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ABSTRACT 

 
Today’s techniques have opened up new opportunities of market a company. One of 

the main developments has been within internet and the alternatives it brings. More 

and more people around the world get access to computers and internet, which makes 

it a place easier to be reached. As people spend more time in front of their computers 

it also becomes an obvious place for information gathering and purchasing. This, we 

believe is of high importance when companies tries to achieve market shares. To have 

ones company available on the internet is almost necessary in order to give the 

customers as much information as possible about products. To increase the chances 

that the customers will find a company’s homepage becomes therefore important. One 

way to succeed in doing this is to have the company shown on search engines, where 

many people often search for their products that they are interested in.  

 

The purpose with this essay is to gain more understanding and knowledge about how 

this could be done successfully, as well as to see how this could affect small and 

medium sized companies.  One method we found was Google AdWords, which is 

leading in the world when it comes to search engine marketing, or pay per click 

marketing. Pay per click means that the searchers who click on an ad at Google’s web 

site will be a specific cost for the company that have placed the ad on Google. To 

reach our purpose we formulated two research questions that would underline our 

essay. Data was collected through interviews and information-gathering concerning e-

marketing, Google, AdWords and different theories that could be suitable for the 

study. By that time it there was no specific theories about pay per click marketing to 

be find.  

 

Examples of findings from this essay are that pay per click marketing still can be 

considered quite new, and that smaller companies do not use it as frequently as we 

thought. However, we found that the companies who did use it tend to do that because 

of its flexible cost and the efforts did not have to be much too still see a result. The 

companies did in general seem to be satisfied with pay per click marketing as a 

marketing method. 

 

 

 
 
 



Lovisa Nymark & Sheila Ramazan [2008] 

 
 
SAMMA�FATT�I�G 

 
Dagens teknik har öppnat upp nya dörrar för att marknadsföra ett företag. Den främsta 

utvecklingen har varit inom internet och dess möjligheter det medför. Fler och fler 

människor runt om i världen får idag tillgång till datorer och internet, där det är lätt att 

nå ut till folk på. Då människor spenderar mer tid framför datorerna blir detta ett mer 

självklart val för informationssökning och shopping. Detta fakta anser vi vara vikigt 

att ta till vara på då man är ett företag som vill ta nya marknadsandelar. Att ha sitt 

företag tillgängligt på internet är nästan ett måste för att kunderna ska kunna få den 

information dom behöver om både produkter och försäljning. Att öka chanserna för 

att kunderna ska kunna hitta till ens hemsida blir därför allt viktigare. Ett sätt att göra 

detta är att ha sitt företagsnamn synligt på sökmotorer där kunder ofta är inne och 

söker efter produkten dom är ute efter, detta kallas för ”pay per click marketing”.  

 

Syftet med denna uppsats är att få mer förståelse om hur detta utförs, samt att se hur 

denna typ av marknadsföring skulle kunnas göras på ett effektivt sätt, för att påverka 

mindre företag. En metod som vi fann var pay per click marketing via Google 

AdWords som är den största i sitt område, och det fick därför bli vår utgångspunkt för 

forskningen. För att nå vårat syfte formulerade vi två stycken forskningsfrågor som 

utgör grunden för vår uppsats. Data samlades in genom intervjuer med sju stycken, 

slumpmässigt valda, mindre företag som använder Google AdWords för sin pay per 

click marketing. Vi gjorde även informationssökningar om internet-marknadsföring, 

Google, AdWords och tittade på olika teorier som skulle kunna passa in, då det inte 

redan fanns några väl utarbetade teorier för just pay per click marketing.  

 

Exempel på vad vi fick ut av denna studie var att markandsföring som pay per click 

marketing fortfarande kunde antas vara relativt ny och inte fullt så utbredd som vi 

hade trott hos mindre företag. Dock fann vi att de som använde sig av denna typ av 

markandsföring verkade göra det för att den inte behövde vara så kostsam, samt att 

företagen inte behövde lägga mycket ansträngning på den för att ändå kunna se ett 

resultat, vilket även var lätt för företagen att följa då dom kan se hur många klick 

deras sökord genererar. Företagen verkade i stort vara nöjda med pay per click 

marketing- metoden. 
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1. I�TRODUCTIO� 

This chapter will start with a presentation about the subject as to be followed by a 

problem discussion. The problem discussion aims to give the reader a better 

understanding about the problem area and is a base for the purpose and research 

questions within this thesis. The chapter ends with an overall purpose, research 

questions and a description of the thesis outline.   

