will be
illustrated for Universityof Helsinkifor them to implement search engine marketing actions

into dayto-day activities. Lastly, limitations and further research ideas will be presented.

7.1 Key findings

This thesis relies on uttiple differentacademic articleyvarying from online marketing and
search engine marketing to behavioural studies in online se#timtba vag number of
references were used to gaimimageas holistic as possibt# the studied phenomena. The
theoretical base was used to buie working hypotheses, which were then tested in the
empirical section of the thesis. Currentbearch engine marketingnd more so search
engine optimisationis a relatively new focus point in academic literatuesulting in a

limited number of conceptshich have noyetbeen established fully in academic literature

and academic research. Téire, further research on both search engine optimisation and
advertising is needed in the future, especially in relation to online engagement of the website

visitor.

Following chapters will highlighthe main findings in relation to each skgsearclguestion
andcompae the results from the empirical stuttythe theoretical concepts established in
the theoretical part of the thesis. Through answering theesdarch questiona holistic
image of the studied phenomendl be built to compose an answfor the main research

question.
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7.1.1 Increasing visibility through search engopéimisation

How can search engirmptimisationtechniques be used to increase visibility in search
engines?

Search enginie ®rganic results are a sufficient and free of cost chatWehnedy &
Kennedy 2008Kritzinger & Weideman 2013)o gain visibility for marketed content and
websites if the ranking of the link is within the first padash et al.2015 Zhang & Cabage
2017). Next to zero visibility is gained after the fourth ranking p&g&ay 2006a)and
majority of the clicks are gathered by the top five results on the first resultgLmagm et

al. 2006; Spink et al. 2006The majority of website traffic is still genated through organic
rankings highlighting the importance of search engine optimised content and websites.
Thereforeto increase visibility and furthermore traffic to the website, the goal of content
creationand online presenahouldbe to gain rankingvithin the first result page@d.origo

et al. 2006; Killoran 2013Lukito et al. 2015. The case organisation aims to become
scientific content owner abroadnd to gain that position the visibility in search engine
results on chosen topicscrucial. As presented in the theoretical section of the research
pageoptimisation(Luh et al.2015; Zilincan 2015Shenoy & Prabhu 201&nd White Hat
tactics (Enge et al. 2015Scott 2015;Shenoy & Prabhu 20)6 such as keyword
implementationLuh et al.2015;Zhang & Cabage 201 &and metatext desigiGudivadaet

al. 2015; Lukitoet al.2015; Agarwal & Verma 20J)6are in control of the content creator
and the website owners. Based on the previous literature and academic yesadiok
hypothesis 1 suggestdtat wth correct keyword implementation to websites heading,
images, domain and contentcombination with designing the meta descriptibie,ranking

in search engine results pagdl raise on the related keywordsd the traffic will increase

The lanking inthe search engine results page is in relation to the relevance of the website
compared to the search query used by the online sedkararedy & Kennedy 2008; Baye
et al.2016. The more relevant the content provided by a website judged bytlahgsis,
the higher will the ranking in the results be. Relevancy to the search query is calculated based
on the appearan@nd frequencyf the keywords in the content, quality and uniqueness of
the contentmeta description of the website aprevious tick-throughrates(O6 Ne i | | &
Curran 2011Pan 201% The most commonly agreed search engine optimisationgactic
academic literature are correct keyword implementation, providing helpful and unique
content with primary keywords, unigue domain and desgof meta description visible in
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search engine resulf® 6 Ne i | | & ; Cuh etrala2015; 2dartvédl & Verma 2016
Zhang & Cabage 20).7Based on the previous literad)keyword implementatigrdomain
modification and meta description desigarechosen as tested search engine optimisation
tactics, due to the already unique and helpful confarticles) provided by the case
organisation and previously technically optimised webshe.primary keywords from each
article were identified and impleanted into the websiée heading, images, subtitles,
domain and title (82 words) and the beginning dhearticle (2630 words) was modified

with implementation of primary keywords, providing information what the content is about.
The primary keywords @are chosen based on the assumptbmvhat would the target
audience with previous knowledge of the article topic use as search query, to secure high
rankings on those longtail keywordsdditionally, the met descriptiomasdesigned for both
articlesto give a holistic image in the search engine results what the content of the website

is about.

Chosen keywords appeared already in the content naturadlgiot in an optimised manner
Thereforethey weraelocatednto the articles headline, subtitlesage description, domain

and introduction chapter to the articéand based on that was the meta description designed
(Appendces2 and 3)The ciosen keywords were the base for the chosen keywords phrases
The list of phrases was created to contain coripetnd more longtail keywosdand the
rankingof these keyword phrasess tested during the testing peridtiese modifications

were assumed to change the ranking of the chosen articles in organic listings in Google
SERR and the ranking was checked prior and after the chamgesassumption was that

due to the matching of keywords implemented to the website and the chosen search queries,

the ranking of the websitgould rise noticeably.

This was the case for Article Which rankings raised noticeably after the implementation
of relevant keyworddg-or four keywords the ranking raised within the first result page and
two of them, which did not maintain the first position previously, gained first rank. One
keyword manage to raise ranking from second page to first and one from third page to
second. All together from 13 keywordsranked on the first results pagén average the
ranking raised with 4,66 slgtand on one keywordhe ranking was raised from not being
visible to the third results pagd keywords remained not visible within the first 4 results

pages, which is due to their longtail characteristic #radr missing from the heading,
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domain, image description or the introduction text in addition to being campetitive.

After the second weektwo of the keywords maintained their rankjrand one of the
keywords ranked 1 slot higher compared to week beRwst of the keywordsuffered a

ranking loss of 3 to 9 slotbut three of them we still able to maitain their position at the

first results pagelt can be concluded from this data that ranking can be increased with
keyword implementation for couple of the main keywoedssuggested by literature (Zhang

& Cabage 2017Qut there is a limit of how mudkeywords can be included in the headings,
image description and introduction text naturally, without leaning towards Black Hat
technique keyword stuffinfGudivadaet al.2015; Shenoy & Prabhu 26} Therefore, the

most important & keywords should be cken, and the implementation tactics should be
concentrated on them instead of trying to spread the success thin on many key phrases. Week
2 indicatesasthe literature suggest&Grappone & Couzing 2011, h3hat search engine
optimisationis an ongoing process, whargosen content must be updated regularly for the
ranking to stand the test against time. It should be taken into consideration that other actors
will also be performing keywords implementation and other SEO actions, whichusfil

their content higher in rankings and push down the competitors. New content will also appear
regularly to competdor the rankings, which is why search engine optimisation is not

something that can be performed only once.

For Article 2 the resultavere entirely opposite from the expected results. Dwaebiag on

the case organisations website, the image description was copieHanish version of

the article, resulting in tremendous ranking increase for the Finnish ve@simix of the
chos@ keyword phraseghe Finnish article ranked within the first pagad fortwo key
phrasesranking was on the second page, compared to not being visible in the results
previously (search was performed in English). Even though this change was not what wa
expected from the testing, it shows how much keyword implementation in image description
(which was located on the beginning of the article) affects the ranking in SERP, even with
wrong contentanguageAs for the English version of Article 2, in weekt Hisappeared on

all but 2 keywords, which wenanking on page 1 prior to keyword implementation. The
reason behind why the Article 2 vanisheohf ranking in the first 4 pages remains unclear,
but it could be due to incorrect link rediretiscause otlomain changes or penalization
from Google due to detected keyword stuffing. Either or, it shows how important it is to

carefully implement only the main keywords to the content natyratfigl if domains are
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changed, the redirectingeedswork properly. Kgword implementations were done the

same manner to both articles, which is why the results from Article 2 were surprising. After
week 2, the Finnish version had disappeddeak to corrected image descriptidrgm the

first 4 pages on all budnekey phrase(which appeared in the Finnish version of the article
naturally) and the English version had gained rankindioa keywords, which fronfour

were ranking on the first pagBue to the special results from Article the ranking was
checked also after 3 weeks (Appendix. Fx)urof the previous weeks keywords either kept
their ranking or lost 1 slot, but surprisingly fiovo key phrases they ranked third and first
after missing a ranking for 2 weeks and being preWowsked 24' and 3. These results
suggest that keyword implementation gives good results in the long run as well as
immediately andan raise ranking even 3 weeks after keyword implementation. The ranking
also holds for the main keywords due to théghhrelevancy when compared to the search
term. The appearance of the Finnish version of the aglabevs how effective keyword
implementation on the right locations of the website can be in terms of increasing the

ranking.

