
Digital Marketing



How Google Search Works?



Understanding Search

 Organic or natural search

◼ Search engine results returned and ranked according to relevance

 PageRank

◼ Algorithm to rank Web sites

◼ Web pages that have more pages linking to them are ranked higher 

◼ In addition to in-bound links, Google’s organic search results also consider some two hundred other signals

◼ Web pages that meet Google’s criteria for being “mobile friendly” will be ranked higher than those that don’t 
have an option for mobile devices 

 Search engine optimization (SEO)

◼ Process of improving a page’s organic search results

 Link fraud

◼ Creating a series of bogus Web sites, all linking back to the pages one is trying to promote

◼ Called spamdexing or link farming

◼ Example: JCPenney (retailer) case
 fraud uncovered in this case underscores the critical importance of vetting and regularly auditing the performance of 

partners throughout a firm’s supply chain



Google’s Search Advertising

 Search engine marketing (SEM): The practice of running and optimizing search 

engine ad campaigns

 Over two-thirds of Google’s revenues come from ads served on its own sites, and the 

vast majority of this revenue comes from search engine ads

 Keyword advertising: Advertisements that are targeted based on a user’s query

◼ Advertisers bid on the keywords and phrases that they’d like to use to trigger the display of their ad

◼ Linking advertising to purchasing intent makes Google’s ads highly valuable

◼ Example: want to sell hotel stays in Jaipur? Link your ads to the search term “Jaipur Vacation.” 



Google’s Search Advertising

 Pay-per-click (PPC): Advertisers do not pay unless someone clicks on their ad

 Cost-per-click (CPC): Maximum amount of money an advertiser is willing to pay 

for each click on their ad

 PPC is sometimes used interchangeably with the CPC

 Advertisers specify what they’re willing to pay each time an ad is clicked and how 

much their overall ad budget is, 

◼ they can control additional parameters, such as the timing and duration of an ad campaign

 If no one clicks on an ad, Google doesn’t make money



Google’s Search Advertising

 First Price Auction

 Second Price Auction



Case
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