 

1.1 Background 

Today’s society is becoming more and more technological for every day. Both more 

people and more companies get access to, and need to, work with digital equipments, 

such as computers and internet. More information is to find, and more errands are 

being done on the internet. Oppenheim and Ward (2006) state that the growth of 

internet is due to the access of broadband combined with changing consumer 

behaviour.  Strauss and Frost (1999, p. 4) describes the internet as “a network of 

computers reaching every country in the world”. The authors further say that the 

World Wide Web is a small part of the internet, were users can surf from one site to 

another. Strauss, El-Ansary and Frost (2006, p. 4) defines the web as “the portion of 

the internet that supports a graphical user interface for hypertext navigation with a 

browser such as Internet Explorer”. The authors claim that internet as a marketing 

tool has become important today, since more people around the world get access to it. 

The authors explains the process of delivering messages through internet, and 

examples of components that can be delivered with internet over time is; products, 

marketing communication messages and dynamic pricing. They further claims that 

the mission of the components is to “deliver the right marketing message, to the right 

person, with the right offer, at the right time, and know within seconds if that message 

was effective” (ibid, p. 376). Oppenheim and Ward (2006) claims that the growth of 

internet is the reason of increasing e-commerce today.  They further claim that the 

business-to-customers affairs over the internet provide a high level of reaches on a 

global market, which can be about millions of people. 

 

Good marketing as well as effectiveness and efficiency is often keys to a profitable 

company. According to Strauss and Frost (1999), company’s efficiency is to have a 

lower input and output costs. The authors clarify effectiveness as choosing good 

business opportunity which leads to improvements of their competitive position and 

creates more value for the consumers and shareholders.  Guillory (2007), state that a 

companies’ profitability is not reachable if companies goes into a “price war”. He 

claims that companies can reach the highest level of profitability through efficiency 

and effectiveness with their production of product or services is upon completion. 

Groucutt (2007), claim that the internet has a great speed of responses. When small 
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sized companies enter a market with inrnet it makes their brand name more visible. 

Caputo, Cucchiella, Fratocchi, Pelagagge and Scacchia (2002) define small sized 

enterprises, as either a micro enterprise which includes companies that have less than 

ten employees, or small enterprises which include companies that have less than 50 

employees and who have a turnover lower than seven million EUR per year. (ibid)  

 

Moran and Hunt (2006) explains that customers tend to search for the product they are 

interested in on the web. Therefore it could be strategic for companies to include for 

example search engines in their internet marketing. As Stina Honkamaa, the Swedish 

managing director for the search engine Google, said during a “future evens evening” 

that occurred on Luleå Technical University (2008) that; “good marketing is to be 

found where the customers will search for you”. Moran and Hunt (2006) further claim 

that the ways of having your company/product permanently shown on search engines 

are several, but the most common types are; organic search, directory search and paid 

placement (pay per click marketing). They further explain that organic search is when 

the search engines find the most relevant results in order to the search word people 

type in, and that Google and Yahoo! are the most well-known organic search engines 

in the world today. They claim that companies can not pay search engines to be 

placed at the top of the search list, but they can try to match their text as good as 

possible whit the word that the searchers are looking for. The authors also say that this 

can take long time to learn how to do, but as searchers seem to trust the organic 

results, it can be worth trying. It has actually become so important that it nowadays is 

consultants working with helping people match their websites texts to the search 

words that the customers will be looking for. They further states that directory search 

on the other hand is when companies submit their sites to human editors in order to be 

shown in that subject list, closely connected to that specific category. They say that 

pay per click marketing, is when a search engine shows the organic search results in 

one list, and right next to that list is another, shorter list that shows different 

companies offers according to the search word, and that the companies must pay to be 

shown there. Companies that do this can bid against each other to be shown at the top 

of this list. This kind of marketing is for example what Google offer, with Google 

AdWords, which easily can be used by small sized companies. (ibid) 

 

1.2 Problem Discussion 

Pay per click marketing can be compared to ads that occur in different magazines. 