When considering results frotmth articles, it can be stated that with correct keyword
implementatiorto the heading, subtitles, image description and dortteranking can be
raised for a limited number ohost relevankeywords which issupported by previous
academicresearc®d Ne i | | & ;Cuhetal.d20i5;Aydrviall& Verma 2016Zhang

& Cabage 201y Short term ranking increase can be performed through keyword
implementation onless relevant keywords, but their ranking will decrease after time
compared to the most relavtakeywords which will hold their ranking better due to their
higherrelevang when considering the article and search te@orrectly done keyword
implementation can be a powerful search engine tactic in increasing visibility in search
engine result pagelncrease in visibility should lead to increase in traffic to the welesste
suggested by working hypothesis 2 and literafuogigo et al. 2006; Killoran 2033 ukito

et al.2015, and the traffido the articles from organic seardtring the testing period was
afterwards compared to traffauring thereference period. For Articlé during testing
period page views increased wiB00% and entrances to the website through organic search
to this article increased with 100%. For i8le 2, page views increased with 350%nd
additionally, entrances from organic search with 233%6w sessions generated by Article

1 were 17%higher and byArticle 2, 20% higher, indicating that visibility in search engines
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resulted to new sessionSventhoughpage views forArticle 2 pageincreased more in
percatagesthe actual page views gathered by Article 1 were bigger, which result from the
missing rankings for Article 2 in week 1 of testifignese results indicate thatincrease in
visibility in search engines would lead da increase in traffioon the specific content
supporting the literatureJénsen and Spink 2006origo et al. 2006; Killoran 2013 ee
2013;Ghoseet al.2014 Lukito et al.2015. Due to lacking information in Googkenalytics,

it cannot be studied on which keywords the audience searched for the articles on Google and
which keywords lead to visiting the website, which eats credibility from the remde it

is unclear if the keyword implementation and higher rankimghe chosen key phrases was

the source of increased traffic to the articles. But since the increase in traffic to the articles
was quite significant, it can be stated that the overall visibility in search engine results lead
to anincrease in trafficThere waslsoan increase in organic traffic during the testing period

on the whole website, but it cannot $tated based ondfuata available that it was solely

due to the keyword implementations on two articles.

7.1.2 Increasing awareness throsglarch engine advertising
How @an search engine advertising be used to gain awareness on specific topics among

target group?

Search engine advertising a reliable and relatively inexpensive channel for online
marketing whemesults are needed fast and the advertising needs to be targeted on a specific
or a mass markéKobylanski 2012Qiao et al. 2017; Wang et al. 2018hrough keyword
advertising the potential consumecsanbe reached when they are looking for informatio
andwhenthey areopen for marketing messaggsaéaksjarvi & Pol 2007Yang & Ghose

2010; Zenetti et al. 20)4Gaining awareness on desired content topics through paid results
resulting in increase of traffic to the webs(téaanset al. 2013, is an aim of the case
organisationPrevious literature has focused on researching which text ad designs work the
best in generating high cligkroughrates and they conclude that while users vary from
high- and lowinvolvement searchers the text adewgtl respond to different phases on
search behaviouf#loe 2003; Jansen & Schuster 2011; Jeeatl.2014; Haanst al.2013).
Low-involvement searchers use general keywords and therefore respond better to generic
and abstract text ads, whereas Higlolvement searchers use more longtail keywords and
spend more time reading the text adsuiring specific information to generate chck
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through (Jerathet al. 2014. Working hypothesis 2 suggests thaith search engine
advertising campaign the targeed audiencecan be reached effectively and traffic to

advertised content will increase.

Based on the literaturéhe ad campaigns were designed for both articles separakaly.
articles were the same as in search engpténisationstudy, due tahe seart engine
optimisatioris positive effect on quality score. Keywords for both campaigns were chosen
by usingthe Google AdWords Keyword Tootp ensure sufficient search volumes during
the testing period. Most of the longtail keywords relevant to the aticied n 6t gat her
volumes, which is why more competitive and generic keywords were chos@0)(Fsom

the chosen keywords, 5 main keywords wsgparatly connected witha specific text ad
whereas the rest of tlyenerickeywords were connected @n abstract text adlhe ext ad

were designed based on the recommendations from literature, excludingithercaal ad
designs. Tie bne of the text ad was kepformative related keywordssearched keywords

and specific information of the article dent was presenteid the text bodyto generate

relevance and interest.

The AdWords campaigns managed to generate traffic on the target locations and on target
language, whilst it is not possible to state if searches made in target locations have been
made by the target audienafcer scientist in other universifie3he keywords bid on

varied frommore general key phrases about the topics to extremely specific key phrases,
which could be assumed be used by online searchers with previous knowl|#ugéopic.

The list of keywords used for the text ads to gain impressions/clicks varied from specific
searches to general searches. This undermines the effect of the search engine advertising as
a channel to reach very specific audience (cancer scignogher universities), due to the
inability to identify the audience more specificalgoth AdWords campaigns gathered

impressions and clicks, but when compared against each thgneperformed differently.

Article 1 gained3251 impressions and 162icks, and the averagETR% was 4,37%
compared to Article 2 which had 3887 impressions, 205 clicks and an av&r&$ of
6,75%. It can be stated that through keyword advertising it is possible to generate traffic to
the websiteand when compared to theaffic generated by search engiogtimisation it

can be stated th#te text ad campaigngenerated noticeably more traffic to the website
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600% morefor Article 1 andl 139% mordor Article 2. For Article 1 there was multiple
keywords which gained QOmipressions, indicating that they were too longtail to gather
searches during a short run time, compared to Article 2 where impressions were divided
more equally.This indicates that for short running campaigbsiding on competitive
generakeywords wouldbe beneficial ithegoal is to gairan increase awareness tbugh

ahigh impression numbelor all but one of the text adke CTR% varied between 1,97%

and 10,98%and the ad groups that generated highest impressemescompetitive general
keywords including Article 1general keywordad group and 2 ad groups walspecific

text ad, but the ad groups which generated highest number of clicks were all ones which had
aspecific text ad desigf.o evaluate the performance of the text, #usbest figure to judge

it by is CTR%, whenhegoal is to determine which type of ad generates most interest among
the target group. The bestCIR% of all the ad groups was generated by specific text ad
which stronglyindicatesthat a specific text ad witconcrete information related to the
keyword will creatéheneeded interest to gain a cli¢khe target group is hightinvolved

as suggested by previous literat(iterathet al.2014). A general text ad for multiple number

of keywords would performaiter if the goal was to create awareness of the bbaoduse

the ad would have high impressions due to multiple keywords triggering the text ad.

The performancef keywordsinside each ad campaigariedadditionally.For Article 1,

there was a lot of variance between the impressions and clicks on keywords, since some of
the keywords were too longtail to gain impressions to begin #wahArticle 1,three out of

four keywords with the best CTR% hadspecific text ad, but two spemftextadsd i d n 6 t
gain any impressiond hissuggestthat to get the most out of AdWords campajgpecific

text ads should be created for the main keywords, with higher search volunieg tead
higher CTR%. In Article 1, some of the morengeckeywards gained a lot of impressigns

but the general text @bdey were connected teas not informative enough to generate clicks.

