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Abstract  
The aim of the article is to describe specific aspects of Search Engine Marketing as an important tool of 

marketing communication. In assessing the direction of the issue the article summarizes the theoretical 

background issues of the Search Engine Marketing, Pay Per Click and Search Engine Optimization. It also 

focuses on the Internet advertising market on a global scale as well as in Slovak market, describes the 

current state of spending on this form of promotion. Our aim is also to evaluate and demonstrate the 

possibilities that this form of promotion can bring to regional governments while pointing out the pitfalls 

of the issue.   
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1. INTRODUCTION 

 

The reason why advertising spending in traditional media is in recent years on decline is obvious - the 

rapid development of the online environment offers Internet marketers new and more effective means of 

marketing campaigns performance measurement. Currently, one of the most active forms of e-marketing 

is the Search Engine Marketing that combines tools like Pay Per Click, which can be described as a paid 

form of Internet advertising that charges for real user visit to the web. Then there is the Search Engine 

Optimization (SEO). The aim of this tool is through a modification of the very structure of websites and 

appropriately processed content to get the top placement in search results in on-line search engines. As the 

decisive criteria for the success of SEO are not disclosed, it is a constantly evolving and dynamic field of 

knowledge which in today's super competitive environment plays an important role.   

 

 

2. THEORETICAL BASIS 

 

The very concept of Search Engine Marketing (SEM) is one of the components of e-marketing. This online 

advertising tool is an effective form of promotion and increases targeted traffic to web sites in relation to 

the target groups, or in any other variables. Based on experience with SEM, it is possible to distinguish its 

two basic components: Pay Per Click (PPC) advertising and Search Engine Optimization (SEO). Mitchell 

(2012) in this regard states that the functioning of this type of advertising is based on a simple system: a 

search engine provides in addition to natural results also advertising that relate to the keyword search. This 

kind of advertising is called searching advertising. In contrast to the search network there is also the content 
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network with ad serving within it. Its essence is to display ads to users when browsing websites where 

advertising is associated with a given page content. However, the advertiser pays nothing for ad delivery. 

He pays only when a user clicks on the displayed ad. It could be said that the advertiser pays for its visitor 

and not only for the delivered ad. 

 

Rozhoň (2009) states that the effectiveness of online advertising is decreasing thanks to the competition. 

This situation is mainly due to advertising price increase and an increasing number of advertising spaces 

in one place (ie Internet users are increasingly resistant to ads). In addressing this situation came PPC 

advertising. The acronym PPC (Pay Per Click) stands for advertising, in which an advertiser pays only for 

the customer that visits the target website. This type of advertising is displayed only to people who are 

looking for information via search engines or when viewing content related to the subject matter. PPC is 

currently the most used method in online advertising and also an effective online tool designed to promote 

products and services to consumers (Parker 2013).  

 

According to Dorčák - Pollák (2010) PPC ad belongs to contextual advertising category. This form of 

Internet advertising is a targeted and effective way of promotion on the Internet. Its targeting works based 

on analyzing search terms in the Internet search engines and content sites. The authors add that with the 

advent of PPC advertising an important turn in the perception of online advertising has occurred. Until the 

arrival of this form of Internet advertising efficiency of ads declined steadily. This situation was mainly 

caused by increased advertising prices as well as by increased number of advertising space in one place, 

resulting in Internet users’ resistance to Internet advertising. According to Janouch (2010) the benefits of 

PPC contextual advertising could be summarized as follows: an advertiser pays only for visitors, very 

precise targeting, a high level of control over managed campaigns, easy to evaluate.  

 

We agree with Broža et al. (2011), who states that in times of crisis, this approach can also help the smaller 

companies that lack the resources to pay highly expensive advertising campaigns. Practical examples show 

us that many of them do not trigger a crisis management until it's too late. Janouch (2010) provides an 

interesting opinion according to which PPC advertising is a useful tool that can be effectively used for 

brand building - branding. The author emphasizes that the real impact of this form of advertising is 

extremely difficult to measure. The presence of this form of advertising in search engines can strongly 

promote awareness of a particular brand. This ultimately contributes to its sales regardless of the degree 

of traffic these ads trigger. 

 

In relation to the concept of SEO (Search Engine Optimization) Horňáková (2011) states that these are 

activities aimed at optimizing web presentations in order to achieve the best position in the search results 

when you type a particular keyword. If the web presentation is well optimized, a link to the particular 

company can appear not only on the first page of search results but, more importantly, at the forefront, and 

thus secure more traffic and, ultimately, the revenues. We agree with Horňáková (2010), that the very 

basis for web presentation optimization is a key word. A keyword is the most significant word that 

specifies company’s business. For example, the key word for the window manufacturer is a “window”. 