One example is when a golf interested person read a golf magazine, there will be 

several ads in that magazine related to golf products. This means that the companies 

try to catch their customers where the customers already show interest in that specific 

area and probably have related products in mind. Duffy (2004a) explains the 

phenomenon with the term “search engine marketing”, SEM, the concept search 
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engine marketing as a bid that companies pay on certain words or groups of words 

that display text advertisement when those words are searched for. He claims the term 

search engine marketing is one of the most well known online marketing strategies. 

He says that this type of marketing is well known among online marketers and users 

and the awareness has grown amongst the marketers that are off-line. The current 

leader in terms of search engine marketing is Google AdWords, which is growing 

rapidly (ibid). According to Croft (2008) brand building through search marketing is 

very effective. Andy Bellinger argues in Marketing Week were he were interviewed 

by Croft (2008), that in order for companies to be effective, “it’s not enough for 

companies to simply provide all visitors with generic information on their website. 

Customers are better informed and they know exactly what it is they are after and if 

they can’t find it, they are most likely to leave your site for something more 

accessible.” The use of successful search marketing does not stop when someone 

visits the site; companies also need to put some effort to ensure they stay there as long 

as possible. Researches have shown that 60 percent of websites are being dismissed 

effectively by visitors as timewasters. Of that number, more than 20 percent will lose 

their visitors after just looking at one page. (Marketing Week, 2008)  

 

Rome Hartman (2005) made a documentary based on Google and their revolutionary 

idea about AdWords. The documentary tells the story of Google and how they make 

their money based on companies paying for this “sponsored links”, AdWords. She 

states in the documentary that the prices for advertise your company are so low that 

every company can afford it. This can have an impact on small companies; due to 

they use to be the ones that are most “unknown” in the market. But this has also 

created many competitors for the companies. In order to be in top of the sponsored 

links list, companies need to achieve the most clicks, or they can chose to pay the 

highest price for that specific search word, which has some impact due to the fact that 

many people click on what they lay their eyes on first.  

 

Paid Inclusion, on the other hand, is described by Porter (2007) as when companies 

pay a fee in order to be guaranteed inclusion in a search engines natural listing, but 

the only search engine that offers this method today is the search engine Yahoo! 

Porter (2007) further point out that companies that wants to use search engine 

marketing as their marketing method to its fullest potential, should use pay per click 

marketing as it will be the most effective. This multi-channel marketing is an essential 

strategy for successful companies in the future. In order to maintain successful in this 

component of strategy, companies need to understand this and have to embrace all the 

components in the integration to drive sale and profits while building a successful 

brand (Duffy, 2004). In addition, Shaw (2005) explains about the search engine 

optimization technique which is based on pay per click advertising. He says that 

during the recent years, companies have had the freedom to make their own channels 
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with their customers. The author mentions that what is happening on the internet had 

shift the power from brands to independents in marketing to the customers.  

 

Murphy and Kielgast (2008) made a research based on small - medium sized hotels in 

order to see if the search engine marketing were useful. The authors claimed that 

regardless of the companies’ vision of their web site, most of the customers will 

eventually seek on their sites for further information during the purchasing process. 

The authors further explain that the customers mostly refer the web site for details and 

directions about companies, so the web site must be visible to the customers when 

they are likely to make purchase. The authors’ claims that the better a company 

present themselves the higher they will achieve advantages in their strategy of doing 

business. The authors’ main concern was that the companies need to realize that 

customers’ online behavior is changing as more customers search online. This could 

appear critical when companies want to maximize their visibility on the internet and 

further create benefits of online positioning and differentiation. (ibid)  According to 

Espotting marketing director Chrys Philalithes in an interview made by Haig (2001), a 

completely accountable and cost-effective method is the pay per click marketing 

method. Stephen Dririo who is the president of marketing research and Strategy 

Company “IMT strategies”, were interviewed by Haig (2001), and he predicted that 

pay per click will create a greater merging of marketing than models that has been 

discovered earlier. Haig (2001) claimed that the argument against the predicted future 

of pay per click marketing is that there is a risk of unpredictability. The author claims 

that the risk is based on an element of unpredictability for marketer and for those who 

risks being outbid. Costs and ignored sites are arguments towards the pay per click 

marketing method. The argument against costs can for instance be when “highest 

bidder” model, which means that it can get more expensive for companies to stay on 

top than expected for the site. There are often relevant sites that failed in order to stay 

on top when they have not paid enough to be included. The commercial sites have 

indices that thought many to lead to a general devaluing of the web. (ibid)   