For Article 2 the variance was smaller between keywords, but some patterns were visible
when judging impressions and clicktes As in Article 1, in Article 2 it was visible that
CTR%washigher with keywords combined with specific text ads, resulting also in a lower
cost per click, which can raise substantially higher dogeneral text ad for multiple
keywords. For Article 2 controversially from Article 1 keywords with more longtail
characteristics and special text ads generated higher CTR%, suggesting that when the online

searcher is using longtail keywortteey are highlyinvolved and spend more time reading
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before clicking supporting the academic researchlbyathet al.(2014). When combining

the results from both articlekeywordswith specific text ads performed better when
focusing on clickthroughrates Thiswould support the previous literature that when the
online user is highlnvolved will specific text ads generate better clibkoughrates
(Jansen & Spink 20Q9erathet al.2014). When advertising scientific content, which is very

rich in informaion, specific text ads would seem to respdetter with the audience,
compared to general text,aghich onlygivesabstract information of the content offered.

To answer the research question, search engine advertisingecatilized to create
awareness ochosen topics on target location and language, but specific target audience can
only be reached by assuming what kind of keywords they would use to search the content

provided.

7.1.3 Generating engagement through content marketing and search engetengark

How can search engine marketing alongside content marketing be used to increase

engagement?

Increase in traffic ishe first metric tdoe measurd in search engine marketing, but the real
testwhenmeasuringuccas is how engaged the traffgenerated is. Quality traffic, which
is engaged to the content provideahd who continues their user flow or performs
conversionsis valuable for the websit@-ilson Moses et al. 201®/artinezLopez et al.
2017) Content marketing has become #arof inbound marketingby publishing instead
of advertising Feng & Ots 2015)yand wth connection to search engine marketing activities
websites can answer tioe growing advertising avoidance happening on(kikeinozBates
2016)and engage their website wgs. Online engagemenin relation to search engine
marketing and content marketirig not an established concept in academic research, even
though engagement has been a widely researched topic among academics. Content
marketing can be used asool to engage online users, due to the possibility to engage with
the content provided and access the website to learn @pmreana & Vinerean 2015
Pagaraita & ;Rangetali 201v)&ont2rd rhasketing is all about providing
unique and helpful coant for the user@Harad 2016)which is what the case organisation
is alreadyperforming prior to the research. In connection wlithsearch engine marketing
tactics mentioned aboyenore can be gained fromthe content provided by the case
organisationpand it can be utilized as a starting point for search engine markigtisgd on

the literaturethe working hypothesis 3 suggests that by providing unique and helpful content
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andmarketng it through search engines, the traffic entering the wetbslitdoe engaged to

the content and to the website.

Online engagement is generated as a process between the online user and themeeltsite
is built on cumulative active experiences aadulting in aconnectionwhichthe online user
feels for the websit@Vebster & Ahuja 2006; Caldet al.2009; Demangeot & Broderick
2016 MartinezLopez et al. 2017)nteraction engagement towards the content i$ Wwhién

the content providethatcheghe expectations of the online searcher, which might lead to
behavioual engagement indicating that the user will return to the we{i3émangeot &
Broderick 2019. Activity engagement is generated when the user performs desired action
while visiting the website(Demangeot & Broderick 20)6 Suggested by literature
(Lehmannet al. 2012; Lehmann et al. 2013)e engagementill be measureavith the
number of visitors, number of returning visitorseeagesession time, pages/sessibounce
rates,second page and page depth datisich measure web usage, but together build a

picture of the engagement of the website visitors.

The engagemenf gearch engine optimisation and advertising actions will be first discussed
separately since the results varynenselybetween these twadtics.For Article 1, bounce

rate duringthetesting periodncreased t®0%, indicating that half of the website visitors
continuel to browse or engage while visiting the article. The average time ondpaigg

the testing periotbr Article 1, decreasg to2 minutes and 23 secon@®mpared to 6 minute
reading time)Additionally exit% increaseddm 11% to 44%, which again might be simply

due to increased number of visitoosit also indicates that the content on the website is not
encouraging to conmtue with the user flowVhen comparing reading time anceaagetime

on page, it can be stated that the content did not manage to engage the visitor fully, which
can be a resutif multiple factors. The article might have been too long to grasp the attenti

of thereader, it did not answer the question they were lookingfahe reader might have
skimmed through the content faster than estimated reading time. Since Article 1 contained
two videos, itwasassumed that the time on page would be longeAfocle 1 than for

Article 2, but sincethe videos did tigather many viewst did not affect the time speon

page For Article 2 bounce rate decreased from 67% to 6@%erage time on pagecreased
greatly(from 45 seconds to 3 minutes andsEeondspndexit% decreasedfrom 50% to

39%) When comparing estimated reading time teragetime on page, it can be implicated
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that the visitors read through the content and were left with time to look for other content as
well. Based on these resylitscan be stated that the engagentewardsArticle 2 increased

after keyword implementatioVhereador Article 1,these metrics indicate that engagement

did not increase after keywoidplementationThis might be due to the differences between
thearticles Article 1 waslengthierand included a lot more contgideos, links and sub
tittes)compared to Article2ZThi s mi ght result in | ess enge
familiar with the content and engaged previously to the topic of the aiidiele 2 was

relativdy short and straightforward arti¢levithout interactive designs (videqsiwo sub

titles and reference information at the bottom (increasing credibility amongst sciamndist)

these aspects might make the article more understandafilengaging among all types of
users. Due to the shortness of the article, the user might also be more interested to read more
content provided by the website, whilst with the long text in Article 1, the user might gain

all the information they were laang for. This analysis based on the differences of the
articles is highly hypothetical, since based on the data from this research these suggestions

cannot be supported.

A significant indication of user engagement is that the user wigite than one ggeduring

the same sessioRor Article 1, the number of visitors continuing to second page through
available links wa89% which remained the same as during reference period. For Article

2, the number increasl from 50%to 64% Thisindicaesthata majority of the users were
engaged withcontentof both articlesand for Article 2 the number of engaged visitors
increased after keyword implementatiom Article 1, 15% of visitors clicked on one of the
engagementonversionsindicating generated iatestand engagement towards the content

For Article 1, page depth analysis reveals that its visitors have been engaged with the content
provided, since 89% of visits account to 2 or more page views and only 11% of visits
accounted onlyor 1 page viewbut during thereference periothe percentages were the
same. FoArticle 2, compared to reference perjadksits that accounted to only 1 page view
decreased from 50% 88% and visits to 2 or more page viewsreased to 67% from 50%

after keyword implerantation The information from page déptnalysis suggest, that
Article 1 managed to engage its visitors better to the case organisations walisite
situation di dnot change after keyword im
performed betterfeer keyword implementationLanding page information gives significant

results on how the increabesibility in search engines affected engagemand for Article
111



1, bounce rate increased from 33% to 50% in additiomdecreasén pages/sessioimom
2.0 to 1.5. Positivelyaveragesession duration increaserfr 56 seconds to 1 minute and
27 seconds. For Article, Bounce rate decreased from 67% to 60%, pages/session increased

from 1.67 to 2.10 and avagesession duration increased with 3 minutes.

