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Abstract: The article deals with the issue of PPC ads in online marketing. The article provides the theoretical basis 
using which it attempts to explain and define the issues of Internet marketing and its perception by consumers. The 
study aims to analyze the effectiveness and relevance of using Google AdWords on a specific case and evaluate the 
possibilities of its use. The first chapter defines the basic concepts associated with the theory and tools of contextual 
advertising on the Internet. The detailed results of the research confirm the importance of Internet marketing and its 
application in practice. 
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Introduction 
Based on the results of previous research concerning the impact of Internet marketing on the perception of a 

business entity by consumers, we can conclude that appropriately chosen marketing tools make a significant 
contribution to the positive image of business entities and boost recommendations of these business entities. Many 
examples from practice (various aspects of websites that form the basis of the online presence of a business entity) 
demonstrate the importance of these attributes from the point of view of business entity’s consumers. 

Just like in the real life, advertising offers a wide variety of options for choosing and placing an ad. Since 
advertising on the Internet is no exception, there is a wide range of options to choose from. Above all, we need to 
rethink what we want to achieve with an ad and set a clear goal. 

1. Definition of basic theoretical concepts 

In the past, it was not easy to obtain data about consumers and trends in various fields. Before launching a new 
product or service companies had to rely on expensive and time-consuming surveys. The collection of sufficient data 
from these sources often took quite a long time. Competitor analysis and analyses of corresponding business sectors 
are slow and costly processes. Thanks to the large amounts of data about the search history of users, the above-
mentioned factors are now no longer a problem. Today, it is easier to know exactly what customers want at a much 
larger scale than has ever been possible using traditional surveys. Data on competition is almost readily available. It is 
possible to get immediate feedback and investigate whether the changes made in the marketing strategy are working, 
as well as monitor the increasing or decreasing interest of consumers before making an investment (Fox 2011). 

One of the main forms of advertising on the Internet is based on the principle of PPC (Pay Per Click). PPC 
advertising is one of the most effective forms of marketing communication on the Internet and its high efficiency is 
reflected not only in the relatively low cost of advertising, but also in a highly accurate targeting. The opportunity to 
show the ad to consumers who are searching for a product and offer them an alternative answer to the natural organic 
search results increases the probability of getting visitors who may become paying customers (Janouch 2010). 

As Přikrylová – Jahodová (2010, p. 233) state, contextual advertising "appears on the website in the pop-up 
network (partner websites) instead of search engines." According to Štefko et al. (2012) the fundamental principle of 
the contextual advertising is to offer users relevant text links after entering a keyword. In this way a user can quickly 
and easily browse through the content on web sites, portals or search engines.  

Contextual advertising can be used for non-commercial as well as commercial purposes. Paid search results are 
in fact advertising of all kinds. Apart from search results, contextual advertising is shown on relevant pages related to 
a keyword that was entered into the search engine	(Janouch 2011). 

Contextual advertising is very specific. When compared to other online advertising formats, an advertiser using 
contextual advertising does not pay for impressions, instead an advertiser pays for a customer’s click on the 
advertising link. This method is called PPC (pay-per-click) (Štefko a kol. 2012). 

Kozoň (2008) states that contextual advertising can be divided according to the source into indirect (advertising 
by a third party) and direct. Indirect form of contextual advertising means a form of advertising that can be placed on 
the website almost by anyone who owns or runs a website. In order to do so the owner of the website has to register 
on the website selling such advertising (Kozoň 2008). Direct contextual advertising exists without the involvement of 
a third party. In this case the advertiser agrees (and pays for) with the owner of the website on displaying such 
contextual advertising. The direct form of contextual advertising is much more profitable compared with the indirect 
form. However, such advertising has to be placed on websites with very high monthly traffic, which is sometimes a 
huge disadvantage (Kozoň 2008). 

AdWords neither restricts advertisers nor dictates strict rules on how to advertise. It allows advertisers to 
customize advertising conditions according to the individual requirements of each advertiser. In PPC advertising the 
payment takes place only when a user actually clicks on the published ad (Dorčák 2012). 

Janouch (2011) states that contextual advertising is not a separate form of advertising. According to him, 
contextual advertising can have different forms, like banner advertising (banners, pop-ups, buttons), preferred listings 
or advertising on the content networks using PPC systems, ad texts with highlighted words (context advertising on 
content pages or advertising linked to a specific word in a given text). This type of contextual advertising is called 
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"in-text advertising". In-text advertising uses double-underlined words which display a small window with the ad 
message when the user moves mouse over it. 

PPC advertising is displayed only to people who are looking for information via search engines or when viewing 
content. The user is then displayed an ad related to that subject. PPC is currently the most widely used method of 
Internet advertising and the most effective online tool designed to promote products and services online (Parker 
2013). 

2. Results and discussion 

A major source of information about business entities remain offline forms such as recommendations, outdoor 
advertising billboards, citylights and other advertising formats. Nevertheless, business entities should also focus on 
online activities in their efforts to acquire new customers. 