 

There can be some problems with pay per click marketing. One problem can for 

example be that the companies pay for all clicks on their ad, not only the clicks that 

will generate a purchase. Freeman (2005, p. 6) has defined the word fraud after 

Blacks Law dictionary as, “All multifarious means which human ingenuity can devise, 

and which are resorted to by one individual to get an advantage over another by false 

suggestions or suppression of the truth”. The author explains that click fraud occurs 

when people or software packages click on a pay per click advertising link even 

though they are not interested in the product, service or content being offered. The 

author’s conclusion about the problem is that a certain level of click fraud is always 

expected. He claims that the online advertisers have the responsibility to check their 

bills to see that they are making a fair return on their advertising dollars. Oppenheim 
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and Ward (2006) conclusions about the evaluation of web sites were that the 

designers will never be able to please all their customers all of the time. They claim 

that companies should target the particular group that will provide them with the most 

revenue.    

 

Jobber (2004) describes advertising as a paid form of communication when personal 

contact does not occur when selling an idea or product. Guillory (2007) claims that 

Google’s idea with AdWords have created a breakthrough for companies way of 

doing advertising, because it is less expansive and gives smaller companies the 

chance to compete in the market as well. As mentioned above, AdWords is leading in 

the internet world when it comes to pay per click marketing. This is the new way of 

commerce your brand through flashing ads, which Guillory (2007) further explains is 

a clearly written text on the side of Google’s web page (AdWords). The author also 

explains the reason of this, which is the rapid response that organizations can receive 

from others through information technology. As Stina Honkamaa (2008) said, “that if 

your company ignores the web as the important place to show the way to your 

company, you might loose your customers to your competitors”. That is why, in our 

opinion, pay per click marketing through search engines seems to be an optimal 

choice today. It does not seems like pay per click marketing, through example 

AdWords is that unusual, perhaps small sized companies have noticed the importance 

of having their products shown on the internet. Even though, it does not seems to be 

done much research in the area. This could be explained by the fact that internet 

marketing is relatively new and has not existed in the past. But if companies would 

research it more they will understand the way of doing this in a effective way.  

 

 

 

 

 

 

 

 
 
 
 

 
 
Figure 1: Google AdWords  
Source: Adapted from Google.com 
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1.3 Purpose and Research Questions 

Based on the background and problem discussion above the purpose within this essay 

is to; study search engine marketing through Google AdWords and look at how it may 

affect small sized companies as well as if this marketing tool could become more 

effective and efficiency. In order to reach this purpose, following research questions 

were formulated: 

 

RQ 1: How do small sized companies seem to use Google AdWords? 

RQ 2: How could the usage of Google AdWords become more effective and 

efficiency for small sized companies? 

 

1.4 “Route Map” 

The outline of this thesis will be divided into six chapters, which start broad and go 

deeper into the problem and research questions. The first chapter is the introduction 

that will provide a background and understanding to the chosen subject. This chapter 

also includes the problem discussion and describes the purpose of the thesis as well as 

the research questions. The following chapter is the search engine marketing, which 

aims to show how this essay supplement previews studies within the chosen area. The 

chapter will describe and explain which hypothesis our research will test. The 

hypothesis will lead to our research approach, strategy and the chosen data collection 

methods, chapter three will therefore be about our methodology usage. The focus here 

will be to explain the different methods that are suitable, why and what the research 

settings are and what the delimitations are. Here the reader also can get an opinion 

about the validity and reliability. Chapter four on the other hand will be about our 

empirical data. This will include data from our research questions and compiled fact 

from the interviews that are done. The next chapter is called data analysis and will 

analyse the collected data and answer the research questions. Finally, chapter six, 

conclusions and implications will be based on our thoughts and we will with that 

contribute with recommendations for future studies. 
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1. Introduction 

 

2. Search Engine Marketing 

 

3. Methodology 

 

4. Empirical Data  

 

5. Data Analysis 

 

6. Conclusions 

 
Figure 2: Thesis outline 
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2. LITTERATURE REVIEW 
We will within this chapter identify different components that could be relevant for 

SEM and pay per click marketing, as well as present how this thesis supplements 

earlier studies being done. The chapter begins with explaining different appropriate 

theories that are suitable for the research questions, and continuous with a 

conceptual framework to show how the research questions can be connected to the 

theories.    