In Google AdWords campaignengagement was measured through bounce maesge

time on page, number of returning users &WR% on the keywords. Returning users
indicate engagement to the content provjdedl Article 1 gainec higher percentage of
returning users compared to Article 2. Average time on page was 19 seconds longer for
Article 2, which indicates higher engagemesdpecially since Article 2 was noticeably
shorter. For both campaigriee bounce rateashigh, but Article 2 gathered a l@vbounce

rate (93%) compared tArticle 1 (96%) Based on this information of engagement on the
keyword campaignst can be stated that users spend a relatively long time on page without
engaging with the contengitherby clicking on links or moving t@ther sitesKeywords

inside the campaigns performed differently, whilst others indicated no engagement for the
content, some indicated average engagement. For Articknder researckeywordwhich
triggered the general text ad, had the lowest bowateg85%), session duration of 1 minute
and 27 secongsl.5 pages per sessi@and 2,48% CTR%This does not support the
assumption thaa specific text ad would increase engagembatause of provided exact
information of the content. For Article, 2multiple keywords performed better on
engagement measures when comparing statistidsticle 1. The keyword mouth cancer
which triggered a specific text ad, h#ue lowest bounce rate (73%), session duration of 1
minute and 49 second$.45 pages peressionand generated a relatively high CTR%,
supporting the assumption that with specific text ads the trailiincrease to the website

and be more engaged to the content. From tkepaeforming keywordsthreeout of four
triggered a specific texad, indicating that ads which were designed specifically for
keywords performed better in sense of engagemaudditionally, keywords with specific

text ads performed in general better when comparing CTAR%discussedbove how the
content differences ffct the engagement on the articlésge discussion can be included in
keyword marketing. In this setting it might be even more visible, that the lesser content and

shorter length of Article 2 acted its favour in increasing engagement.
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Based on the psented resultst can be stated that search engine optimisation tactics are
more effective in gaining engaged traffic to the website compared to Google AdWords
campaigs. Keyword advertising generates traffic to the website, but since the keywords
used n the campaigns landed on the more general side of the scale to secure search volumes,
the generated traffic was not engaging with the comterdrding to majority of the metrics
Different results might have been presenikthe timeframe of the keywdrcampaigrhad
beenlonger, making it possible to bid solelyn longtail keywordsand therefore reaching
more highlyinvolved online searcherd’hrough organic resultsmore highlyinvolved
online searchensere probablyeached due to longtail keyworded key phrasesesulting

in higher engagement metridSrevious literature suggests factstsch as useifriendly
website, trust, identification, emotional ties to the brand providing the user with the
information they came to findis factordo enlane engagementiee & Kozar 2012Yeh

& Choi 2011 Franzak et al. 20314Demangeot & Broderick 2@ MartinezLopez et al.
2017). Based on the data providede engagemengffect of thesen the articlescamotbe

analysed.

7.2 Conclusions

The goal ofthis research was to be able to answer the main research quékiiercan

search engine marketingonnected tocontent marketing betilized to increase the
awareness and engagemeininternational target group of a higher education institution?
The coreassumption of the thesis was that with correct use of search eygjimgsation

tactics and advertising campaigns with content markethwg visibility will increase in
search enginegesulting in increased awareness and engagement of the targetcaudien
Therefore, the main research question was divided into three sections, each targeting a
different aspect of the assumption; increasing visibility in search engines with higher
rankings through SEO, increasing awareness with SEA and gaining incredBedatrthe
website and measuring if engagement would increase when connecting SEM with content
marketing.Theresearch questionas tested wittheimplementation of keywords and meta
description to the content to gain higher rankings, through Googleofd’tb increase
website traffic and by measuring engagement from both traffic sqQuocetentify which

actionsaffect the engagement of the website visitor.
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The empirical testing gave expected results within all thregeséarch questions, but the
reliability and generalisability of the results should be discussed. Firstly, the search engine
optimisationtactics chosen increaséhe ranking of theontentsignificantly, as suggested

by previous literatur¢Luh et al.2015;Lukito et al.2015;Zhang & Cabage 201)7 and for

the main keywords the ranking remained high after testing period, but for the less relevant
keywordsthe ranking declined after some timehis study supported the resuitsZhang

and Cabage (2017), where implementation of keywardbe titles, meta description and
content raised the ranking in SERP with-338%. Based orthe unexpected results from
Article 2, it can be statethatthe keyword implementatioespecially to image description

and namecan raise the ranking enormoushhe importance of keywords in images was
highlighted in previous literatuf@® 6 Ne i | | & ,@ndrthrs atudy 2ipdrts the role

of correct image descriptions in SEhrough search engimptimisationactions there was
recordedanincreaserfom organic results to thhosercontent and increase in new sessjons
which was also proposed by previous literatufieang & Cabage 20)}.7To conclude the
results from search engine optimisation as a tool to increase website visibility, it can be stated
that keyword implementation is a powerful tool for achieving ranking increase, but it can
only be utilised forafew of the main keywords to receive long lasting results. Search engine
optimisationshould remain as an ongoing process, especially for |éssane keywords

due to witnessed ranking decrease during timieich was implied by previous literature
(Grappone & Couzing 2011, k3o gainoptimumresults with keyword implementatipn

the main keywordshouldbe identified based on the importance ariking high on them
andimplemented to the content in a natural manaeoiding keyword stuffing with too
many longtail keywordsSearch engineptimisationwill also increase the traffito the
optimized articles, but it cannot be stated from this,dbthe visibility increasedhetotal

visits to the website.

Secondly,the search engine advertisintampaigns succeeded in generating traffic to the
website which supports the previous academic literatitl@gnset al.2013, andit did it
noticeablybettercompared to search engiogtimisation butstruggled with gaining high
quality website visitors. Based on the data collected, more general keywords worked better
in gaining impressions due to bigger search volymeues wherthekeyword was connected

to a specific text ad it would generate higher clickoughrates.The cata also suggested

that to avoid high acquisition costs, abstract text siasildbe avoided with unspecific
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keywords and previous literaturagreeshat CPC can be highenainspecific keywords and
lower on more specific keywordsk(tz & Bucklin 2011 Jerathet al.2014).According to

this data, specific text ads perform better vithhly-involved online searchersince they
search for more longtail keywords and spend niate analysing the content tifetext ad

Thisis also suggested likge previous literature of higinvolvement consumergdgnsen &

Spink 2009 Rutz & Trusov 2011Haanset al.2013 Jerathet al.2014) General keywords
combined with an abstract text pdrformed the weakest, indicating that for main andtmos
relevant keywordsdesigninga specific text ad would iecommendable wheahe goal is

to generate clickhrough. Search engine advertising can be used to target audiences based
on their location ad language selection, but it cannot be identified if the specific target
audience was reachedther than by analysing the list of keywords which generated an
impression of the text adBrevious academic literature suggested that SEA is an effective
tool to target consumers whare searching for the type of content provided by the website
(Qiao et al. 2017; Wang et al. 2Q18vhich is supported in this researdlm conclude the
results from search engine advertising testing, it can be stated thatesggireghadvertising

is a successful method in increasing traffic to the website among the target locations and
languageTo generate higher CTR%heselection of keywords with specific text astsuld

be based on the relevanand importance compared toetkontentkeeping in mind that

during shorter campaigiturationamore general keywords generate higher impression rates.

Thirdly, engagement was measured on both search eogimaisationand advertising
traffic data.Based on the chosen engagementsuess, sarch engineptimisationwas
significantly more effective in engaging the website visitors compared to Google AdWords
campaignsLiterature suggeststhat engagement is prerequisite for participat{@ilson
Moses et al. 2016MartinezL6pez etal. 2017, andit can be stated that ferganic traffic

both tested contents indicated relatively high engagement measures after keyword
implementation, bubnly for Article 2 anincrease in engagemewas recorded.Search
engine advertising campaignsugigled in generating continuing user floan thewebsite

but managed to gajralongside increased traffitong time on page measurékhis states

that even though the user was not engaged enough to contowsingthe website, they
spert time focusingon the content offeredhe problem might hesuggested by previous
literature, that it is hard for content websites to engage the visitor during only one visit

(Demangeot & Broderick 20)6which is why engagement should be measured over time
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and focusing on returning visitorso concludethe results from engagement measuring, it
can be statethat search engingptimisationshould be focused on when the traffic quality
is in importance, whilst search engine advertising works well when ircieasaffic is

needed.

To answer the main researghestionjt can be stated théfhe combined usage of keyword
implementation and AdWords campasgwill result in increase of visibility in search
engines, awarenefisrough increase in traffiand engagmenton organic traffic. Although

this research managed to create results which indicate towards these suggestions, the data
provides only a thin layer of information on specific actidnstead of providing saiproof

of the phenomenahe studymanagse to give indication of the effect on the chosen aspects

of the phenomena. The thesis works as a starting point for future research on the connection

of search engine marketing and engagement.

