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Abstrakt 
This theoretical review examines the efficiency of search advertising by exploring key concepts and metrics 
such as click-through rates (CTR), cost-per-click (CPC), and conversion rates. The review focuses on 
comparing search advertising strategies used by multichannel and web-only retailers, highlighting how 
different approaches can impact advertising performance. By analyzing existing literature, this study 
provides insights into the factors that influence the efficiency of search advertising. The review emphasizes 
the importance of optimizing search ad campaigns to improve key performance indicators and enhance 
return on investment (ROI) in digital marketing. 
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1. Introduction 
 
Search advertising has become a critical component of digital marketing strategies, especially as businesses 
strive to reach their target audiences in increasingly competitive online environments. With the proliferation 
of search engines and digital platforms, advertisers are constantly seeking ways to optimize their advertising 
campaigns for better efficiency and higher returns on investment (ROI). The efficiency of search advertising 
can be evaluated through various performance metrics, such as click-through rates (CTR), cost-per-click 
(CPC), and conversions. In their study, Ayanso and Mokaya (2013) analyze the efficiency of search advertising 
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using data envelopment analysis, focusing on the comparative performance of multichannel and web-only 
retailers. Their research sheds light on how different advertising strategies can be optimized to improve the 
effectiveness of search ads, thereby providing valuable insights for digital marketers. 
 

2. Theoretical background 
 
Digital marketing has seen substantial growth and integration of new technologies designed to enhance 
campaign efficiency, particularly within Google Ads and similar PPC (Pay-Per-Click) systems. The 
Performance Max campaign, launched by Google in November 2021, introduces advanced automation 
features that depart from traditional shopping campaigns. By leveraging machine learning, Google Ads 
automates many of the repetitive tasks previously handled manually, such as keyword management and ad 
copy creation. This has been shown to positively impact key performance indicators (KPIs) like conversion 
rates, as automation can effectively streamline campaign management and optimize bidding strategies 
(Moses, 2023). 
 
The integration of third-party marketing automation (MA) tools with platforms like Google Ads has further 
advanced the ability to manage PPC campaigns effectively. These tools provide enhanced capabilities for 
restructuring keywords and managing ad groups, which can reduce the time and effort involved in running 
campaigns. Tenscore, for example, is a third-party MA tool that has demonstrated its effectiveness in 
optimizing Google Ads campaigns by helping marketers focus on more strategic tasks, thereby improving 
overall campaign efficiency (Moses, 2023). 
 
Efficiency in digital marketing is closely tied to the ability to leverage data for making informed decisions. 
PPC automation, particularly in Google Ads, has evolved to the point where it can significantly reduce costs 
by optimizing ad placements and bidding strategies. The Performance Max campaign, for instance, uses 
machine learning to dynamically allocate budget across various Google channels, which can maximize return 
on ad spend (ROAS). This approach not only increases conversions but also ensures that advertising dollars 
are spent more effectively (Moses, 2023). 
 
In recent years, there has been a significant focus on how digital marketing strategies can be used to increase 
sales conversions on e-commerce platforms. Techniques like search engine optimization (SEO), content 
marketing, and social media marketing have proven to be effective. These strategies not only drive traffic to 
platforms but also help in improving the user experience, ultimately leading to higher conversion rates. The 
implementation of a well-rounded digital marketing strategy that includes PPC advertising is essential for e-
commerce businesses to thrive in today's competitive landscape (Purnomo, 2023). 
 
The need for real-time optimization in digital marketing has driven the adoption of reinforcement learning 
algorithms in place of traditional A/B testing methods. Research indicates that reinforcement learning can 
better adapt to changing consumer patterns and optimize ad placements dynamically. This is particularly 
relevant in display advertising, where continuously evolving consumer preferences necessitate a more 
flexible and adaptive approach to campaign management (Singh et al., 2023). 
 
Despite the advancements in digital marketing, challenges such as privacy concerns and the complexity of 
integrating AI-driven solutions remain significant. For instance, the black-box nature of some AI algorithms 
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can lead to mistrust among users, especially when they do not fully understand how their data is being used. 
However, the use of reinforcement learning models that do not rely on personal identifiers has been shown 
to mitigate some of these concerns while still providing high-quality outcomes in digital ad campaigns (Singh 
et al., 2023). 
 
The theoretical foundation of digital marketing efficiency is rooted in the optimization of both resources and 
performance metrics. In the context of search advertising, efficiency can be evaluated through various 
factors, such as impressions, click-through rates (CTR), and conversion rates. A study conducted on 200 
retailers using data envelopment analysis found that multichannel retailers generally achieve higher 
efficiency in search advertising compared to web-only retailers. This highlights the importance of a 
comprehensive approach to digital marketing that integrates both online and offline strategies (Ayanso & 
Mokaya, 2013). 
 
Research on the application of marketing automation tools has shown that they can enhance the efficiency 
of digital marketing campaigns by automating repetitive tasks and providing data-driven insights. This is 
particularly true in the context of Google Ads, where automation tools can help optimize bidding strategies 
and improve overall campaign performance. Studies suggest that the use of these tools leads to better 
resource allocation and higher returns on investment (ROI) (Singh et al., 2023). 
 
In terms of practical implications, digital marketing's efficiency can be improved by continually adapting 
strategies to align with changing market conditions. The use of dynamic bidding strategies in Google Ads, 
such as Target ROAS, exemplifies how automation can improve campaign outcomes by optimizing bids based 
on real-time performance data. This allows advertisers to focus on maximizing conversions while ensuring 
that their budget is spent effectively (Moses, 2023). 
 
The increasing reliance on digital marketing strategies has also highlighted the need for companies to stay 
current with technological advancements. This is particularly important in the ever-changing landscape of e-
commerce, where consumer behavior and preferences can shift rapidly. By utilizing tools like Google 
Analytics and other performance-tracking systems, businesses can gain insights into their campaigns' 
effectiveness and make data-driven decisions to enhance their digital marketing efforts (Moses, 2023). 
 
Google Ads has demonstrated the effectiveness of incorporating advanced automation technologies into 
digital marketing strategies. The Performance Max campaign, for example, has shown that automation can 
significantly increase conversions while maintaining a high level of efficiency in managing ad spend. By 
allowing machine learning to handle tasks such as bid optimization and ad placement, marketers can achieve 
better results with less manual effort (Moses, 2023). 
 
Finally, the continuous development of digital marketing strategies is essential for maintaining efficiency in 
competitive markets. Whether through the use of AI-driven tools, reinforcement learning algorithms, or 
more traditional methods like A/B testing, companies must remain agile and willing to adapt their 
approaches to stay ahead. This dynamic approach is critical for achieving long-term success in digital 
marketing (Moses, 2023) 
 

3. Conclusion 
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The findings of Ayanso and Mokaya (2013) emphasize the importance of a comprehensive approach to 
search advertising, where efficiency is not only measured by immediate performance metrics but also by 
the integration of multichannel strategies. The study highlights the advantage that multichannel retailers 
have in achieving higher efficiency in their search advertising efforts compared to web-only retailers. As 
digital marketing continues to evolve, the need for more sophisticated evaluation tools and methods will 
grow, enabling advertisers to fine-tune their campaigns and achieve better results. By understanding the 
factors that influence advertising efficiency, businesses can make more informed decisions that lead to 
improved ROI and sustained competitiveness in the digital marketplace. 
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