 

2.1 Growth share marketing 

Marketing knowledge comes in many forms according to Grönhaug (2002) and he 

states that marketing knowledge in principle can be useful, but that is not always the 

case. At the same time he claims that “useful knowledge” is ambiguous and that 

marketing knowledge should be helpful to business for understanding their 

environment and customers as well as it allows companies to make wise decisions. To 

become useful in SEM, the potential user must have command over the knowledge, 

but there are distinctions between levels of insights, varying ability to memorize, 

understand and actually be able to apply the knowledge. (ibid)  

 

According to Johnson, Scholes and Whittington (2005), a company achieve 

competitive advantages if their bases of their business units are focused with its 

market. The authors further explain that this could be achieved if the company follows 

three circumstances, which are; 

 

� Greater volumes 

 

� Activities on which differentiation can be built on 

 

� Entry strategy 

 

The authors explain that in order for companies to maintain the strategic advantages, 

they need to achieve much greater volumes, which could provide the company with 

lower costs when offering the products. The differentiation part were the activities can 

be built on may reduce costs in form of marketing range. The entry strategy could be 

achieved if companies “loose brick” in their competitors portfolio of business. This 

means that the company enters a location were the production of their products could 

be cut down in costs (ibid). We believe this is the case with pay per click marketing 

on a search engine, it is an effective way for companies to enter the world of 

marketing through internet, as well as it can be really low in costs.  
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According to Moran and Hunt (2006) SEM is everything that companies do to raise 

their visibility in search engines in order to attract more visitors. They further state 

that every search engine is competing for its share on the growing business on the 

internet, and that customer tends to have a brand loyalty, this loyalty can be with 

Google. They further mention that Google.com is in the top of the most popular ones, 

and that 66 percent of all the people who search on the web prefer Google as their 

search engine. Their main competitor is Yahoo!, who was partner with Google until 

2004 (ibid).  

 

 
 
Figure 3: Searcher loyalty 
Source: Adapted from Moran and Hunt (2006, p. 7) 

 
 

Moran and Hunt (2006) mentions that in 2004, 64 percent of all web users utilize 

search engines as their primary source. They further claim that usage of search 

engines is increasing every year. This fact could be an incitement for companies to 

consider using marketing on a search engines, like Google AdWords for raise their 

market shares and be more visible to their potential customers. 

 

According to Janal (2000) there is a need for call to action statements, as he refers to, 

which means how companies should precede their strategies. He further claims that 

companies need to have a strong call to action strategy. There are several actions on 

their web sites that could be necessary for companies to use in order to get customers 

to make orders. Here are examples that could be used as ad texts to AdWords that 

could create changes in the customers buying behaviour:  
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� Order today and get a free dingbat! 

 

� Order today and get two for the price of one! 

 

� Order today and get a second for a penny! 

 

� Order today and we will pay the shipping and handling! 

 

� Limited time only! 

 

� Supplies only! 

 

� Exclusive offer for internet customers only! (ibid) 

 

 

Jobber (2004) mentions that in order for companies to maintain higher market share, 

they need to have a range of market attractiveness criterion beside the circumstances 

mentioned above. The companies could for example try to include and improve 

following components: 

 

� Market share 

 

� Market growth rate 

 

� Strength of competition 

 

� Profit potential 

 

� Social, Political and  Legal factors 

 

2.2 Segmentation and targeting within e-marketing 

According to Strauss, El-Ansary and Frost (2006), an e-business model is a method 

where organizations can in the long term maintain competitive advantages with using 

information technology. They further explain that the marketing concept is a part of 

the e-business model and that describes the way of creating value for customers and 

partners. In order do this; companies need to define their customers and their 

customers’ needs, to be able to customize their marketing and decide what type of 

marketing they should focus on (ibid). The authors further explain that customizing 

occurs when companies tailor their marketing usages to meet the needs of their 

customer target groups. Johnson, Scholes and Whittington (2005) mention that 
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organization’s strategy needs to go beyond the concept of marketing and they need to 

understand how to strengthen their capabilities in order to gain competitive 

advantages. The authors explain different ways of doing this; one of them is by 

providing value to their customers through the network value chain. The network 

value chain is described by the authors as a “set of inter-organisational links and 

relationships that are necessary to create a product or service” (ibid, p. 136). The 

network value chain is divided into different primary activities which are concerned 

with adding creation or delivering value to the products or services that are provided, 

and marketing is one of them (ibid).  Johnson, Scholes and Whittington (2005) 

explain that marketing awareness is required when using promotional efforts for 

companies to recognize their products or services amongst their targeting market.  