7.3 Managerial implications

Managerial implications presentedin this chapterare based on the results from the
experiments and in addition aggestiondhow toinclude value givingSEM actions to the
day-to-day work tasks of the case organisation are givgor to this experimenSEMwas

not in a active role in lhe case organisation for scientific content, excluding the previous
technicaloptimisationand testing oSEA campaigns. This experiment managed to pinpoint
exact actions for botSEOtacticsandSEA campaigns to enhance visibility, awareness and

engagemen

If search engine marketing will be chosen as a permanent marketing anaheedortfolio,

which this research suggests, following key points should be included as an active part of
marketing actions. Firstly, it should be stated that search epgitmaisation as well as
advertisingare both active tactics, which cannot be expected to bring results by doing them
once and then forgetting aboitit Keyword implementation and meta description design
should be performed alongside the publishing of gbientific contentto ensue high

rankings on the chosen keywords and key phrases right from the begidnen¢othe
Google algorithmds pref er en-6)ehotildbbe chasermior c 0 n t
the article and they should be eeint to the content and connected to the assumed key
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phrases of the target audiengé&e main keyword(s) should be included in the heading of
the article and in the domain of the article, which should alselagvelyshort and simple.
Related keywords shalibe included into the sttiiles, and article in general should include
titles, since they are visible in HTMtode, which is how the algorithm ranks the pages.
Image description and the image name should additionally include the main keyword(s) of
the aticle, since image search is part of tbptimisationstrategy and through image
description can the rank be increased effectivElye beginning of te content should
include a short descriptive introductjaencluding the main and relevant keywords naliyr
Keyword stuffing of longtail keywords should be avoid@the neta description should
additionally include concrete information about the content and cah&main keywords
naturally. These actions should ensure high rankings on the main keywohds.
performance of the main keywords should be followed over time and possible changes to
the keyword implementation can be mabiased on the visibility and traffic dat&/ith re-
implementationof keywords,the ranking of the articlecan be slightly changd on the
relevant keywordsThe general suggestion is that search engine optimisation needs to be an
active processand since the website is a large collection of different topics and sections, the
focus pointshouldbe choserarefully,and the firstound of keyword implementation done

with care to ensure maximal results on work ddtrean alsdestated that these suggestions
should be generalizable over the full wehsated they work as a main guideline of keyword

implementation activities aldor new content.

The ®arch engine advertising campaign results suggest that to dessgmpaignas
effective as possibjen the sense of impressions, CTR% andrageCPC, the paring of
main keywords and specific text adsould be done with consideration. In an optimal
situation each of the main keyword$ould be paired with a specific text ad¢luding the
main keywordn the text bodyand specific information about the contdrfdr specific text
adsto generate relevancyhe bid keywordshouldbe included in the titlealongside with
supporting keywordo generate awarenedhe ext body shouldjive concrete information
and aim to generate interest leading to cli€lka short campaigmurationis chosenit is
more optimato bid on more general keywordsompared to a longer timefrapwhen
longtail keywords would gather enough impressiddased on this datagarch engine
advertising works well in generating awarengstarget locations and on target language

and visbility of the case organisation in search engine results but lacks in generating
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engagementThe performance of campaigns should be studied during the timefr@me
recognise if the chosen keywords generate impressiorni§ keeyivords generate number of
impressions but fail to gain cliethrough. In thessituationsthe text acshouldbe modified
or a specific text acgshould beconnected to a keywordvhich is generatingseveral

impressions but no cliethroughs.

Lastly, the engagement results suggelsat organic traffic generagemore engagement
towards the websites compared to paid traffisitors from organic results continued their

user flow whereas visitors from paid results spamgood amount of time on the page but

did not engage with the ntent.Engagement measures can be explainedthahssumption

that visitors from paid results might have bgeatdirectedand looking for information to

one questioncompared to visitors from organic traffic who might have been more explore
oriented ad therefore continuing to second pages. This indicates that these different
channels should be used for different purposes and to attract different kind of audience to
the websitesTo generate engagemetiite contenshouldrespond to the expectationdioe
searchers have from reading meta description or texdrathaturally have further links or

engagement points encourage the website visitor to perform conversions.

7.4 Limitations and future research

The main concepts ohis thesis were new inature for academic research and therefore
lacking in established definitions and charactesstithey were connected to more
established marketing concepts suctomaline marketing, inbound marketiragnd content
marketingto paint a holistic theoretical base for the research. Search engine marketing has
gained wide popularity especially among the practitignansl lately also in academia,
whilst it is still focusing on limited concepts and metriCsline engagement ia search
engine marketing settingased on the literature revieis still an unexplored concepand
therefore the definition was generated based on other engagement defimitionsas
engagement buildingbrand engagemerdnd engagement between usersisl chapter
identifies the limitations of the resear@s well as discusses the reliability and validity of

theresults, andinishesby providing future research suggestions.

118



The newness and lacking agreed establishment of the corsfgutted negativiy the
discussion between multipluthors angbrevented the theoretical discussion from gaining
the hoped depth and variance. Search engine marketing in connection with content
marketing wasa wider theoretical frameworthanoriginally expected, whichesulted in a
widespread theoretical bagieningto grasp the phenomenarin multiple angles at the same
time. The wide focus of this thesis resulted in a rather lengthy discussion of the concepts and
their connectionsand additionally lead to an empiri¢dakting, which managed barelytest

one viewpoint from each main building part of the research questimh.the theoretical
framework been more focusddr example only search engine optimisation or advertjsing
the empirical testing could have beeonrmfocused and provided with more reliable data
and resultsDuring previous chapterghe state ofthe empirical experiment has been
elaborated imletail and even though assumed changes were recorded through implemented
actions it cannot be stated that the results would be generalizable or obtain high \eddlity
reliability. The implemented actions were chosen based on the previous literature as the most
effective tactics to generate assumed results, but the implementatientatticson both
search engine optimisation and advertising experimeatdd have been more analytical
Instead of performinghe same changes on both chosemtens, different actions could

have been tested separately to indicate the effectiverfedsferent actions compared
against each otheNow the results gainedvere fromthe same actions performed on two
different contents, which makes it hard to compare the effectivity or draw reliable
conclusions of the result$esting search engine opiisation does not happen in a stabile
laboratorial environmenhutrather in an environment where multiple factors are changing
constantly, including the ranking algorithms, SEO actions of competing websites and

publishing of new content.

Eventhough thecontent validity of the measurementg@d,and it managed to capture the
different aspects of the concepgtudied the construct validity is weak, sinceome
conclusions cannot be drairom the gained data he gathered data is homogeneous by its
naure in each experiment category, since measengsrepresent one construct; visibility,
awareness and engagement. The convergence of the instruments is hard to evaluate, due to
newness of the experimeior SEO the convergence of the instrument (rankth@nge) is

similar comparedto other researches, but the implemented actions (diffled for

engagement no previous agreed engagement measure wadfoeinesults gaineshatched
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the theoretical propositions generatitigeory evidence, but remainedunclear if the
measured construct matched the theoretical evidence proposed. Therefore, there are some
questions of the validity of the research, as well as the reliability of the results. The data
available represents results of an experiment in ondrame andit is doubtedvhether it

is repeatable to other time periods or generalizable to other websites. Results from the
experiment can be stated and even comparedtigtprevious timeframe and each other,

but suggestions and conclusions mablased a the comparison and resuyltack in
reliability. It can be discussed if all the measures measure one constriidhe results

could be gained through repedtesting.

The actual empirical testing was made with the best knowledge to represemoiteti¢hl
base, but due to the wide range of concepts and measeresperiment managed to barely
scratch the surface of the phenomenhiae evaluating of which change had been due to
implicated actions and which occurred naturalbyuld have been givenore thought before
designing the studyRanking changes aftdieyword implementation should have been
recorded immediately after implementaticend notfor the first time a week after.
Additionally, the belief of ability to target very specific target group through search engine
advertising was based on a soft assumption of being able to indicate which keywords and
phrasegarget audience/ould use in search enginédss mentioned above, different actions
could have been implemented on the content, to be abletteridentify which tactics had
effect on the results. Since this was not the case, it cannot be extractede current data,
what was the effect of different actions, only their combinecteffastly the testing period

for the experiment could have been longer than 2 wielgain more valid results on the

chosen measures.