Although the organic search results for the selected keyword appears at the top positions of search results, it is 
suitable to support these search results by placing links on the website, thus increasing the visibility of links for 
consumers as well as the likelihood of reaching Internet users. This can be achieved by using Pay Per Click campaign 
on the website Google.sk. Based on the keywords, individual phrases and terms it is advised to create ad groups 
containing information about specific services provided by a business entity. Ad groups should contain a link to the 
desired landing page, thus directing users to correct pages with the content they are looking for without showing 
incorrect or unclear content sites, which in turn may result in high rate of bounce and inefficient spending of finances. 
There are several strategies regarding the implementation of context-driven advertising campaigns based on the PPC 
system. Campaigns based on the system of ongoing spending in the course of the selected time period are a good 
alternative for business entities with limited budgets. Such campaigns are an effective, measurable and flexible tool 
for acquiring new visitors to websites. By linking marketing activities with the aim of the website (using conversion 
actions) it is possible to measure and track the effectiveness of thus implemented advertising campaigns. Business 
entities that want to utilize the maximum potential of advertising campaigns of a similar kind may implement 
aggressive campaigns that can immediately reach the largest audience possible using keywords related to the services 
provided. Promotional tools of search engines offer a wide variety of presentation and promotion options which make 
them an important element in the spectrum of Internet marketing tools. 

According to Fleischner (2010), the most important advantages of PPC advertising are as follows: 

• control in managing budgets on daily, weekly, monthly and annual basis. 
• advertiser pays only for the visitor, in some cases only for the customer, 
• the ability to target specific marketing segments  
• manage marketing budgets in real time 

 

„The main advantages of online advertising are precise targeting, easy measurement of users’ responses, 
uninterrupted display of advertising, high flexibility and in particular its interactivity (Vaštíková 2008, s. 152).“ 

 

Picture 1. Context advertising campaign based on PPC 
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(Source: Google Adwords) 

 
 

Google AdWords advertising is the most widely used advertising system in the world. It was launched in 2000 
and for Google it is the most important source of income. Google AdWords allows advertisers to advertise on Google 
and partner search engines (such as Alexa) or using own content (Google AdSense), thus reaching new customers and 
helping business entities to grow. Upon creating an AdWords account an advertiser is free to run a campaign. Similar 
to all PPC systems, AdWords does not require a “minimum spend”, payments are based on the PPC system. Google 
AdWords offers the possibility of launching customized advertising where an advertiser can set a daily spending limit 
per campaign, as well as maximum CPC (Google AdWords). 

According to Fleischner (2010) Google AdWords is the most advanced PPC system that provides tools for 
setting up, monitoring and evaluating advertisements. Working with an AdWords account is simple and easy to 
understand with no need of training and experience in the field. The attractiveness of Google AdWords lies in the fact 
that the advertiser pays only for the actual results of the advertising campaign. 
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Figure 1. Average cost per click in Google AdWords in selected industries in the United States between 
2012 and 2014. 

 
(Source: Statista.com) 

 
Regarding Google AdWords itself, it is a great tool to advertise products and services on the Internet. In many 

cases it is the only means of directing a customer to a website, which means that without advertising there would not 
be such traffic. Google AdWords offers a variety of tools and options to create advertising according to the individual 
needs of advertisers. Standards for entering ads and their formal layout are strictly governed by Google.  

Rules govern the use of capital letters (excessive capitalization is not tolerated), number of characters in each 
line of the advertisement, usage of punctuation and symbols.  

For example, Google AdWords prohibits the use of exclamation mark in the ad title, and it can be used only 
once in all advertising. Moreover, the presence of repeating or non-standard punctuation marks, symbols and signs is 
also limited. Bullets, repeating words or phrases in order to attract attention and extra spaces between words are 
prohibited as well. When creating an ad, advertisers should highlight their uniqueness or something that makes them 
different from the competition, like free delivery or a wide offer of products/ services. 

When creating advertisements, advertisers should not forget that a proper landing page is what attracts attention 
and keeps customers engaged. The landing page must correspond with the content that is given in the ad. If a user 
who clicks on the ad is not redirected to the relevant site, such a situation means a high risk of leaving the site and the 
loss of potential customers. Unfortunately, even today there are advertisers who do not align with their ads with the 
landing page. Most often it goes as follows: a customer clicks on the advertised product/ service and then is redirected 
to the home page of the given business entity. Not giving the user what he wants is a big mistake. Potential customers 
can be also attracted by using specific keywords in the text of the ad. If the advertiser chooses this kind of advertising, 
he should use selected keywords in the first line of the ad, thus ensuring that customers will see the keyword 
immediately. If the keyword matches the phrase in the ad title, it will be shown in bold. Ad will be more informative 
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if it includes also price of products or services. If the current price is time-limited, this information should be stated in 
the text as well.  

To sum up, we can state that Google AdWords is really a relevant tool designed for online promotion of almost 
all types of products and services. However, its success depends on numerous factors. Getting results is certainly an 
individual matter, depending on the advertiser. We can also highly recommend this tool to all those who offer or plan 
to offer their goods and services via the Internet. By using Google AdWords advertisers can never go wrong.  
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