 

Marketing segmentations is on the other hand according to Strauss, et al. (2006) the 

process of gathered individuals with similar characteristics that relates to the use or 

benefits of a product or service. Kotler (1997), claim that market segmentation is 

according to secondary sources, a fundamental principle of marketing. The author 

further state that the implications is that it helps homogenizer markets and can 

improve organisational performance by targeting defined segments of the market.  

 

Strauss et al. (2006), state that marketers create segments based on variables which 

can be used to identify and reach the right customers, at the right time. The authors 

further claim that most marketers do not believe that demographics has any affect on 

who will purchase online, although they need to know whether a specific 

demographic target group is visiting their site, it is more the segments attitudes 

towards technology that decide if the users will by when they surf online. They 

further state that older users tend to have a more negative attitude toward technology 

then those with a younger age, although their attitudes may be less negative if they 

use a computer at work. They also claim that high-income people seems to be more 

optimistic towards online purchasing compared with other groups and that only two 

percent of the low-income pessimist shop online, due they are not an encouraging 

target group for e-commerce firms. 

 

Porter (2007), states that local targeting seems to be the new phenomenon within 

search engine marketing, and that it is for a good reason. For example Google will 

only show the pay per click advertisement to the user if their IP-address lies within 

the advertiser targeted area. He further claim that both Microsoft and Google offer 

forms of demographic targeting to improve the potential of search marketing, for 

example Google, relying on a third-party’s earlier researches. With SEM, unlike real 

print ads, marketers can modify their campaign in real time and control their 

investment. SEM is a new way of more effective communication within the wide and 
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big consumer catchments’ area that are searching for products on the internet every 

day (ibid). 

2.3 Effectiveness and efficiency  

Jobber (2004) describes the business philosophy of effectiveness and efficiency as a 

link between performances of a company. The author further explains that the inputs 

and outputs are depended on efficiency in a company. Therefore the effectiveness in a 

company is concerned with doing the right things. The author claims that in order for 

companies to operate successfully, they need to attempt attractive markets and offer 

products or services that consumers are demanding. The differences between the two 

conceptions are that efficiency is focused on costs while effectiveness in a company is 

depended in the focus on customers. He further states that companies can influence 

their purchasing process in form of price settings. The author further states that 

special occasion, especially Christmas and Easter, are associated with higher prices. 

 
Jobber (2004) further claims that relationship building is a benefit for companies 

because it conducts them with acquire data on customers purchase behaviour which 

via the website could be used to develop higher levels on customer services. 

Bradshaw and Brash (2001) state that internet have opened up a new way for 

companies to interact with their customers. They further claims that there are three 

important insights for companies to understand when to get the relationship work with 

their customer’s on the internet. The first step is about the importance of a good 

customer relationship marketing (CRM) in both the front office and in the back office 

(manufacturing, fulfilment and bidding). The second part they state is when conduct 

the relationship through multiple media, the impotence is to have the right technical 

infrastructure, and the third part is to have the right strategy for directing customers to 

different media. They further explain that getting the right CRM through media means 

that you deal with your customers through multiple media and still have an updated 

view of the customers.  