This study has shown that future research in this area of online marketing is direly, needed
and this thesis acts bayads a starting point for future researafiering insight on possible
experimenting of visibility, awareness and engagement, but lacking in presenting results
with reliability. As the world moves onlinand as the information online continues growing

the role of search enginesrganic and paid resultsubstantiallyincreasesThis indicates
theneed for future research on how to perform search engine marketing in an effective way

which engages the online users to the websites and content provided.
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APPENDICES

APPENDIX1. Results from previous Google AdWords campaign

Valitaan testattavaksutkimusjutut, jotka toimineet parhaiten somemainoksissa

Muista kohderyhma: Milla avainsanoillJTKIJAT tai OPISKELIJAT hakisivat niista
tietoa? Pitaa olla TIETEENALA&kokulmasta, koska en halua tavoittaa suurta yleiséa vaan
muiden yliopistojen vakea.

Testissa:

brain  drain  (lymphatic  vessels) https://www.helsinki.fi/en/news/studyirand

counteractinghe-braindrain

neutronitdhdet (densest mattetfps://www.helsinki.fi/en/news/aleksuorinerlooksinto-

the-heartof-neutronstars

paivakoti (varhaiskasvatusjtps://www.helsinki.fi/en/news/whatoeskindergarterteach

our-children
breast cancer (killing cancer) - living tissue cancer research

https://www.helsinki.fi/len/news/killingcancer

Fetus DNA https://www.helsinki.fi/len/news/genonv@de-asso@tion-studyshowsthat

babiesgenetiemakeupaffectsmothersrisk-of-pre-eclampsia

targeted drug delivery https://www.helsinki.fi/en/news/targetettugtherapiesfor-

bacterialinfections /ei valttamattd mene lapi ladkelainsdadannoén takia

Potentiaalisia:

kalaevoluutio (fastest evolution)

human DNA

licorice - onko lilan yleistajuinen®what not to eat while pregnant ei oo hyva nakdékulma)

(- burnout juttuliian yleistajuinen)

(- muovailuvahajuttu liilan vaikea googlata, ei vastaa tarpeeseen vaan on enemmankin

kuriositeetti)


https://www.helsinki.fi/en/news/studying-and-counteracting-the-brain-drain
https://www.helsinki.fi/en/news/studying-and-counteracting-the-brain-drain
https://www.helsinki.fi/en/news/aleksi-vuorinen-looks-into-the-heart-of-neutron-stars
https://www.helsinki.fi/en/news/aleksi-vuorinen-looks-into-the-heart-of-neutron-stars
https://www.helsinki.fi/en/news/what-does-kindergarten-teach-our-children
https://www.helsinki.fi/en/news/what-does-kindergarten-teach-our-children
https://www.helsinki.fi/en/news/killing-cancer
https://www.helsinki.fi/en/news/genome-wide-association-study-shows-that-babies-genetic-makeup-affects-mothers-risk-of-pre-eclampsia
https://www.helsinki.fi/en/news/genome-wide-association-study-shows-that-babies-genetic-makeup-affects-mothers-risk-of-pre-eclampsia
https://www.helsinki.fi/en/news/targeted-drug-therapies-for-bacterial-infections%20/
https://www.helsinki.fi/en/news/targeted-drug-therapies-for-bacterial-infections%20/

(- ikenet ja raskausonks periodontal pathogen liian vaikea avainsana

Tulokset
Adwords
Tiedemainoksekampanja 21.65.7.2017
6 mainosta
295,19 U0 k?ytetty
26837 nayttoa
1837 klikkia
CTR 6,85 %
CPC 0,16 u
Brain Breast Fetus Neutron | Paivakoti | Targeted
drain cancer DNA stars drug
therapies
Kaytetty (172, 533, 184,08 |29, 2853, 952,15
Nayttoa | 14 913 4 195 627 1878 4 860 364
Klikkia 1123 264 30 142 263 15
CTR 7,53 % 6,29 % 4,78 % 7,56 % 541 % 4,12 %
CPC 0,15 0,13 |0,14 (O, 21 (0,21 |0, 114
Kaksi mai noksista ol i kal | i iedyblisiaa(0,1300,, 1251 Wd)) .,

Kaikki olivat todella edullisia verrattuna somekanaviin.
CTR 6,85 % on hurjasti parempi kuin somekanavissa (FB 1,0 %, Twitter 0,1 %, LinkedIn

0,8 %).
Haittapuoli: kertaluontoista toimintaa, ei mahdollisuutta kerryttdd yhteisdéan kute
somekanavissa.

Laakkeisiin liittyvat avainsanat ovat saanneltyja, joten niita ei voi kayttaa mainoksissa.
Jos CTR alhainen, avainsana ja mainosteksti eivat ehk& matchaa tarpeeksi hyvin.
Klikkaajat ovat kayttaneet 1039 eri hakusanaa (search term).

50 klikatuimmassa (kaikki merkittavat) ei yhtddn kummallista hakusanaa

brain draini termin sisaltavia hakuja oli yllattdvan paljon (11 eri hakusanaa, yht. 58 klikkia)

Demografia:



klikkaajista 826 oli miehia, 756 naisia

enemman naia: paivakoti

enemman miehié: neutron stars, targeted drug therapy, breast cancer, brain drain
tasaista: fetus DNA

ikaryhmissa nuorimmat olivat parhaiten edustettuina!

18-24-vuotiaat 443 klikkia

25-34-vuotiaat 330 klikkia

35-44-vuotiaat 233 klikkia

45-54-vuotiaat 100 Klikkia

55-64-vuotiaat 31 klikkia

65+vuotiaat 61 klikkia

eniten nuoria (1€24) kiinnostava aiheet suhteellisesti olitertgeted drug therapja breast
cancer

sama trendi oli kaikissa

Brain drain

Klikatuimmat avainsanat:

brain diseases 716iklkk ki 2 / 9566 n2ytte°ea [ 7,48 % [/ O
brain drainage 206 [/ 2718 [/ 7,58 % / 0.16
brain research 76 [/ 771 /| 9,86 % / 0.14 u
pressure in the brain 59 [/ 847 | 6,97 % |/
brain vessels 50 / 808 / 6,19 % / 0.17
Avg. position 1.5. Quality score%/10.

Klikkeja 1123.

780 sivulatausta (havikki 343 eli 31 %). Aika 01:51, bounce 97.26 %.

Breast cancer

Klikatuimmat avainsanat:

breast cancer research 126 [/ 2260 [/ 5,58 ¢
cancer research 105 / 1535 / 6,84 % [/ 0. 1:
cancer tissue 33/398/829% /[ 13 U

Avg. position 2.3Quality score 7/10.



Klikkeja 264.
188 sivulatausta (havikki 76 eli 29 %). Aika 06:48, bounce 96,24 %.

Neutron stars

Klikatuimmat avainsanat:

phase of matter 9 2ualitys®o®2l0)/ 9,45 % / O0.24 [
neutron star 16 [/ 499 [/ 3,21 % / 0.13 0 (7
neutron stars 13 / 179 [ 7,26 % / 0.12 ua (
Avg. position 1.1.

142 klikkia.

89 sivulatausta (havikki 53 eli 37 %). Aika 02:40, bounce 94,05 %.

Fetus DNA

Klikatuimmat avainsanat:

preeclampsial4/331 4,23 % / 0.14 ua (5/7/10)

DNA research 13 [/ 147 | 8.84 % [/ 0.14 0 (:
Avg. position 1.9.

Oli vaikea loytaa toimivia avainsanoja.