Not only declension is important, but also word clusters and phrases. Simply, it is important to think as a 

customer. On the other hand, Charley (2011) defines SEO as a technical discipline that serves to improve 

the position of web presence in the search results. 

 

Janouch (2011) in the context of comparison with the benefits of SEO emphasizes the characteristics of 

PPC advertising: 

 launching PPC advertising is fast and results can be seen already in a few hours, 

 advertisers pay only for clicks, 

 PPC ads user is in control of a maximum daily expenses, 

 in PPC advertising the user can choose any keyword, even those that website does not contain, 
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 users can continuously and at any time  modify PPC campaign and improve its 

performance, 

 PPC advertising requires no changes to your website, 

 webpage with SEO optimization has stable and long-term positions in search results, 

 in terms of SEO performance is more effective than PPC advertising, 

 users tend to trust natural results than the paid links. 

 

 

3. THE CURRENT STATE OF THE PROBLEM 

 

As important as expenditures are also platforms that act as links between the advertiser and target groups. 

Based on the analysis of Khalid (2012), Karmasnack (2014) conducted in the US, Google dominates as 

the most popular search engine. Google also dominates the global search market with a share of 86.3%, 

followed by Bing with a share of 7.3%. Based on the site traffic ranking within the Slovak Internet (Alexa 

2014), we can say that it is also dominated by Goocle: Google.sk scores the 1st place, Google.com is in 

the 3rd place and Zoznam.sk is in 7th place. The top thirty of the most visited search engine also features 

Yahoo. The search engine Bing from Microsoft was in the 106th place. 

 

 
Table 1 Expenditures on online advertising in SR 

Source: IAB Slovakia, 2014 

 

When looking at the domestic market, the trend copies the trend of rising expenditures in online Internet 

environment. The company IAB Slovakia (2014), based on their analysis, estimates the volume of online 

advertising in the first half of 2014 at EUR 35,753,842, which is an increase compared to the first half of 

2013 by 15.5%. A closer look at paid advertising in the Internet search engines indicates a decrease in 

expenses in this segment (Table 1). From the empirical point of view paid advertising in the search engines 

(Paid for search) amounted in the first half of 2013 to EUR 12,102,073 and in the first half of 2014 it was 

EUR 9,838,180 representing a 18.7% decrease. This fact can be considered as significant, and decreased 

expenditures can be justified by the possible shift of funds to the Display segment which in the comparable 

period grew by 44,44% 

 
Figure 1 Expenditures on online advertising in the US 

Source: Forrester, 2014 
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The evidence that the online environment and the promotion in the environment of online searching are 

not unknown for marketers can be found in the annually increasing SEM (Search Engine Optimization) 

marketing expenses. In the last years we follow the growing trend of expenses in this area, which is also 

confirmed by the forecasts for this category of expenditure. This statement is confirmed by the results of 

the analysis by Forrester Research Interactive Marketing Forecasts (2014), which in June 2014 published 

its results dealing with the issue of online marketing tools use in the United States market. Based on this 

analysis the estimated expense for 2014 amounted to $ 58 billion, as compared to the same period of 2013 

which represents an increase in spending in this segment by 18%. 

 

 
Figure 2 Expense for Search marketing in the US 

Source: Forrester, 2014 

 

Estimated share on the total marketing budget was in this respect set at 12%. As reported in Figure 1 SEM 

/ Search marketing dominates the group of evaluated online marketing tools. When looking into the future, 

namely the outlook for 2016, the projected increase in spending in this segment is compared to 2014 at 

9.5%. A closer look at SEM / Search marketing within the Forrester Research Interactive Marketing 

Forecasts analyzes (2014) points out to the fact that paid advertising in the Internet search engines is a 

major component of expenditures. In particular, the share of paid advertising in this segment in 2013 

amounted to 88.56%. A comparable proportion is expected for 2014 with 88%, which is, however, 

associated with an increase in expenditure in this sector by 11.50%. Looking ahead to 2016 the spending 

is expected to increase by 34% when compared to 2013.  

 

 

4. CONCLUSION 

 

Marketing activities in the Internet search engines now account for a significant part of marketing 

strategies on foreign as well as domestic online market proven by huge amounts of investments. We dare 

to say that the issue of SEM and its principal components of SEO and Paid Search dominated by PPC 

advertising is an integral part of Internet marketing and one of the most effective forms of marketing 

communication. 

 

On the other hand, this issue can be considered a relatively young area of knowledge that hand in hand 

with technological development of online environment provides online marketers undeniable advantages 

over traditional forms of promotion. It should be emphasized that the ever growing volume of information 

in any form of media content will require new approaches in searching, such as currently popular social 

networks whose marketing potential need not to be stressed. Targeting possibilities and contextual 

character of PPC represent a crucial characteristic which allows it to be broadly applicable. 
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