 

Strauss and Frost (1999) explain that the internet allows companies to gain 

effectiveness and efficiency by different standpoints. The authors describe that in 

order for companies to get more efficiency, internet allows companies to lower their 

labour costs when there is no need for the same amount of labour. The authors further 

discuss that reduction in inventories through the importance of being just in time, the 

reduction of recycle time by direct contact with their suppliers, combined gains 

efficiency. The system allows self diagnose and self problem solving solutions with 

the web site, and save in labour costs by ordering online. (ibid) 

 

The companies, according to Strauss and Frost (1999), can gain effectiveness by the 

same methods as in the earlier described, efficiency. The authors’ claims that if 

companies supply products online it could help them with the purchasing part of 
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finding location. The inventory management could be reduced by inventories, since 

the products do not have to stand on staling components. The manufactures can 

reduce the time cycle by quickly responds to the marketplace. The service to the 

customers could be improved in form of satisfaction through quicker responses. The 

effectiveness could also be improved if companies had automatic configuration 

agents, which could verify the orders immediately rather than late arrival on product 

sending.  

 
 

Ineffective  Effective 
 
Inefficient  Goes out of business Survives 
 
Efficient  Dies Slowly  Does well thrives 
 
 
Figure 4: Effectiveness and efficiency 
Source: Adapted from Jobber, 2004, p.8. 

 

2.4 E-marketing strategies  

Duffy (2004b) explains that e-commerce is less about revolution and more about 

evolution. The author claims that “rather looking at this as a new way of doing 

business; some see it as a better way of doing the same business that people have 

been doing for years” (ibid, p. 225). Internet is an alternative channel of direct selling 

and this evolution of business allows on-line retailer to build a strong bridge that has a 

great potential for the future. This method is also more prudent and cost effective for 

creating a direct selling. (ibid)   

 

Janal (2000) discuss different advertising strategies that occurs when trying to 

promote a web site. For example he mentions advertise the site on the net, advertise 

the site on traditional media and create joint promotions with complementary sites. As 

internet advertising, he refers to ad banners in connection to different search engines. 

With advertising in traditional media he refers to ads in daily newspapers, business 

publications and trade media. According to Chuang and Chong (2004) the 

effectiveness of advertising is extremely important and is measured as the number of 

customers who actually purchase the product. They further state that consumers 

search for evidence or clues that will lead to the product that they need, and that 

advertising companies need to provide enough clues to guide consumers to their 

product through the internet. What companies can do in order to reach this goal is that 

they need to be placed on third parts’ web pages, in form of ads or links (ibid). Janal 

(2000) state that companies can ask people to bookmark their web site, in order to 

repeat visits among prospects and customers. A bookmark is a software tool that 

automatically will load the page to which it refers to, so if people visit it once, they 
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might come back when they see a reminder in their own bookmark section. He further 

says that the companies could place a notice on their homepage or subpage that says 

“bookmark this page!”  

 

Chaffey, Mayer, Johnston and Ellis-Chadwick (2002) claims that in order to for 

companies gain competitive advantages, there is a need for an analysis of the external 

opportunities and threats that are presented by the environment of internet. They 

further state that companies need to act quickly, since the competitive advantages tend 

to be short lasted on internet. The authors further explain the reason which is when 

companies sees that their competitors has a better offer or service, it will respond with 

a similar service. The authors claim that if the company on the other hand is first on 

the Internet with their innovation, they will gain value in capturing market shares.  

 

Internet services are much easier to imitate since it provides new entered companies 

to fast follow organisations with higher market shares. The encouragement of internet 

makes it less easily for companies to differentiate their products. The globalisation is 

a threat to companies since the buyers can choose to shop from competitors that are 

foreign, with just a click. The online power from the buyers on internet has increased 

since they are the ones who have a wider choice of price transparency and knowledge. 

The largest threat for the companies is the substitution since the digital products can 

quickly be introduced. (Chaffey, et al., 2002) 

 

The environmental scanning of a marketplace is very important for organizations 

because the internet is continuously changing and companies need to respond quickly 

to the changes. (ibid) 

 

� The aim is not to predict, but to explore a set of possibilities; scenarios take 

different situations with different starting points.  

(Lynch, Financial Times, 2000) 

 

2.4.1 Pay per click marketing 

Due to the low costs and ease of developing a web site, commercials organizations 

has established themselves on the web to provide services to their customers to 

advertise their products (Cheung, 1998). Chuang and Chong (2004) states that not to 

have a company’s customers to interested in their competitors products, the ads must 

have a one-way link to provide additional information about the products, and to 

prevent that the customers returns to the ads of the substitutes goods. Moran and Hunt 

(2006), claim that a reason for spending money on SEM is that searchers buy 

products. They further claim that fully 33 percent of the searchers are shopping, and 

41 percent of all web users search on search engines to find a web site to considering 

a purchase. If companies are not listed in the first few search results, their chance to 
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sell is deteriorated (Ibid). The difference between ads that get clicks and those who 

does not depends on the search words in the listing, so Moran and Hunt (2006) claims 

that every word matters.  