30 Klikkia.

24 sivulatausta (havikki 6 eli 20 %). Aika 00:46, bounce 90,91 %.

Paivakoti

Klikatuimmat avainsanat:

earlychi |l dhood education and care 150 / 3031
early childhood education 68 / 1060 [/ 6, 4:
kindergarten research 17 [/ 378 [/ 4,50 % /
early chil dhood education research 14 [ 17
earlyeducaton research 14 [/ 199 [/ 7,04 % / 0. 209
Avg. position 2.1.

263 klikkia.

227 sivulatausta (havikki 36 eli 14 %). Aika 06:09, bounce 95,43 %.



Targeted drug therapies

Klikatuimmat avainsanat:

molecular medicine 7/258/2,71%/ 14 a4 (5/ 10)
bacterial genes /50 8 % / 0.13 u
bacterial genomics 3 40 7,50 % |/
Avg. position 2.1.
15 klikkia.
16 sivulatausta (1 ylimaéarainen). Aika 00:21, bounce 87,50 %.
Google Analytics
Kampanjatsivulla nakyy vain 31 sessiota.
Liikenteen laatu per mainos:
Brain Breast Fetus Neutron | Paivakoti | Targeted
drain cancer DNA stars drug
therapies
Sivulatauksia | 780 188 24 89 227 16
Havikki, % 31 % 29 % 20 % 37 % 14 % 0%
Aika 01:51 06:48 00:46 02:40 06:09 00:21
Bounce 97,26 % | 96,24 % |90,91% |94,05% |95,43% |87,50%




APPENDIX?2. lllustration of changes made to article 1 and meta text.

* Keywords:
* Personalised leukaemia treatment
« Adoption of new drugs
« Effective cancer treatment
« Genetics of cancer
University of Helsinki cancer research

* Personalised leukaemia treatment in
cancer treatment

* Leukaemia and cancer
* Genetic mutations in cancer tumours
+ Genetic variations increasing risk of

cancer
« Fifth letter cancer susceptibility
« Fifth letter susceptibility NEWS / NEWS AND PRESS RELEASES /

* Personalised drug treatment Personalised leukaemia treatment and faster ad-
8 e o option of new drugs: four studies leading towards

* Effective cancer treatment studies

*  Effective personalised cancer more effective cancer treatment

treatment
+ Genetic changes in cancerous tumours A0 | ST Th
* Genetic mutations in cancer tumours Our understanding of the genetics of cancer is constantly increasing. At the
research AUTHOR: ELISA LAUTALA same time, we are accumulating more information, which will allow for the
* Mutations in cancerous tissue < 909 nn“ development of more effective These four br ighs were
achieved by the University of Helsinki's cancer researchers during the past
year.
Cancer research at the University
of Helsinki To comprehend the biology of cancer, we must have an extensive understanding of the human
Cancer is one of the research focus areas genome and the genetic variations that increase susceptibility to cancer as well as the genetic
‘on University of Helsinki's Meilahti Campus. mutations found in cancer tumours.

Title: main keywords

Personalised leukaemia treatment
Effective cancer treatment

Fifth letter in cancer susceptibility
Adoption of new cancer drugs

Personalised leukaemia treatment and faster adoption
of new drugs: four breakthroughs leading towards more
effective cancer treatment.

Introduction chapter includes naturally sub keywords

Genetics of cancer

Effective cancer treatments
Helsinki university cancer research
Fifth letter in cancer susceptibility
Adoption of new cancer drugs
Personalised cancer treatment

Our understanding of the genetics of cancer is NEWS £ NEWS AND PRESS RELEASES /

s oSk e o S Personalised leukaemia treatment and faster ad-

accumulating more information of the genetic

variations which increase cancer susceptibility, option of new drugs: four studies Ieading towards

allowing the development of more effective cancer s

treatments. These four breakthrough studies about

the "fifth letter" in the human genome, adoption of more effeCtlve ca ncer treatment
new cancer drugs, personalised cancer treatment and v AT 1 LR S

blood cancers were achieved by the University of

Helsinki’s cancer researchers during the past year. Our understanding of the genetics of cancer is constantly increasing. At the

# | same time, we are accumulating more information, which will allow for the

Name of the photo: genetics-of-cancer-enables- < 909 ADOE | development of more effective These four ighs were
personalised-cancer-treatment.jpg. achieved by the University of Helsinki's cancer researchers during the past

Photo alt: DNA-analysis enables personalised cancer year.
treatment Cancer research at the University
Photo caption: By understanding the genetics of cancer of Helsinki Yo comprehend the biology of cancer, we must have an extensive understanding of the human
are personalised and more effective cancer treatments Cancer is one of the reseatch focus areas genome and the genetic variations that increase susceptibility to cancer as well as the genetic
possible. on Universityof Helsinks Mellahis Campus sisations folnd b cancer turrouss

Atthe Faculty of Medicine, there are wo The Centre of Excellence in Tumour Genetics Research, which launched at the Faculty of

Academy of Finland's Centres of
Excellence concentrating on cancer research:

Centre of Excellence in Tumour Genetics
Research (2018-2025) led by Lauri Excellence ip®Cancer Genetics Research, which closed at the end of 2017.

Medicine at the beginning of 2018, focuses on the mutations that accur in cancerous rissue. Led
by Professor Lauri Aaltonen, the research continues the work of the Finnish Centre of

Aaltonen and Centre of Excellence in
ranslational Cancer Biology (2014-2019) led "Once yie understand Lthe delailed significance of Lhe structure of the genome, we will also be
Kari Alitalo. ablefo better decipher the genetic changes we see in cancerous tumours," says Aaltonen.

1. The “fifth letter” reveals information about cancer
susceptibility

Aaltanen considers the greatest recent achievement of the Centre of Excellence to be the study

Sul title: 1. DNA's fifth letter
Is information about

cancer susceptibilit
P 4 conducted by Professor Jussi Taipale's group and published in Sciencein 2017, discussing

DNA's "fifth lett

which shapes the way the genetic code is read.

order of the letters in the human genome - A, €, G and T - has been known since 2000. In

Engagement measuies:
addition to these four Ierters, the Csin combinations of C and G can be transfarmed in the cell

< - into 2 “fifth letter” of the genome.
Click the profile of
scientist Understanding the order of the DNA base pairs, or letters, is necessary for applying genome
dala in medicine. Cancer research will in the future be able Lo previde more information on
which individuals are more susceptible to tumours on account of their genetics. This would be

Click the article fink

valuable information for cancer prevention.

"A better understanding of the biology of cancer will also open new opportunities for
developing cancer treatments. That is ancther area where major strides are constantly being
taken and applied to clinical wark," says Aaltonen.



2. New opportunities for treating leukaemias
Sub title: 2. kept the

v Blc cers provide a good mc ised cancer
same eatments. This is because, unlike
directly from the patient's blood or bone marrow
The goal of our research is (o study leukaemia patients as clc
individual characteristics which will al
Kimmo Porkka, professor of clinical h
v
The challenge is that leukaemia causes between t ind six mutations on average, but when
the potential combinations of these mutations a the result is thousands of
Engagement different varieties of cancer.
measure I practice, each patient has a slightly different form of the disease,” says Porkka
Some leukaemia patients respond well to traditional chemotherapy, but more than half see no
benefit from it. However, all leukaemia patients are currently treated in the same way
is no existing data on who will respond to the treatment an: will not
s g i ) f
Existing sub &
title
Studies are underway to map the genome of the patients’ leukaemia cells and germlir
and to conduct drug s tibility testing on their cancer cells
‘We test up to 500 different medications on the cells of an individual patient, which lets us
determine already at the test tube stage which drugs will be helpful
Combining this info n with the molecular mapping of th th the patient and
the cancer cel biomarkers, or the characteristics in the genome which will enable
cal professiona a personal ent for each patient's cance
overed several biomarkers which help us predict what kinds of treatments we
should use,” Porkka explains.
One significant discovery relates to BCL2 antagonists, proteins which can induce programmed
Engagement cell death in the cancer cells of a patient group with a specific set of genetic characteristics.

measure watching Another has to do with the cortisone medication used in autoimmune diseases, which seems to

be highly effective in treating a certain type of acute leukaemia.

the video
To support the research in blood cancers, the University last year established the professorship
in translational haematology, which is held by Satu Mustjoki.
Satu Mustjoki: translationaalinen hematologia
w
4
>
According to Mustjoki, the biggest achievement of her research group during the last year was
the discovery of the genetic mutations found to underlie LGL and T cell leukaemias, increasing
the understanding of the generation mechanisms of these diseases. New potential treatments
have also been uncovered for these cancers, which are difficult to treat.
During the new year, Mustjoki's group intends to learn to understand the immunological
characteristics of various cancers.
"We want to find out why the immune system cannot destroy the cancer cells, and how we
Sub title: 3. could make it more effective."
Personalised

cancer drug 2 .

wreatmentonthe  3- Personalised drug treatment on the horizon

horizon /' At the moment, the use of genetic information in selecting cancer treatments is still in the
research stage, with only a few biomarkers being actively used.

"Fully personalised treatment is still a thing of the future, but not too distant a future,” says

Professor Porkka.

This is also the goal of 2017 Helsink' Challenge-winner iICombine, a team seeking to develop an
Al solution combining nearly a decade of genetic and drug susceptibility data and providing
personalised medication suggestions for cancer patients based on genetic informaticn.

In addition to combining huge amounts of informaticn, another hurdle on the way from the
laboratory to the clinic is that even new uses for existing, tested medications require an

approval process of couple of years.

However, that is a brief amount of time compared to the average development process of new

drugs, which can be 15 years.



4. Research drugs to be adopted faster
Sub title: 4. Clinical testingof _—> .. e TEHO project §

cancer drugs to be adopted
faster

4in 20 1 |

Engagement
measures:

Watch the video

Click the profile of
scientist

syopasaatic. Al

Aatto-yliopisto

Share

Proceed to next
page share
[« [ o ]in[<]

‘You might also be interested in

ibe to health newsletter >

ki Institute of Life Science

Other changes

« url: https://www.helsinki.fi/en/news/health/personalised-leukaemia-
treatment-and-faster-adoption-of-new-drugs-four-studies-leading-
towards-more-effective-cancer-treatment

* /personalised-leukaemia-treatment-and-faster-adoption-of-new-drugs-
leading-to-effective-cancer-treatment

* Cancer research tag creation

Meta text

* Understanding of the genetics of cancer and its variations increasing
cancer susceptibility is growing, leading to development of more
effective cancer treatments. 4 studies about fifth letter in cancer
susceptibility, adoption of new drugs, personalised cancer treatment
and blood cancers were achieved by the University of Helsinki’s
cancer researchers



APPENDIX 3 lllustration of changes made to arti@land meta text

* keywords:

Cancer prevention

Oral health in cancer
prevention

Oral health cancer

Onset of pancreatic cancer
Periodontitis role in cancer
Oral cancer

Link of periodontitis and
cancer mortality

Periodontitis' role in oral
cancer

Oral cancer prevention

Treponema denticola
effect on cancer

Td-CTLP proteinase in
pancreatic cancer

Helsinki university cancer
research

The title should include the
main keyword: oral health in
cancer prevention

Is already optimized as it is.

Introduction chapter should contain
naturally few of the main keywords:
periodantitis’ role in cancer, oral cancer,
pancreatic cancer, cancer prevention =

The bacteria that causes periodontitis
seems to have a role in the onset of oral
cancers and other cancers such as
pancreatic cancer. Oral health and early
diagnosis of periodontitis plays a role in
cancer prevention.

Name of the photo:
oral_health_important_for_cancer_preventi
on.jpg

photo title when mouseover: oral health
plays an important role in cancer prevention
Image text: Good oral health might prevent
oral cancers as well as pancreatic cancer.

Sub titles:

Treponema Denticola might have an

effect on onset of cancer. Before this

chapter

Vir

proteinase can spread from mouth.

ulence factors such as Td-CTLP

NEWS / NEWS AND PRES:

Oral health may have an important role in cancer
prevention

RELEASES

| ecss e |
< 471 ACQA

The bacteria that cause periodontitis, a disease affecting the tissues
surrounding the teeth, seems to play a part also in the onset of pancreatic
cancer.

The study, published in the has for the first time proven

of a mechanism an the n

sgh which the bacteria associated with per

NEWS / EWS AND PRESS RELER

Oral health may have an important role in cancer
pre i

B ‘ "7 The bacteria that cause periodontitis, a disease affecting the tissues

o 23 surrounding the teeth, seems to play a part also in the onset of pancreatic
< 471 OO@ | S

1 other cancers, as

The study, published in th ! of Cancer, has for the first time proven the

of a mechanism on the hrough which the bacteria assaciated with pericdontiti
Treponema denticola (Td), may also have an effect on the onset of cancer. Researchers found
that the primary virulence factor of the Td bacteria, the Td-CTLP proleinase (an enzyme), occurs
also in malignant tumours of the gastrointestinal tract, for example, in pancreatic cancer
According to another study finding, the CTLP enzyme has the ability to activate the enzymes tha
cancer cells use Lo invade healthy tissue (pro-MMP-8 and -9). AL the same lime, CTLP also
diminished the effectiveness of the immune system by, for example, inactivating molecules

known as enzyme inhibitors.

In another study, published in the /nternational fournal of Cancer, it was proven that on the
population level, periodontilis is clearly linked with cancer morlalily. An especially strong link Lo

mortality caused by pancreatic cancer was found. Some 70,000 Finns took part in this 10-year

\:oucw up study.

“These studies have demonstrated for the first time that the virulence factors of the central

pathogenic bacteria underlying gum disease are able Lo spread from the mouth Lo other parts

of the body, most likely in conjunction with the bacteria, and take part in central mechanisms of

tissue dastruction related to cancer,” says Timo Sorsa, a professor at the University of Helsinki

Researchers have come to the conclusion that a low grade systemic inflammation related to
periodontitis facililales the spreading of oral bacteria and their virulence factors Lo other parts
of the body. They point out that the prevention and early diagnosis of periodontitis are very

important not only for patients' oral health, but their overall wellbeing.
“In the long run, this is extremely cost-effective for society,” notes Sorsa.

The studies were conducted by research groups led by Professor Timo Sorsa (University of
Helsinki and Karolinska Institutet), Professor Caj Haglund (University of Helsinki and the
Hospital District of Helsinki and Uusimaa HUS), Docent Jari Haukka (University of Helsinki) and

Docent Jaana Hagstrém (HUS)



Engagement
measures:

Doi: article click
Share

Move to next page

Further studies are already ongoing at both the University of Helsinki and the Karolinska
Institutet.

Further information:

Professor, Chief Dental Officer Timo Sorsa, University of Helsinki and Karolinska Institutet
Tel. +358 50 737 4240

Email: timo.sorsa@helsinki.fi
References:

Mikko T Nieminen, Dyah Listyarifah, Jaana Hagstrom, Caj Haglund, Daniel Grenier, Dan
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Ainola & Timo Sorsa. Treponema denticola chymotrypsin-like proteinase may contribute to
orodigestive carcinogenesis through immunomodulation. British Journal of Cancer, Nov 2017
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Share

‘aong

You might also be interested in

Subscribe to health newsletter 2>

Helsinki Institute of Life Science

‘

Other changes:

« url: https://www.helsinki.fi/en/news/health/oral-health-may-have-

an-important-role-in-cancer-prevention

* Oral-health-and-periondontitis-role-in-cancer-prevention

* Add sub titles

* Cancer research tag creation

Meta text

* The bacteria that causes periodontitis seems to have a role in the
onset of oral cancers and other cancers such as pancreatic cancer.
Oral health and early diagnosis of periodontitis might play a role in
oral and also other types of cancer prevention.
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