 

Porter (2007) state that popular keywords often cost much more than less popular 

words, and every time the customers clicks on an ad, the marketers get charged by the 

search engine. He further says that pay per click marketing is a process of purchasing 

text-link advertising from search engines so that an link and an ad to the company 

web site will appear in the sponsored listings that occurs at the top of the right-hand 

side of the search results. He continues with saying that the outcome order of these 

listings is based on several factors; the cost per click that the advertiser is willing to 

bid, the click-through rate which is the number of times a consumer clicks on the ad 

compared with number of searchers, and the last factors is the relevance of the 

landing page to the search query. 

 

As Logan Tod said in an interview by Croft (2008) in Marketing Week, “marketers 

must be user friendly, not just concentrate on the keyword buying process”. Moxley, 

et al. (2004) says that there is a criticism about pay per click marketing. The authors 

say that the integration with paid results becomes misunderstanding about the rest of 

the search results for the end users concerning the relevance in their search results, or 

at least how the relevance was computed. He further state that launching a pay per 

click campaign require a certain level of understanding to be successful. Porter (2007) 

lists several statements to be aware of; 

 

� Develop a web site, high in content, with an easily identifying theme. 

Companies should try to identify keywords and keyword phrases related to 

their product, and write ad copy specific to the chosen keywords. 

 

� Explore and consider all search engines, including major search engines, 

lesser-known engines, and relevant web portals. 

 

� Identify methods of measurement (i.e., cost per click, click-through rate, and         

conversion percentage) to measure campaign success. 

     

Janal (2000), states that buying keywords on a search engine is a great concept 

because users are identifying themselves as being in the market for those products at 

that time. The author further say that there are two parts of this advertising strategy, 

the first is when the consumer sees the ad, and the second is when or if the consumer 

clicks on the ad. He further state that the question is where in the companies’ websites 

the consumer will end up when clicking on the ad. He says that if companies’ have 

many products, the consumers will have to “wade” through the different products to 
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find what was related to the ad, which can lead to that they will not find what they 

were looking for. The answer to this problem he says is to link the ad to a specific 

page on the company’s web sites that are created just for these customers.  

 

Janal (2000), claims that it is a high number of pioneering consumers companies 

logging on to the internet around the world, and the marketers that not understand this 

fact is losing opportunities. He further discuss several components to think about 

when companies wants to increase their sales over internet in international markets, 

some of them are;  

 

� Make the web sites available in several languages, and have the page edited 

by a native speaker.  

 

� Be considerate of cultural difference and to be conscious of word choice and 

idioms.  

 

� Make it easy for the customers to find prices, and show the prices in local 

currency. To be sure that the exchange rates is recently updated. And to make 

it easy to accept the customers’ money. 

 

� Be sure that it is possible to do business in other companies, be aware of 

international laws. 

 

2.6 Conceptual Framework 

According to Miles and Huberman (1994), a conceptual framework is used when a 

study explains key factors, constructs or variables in order to give a view of the theory 

building. Miles and Huberman (1994) further recommend that researchers should use 

a conceptual framework in order to answer research questions. As mentioned earlier, 

SEM is relative new on the market and there is no specific theories concerning this. 

This study is based on recommendations gathered from secondary data that will 

explain strategically approach for small sized enterprises, and the framework will 

show some of the important statements from this chapter.  

 

 
Growth share marketing: 

Johnson, Scholes and Whittington (2005) 

 - Companies achieve competitive advantages if their bases of their business units are 

focused with its market, and that this can be achieved if the companies follow three 

circumstances; greater volumes, activities on which differentiation can be built on 

and entry strategy. 
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 - For companies to maintain the strategic advantages, they need to achieve much 

greater volumes, which could provide the company with lower costs when offering the 

products. 

 

Moran and Hunt (2006) 

 - 64 percent of all web users utilize search engines as their primary source for 

finding information, and Google is the most popular. 

 
 

Segementation and targeting within e-marketing: 

Strauss, El-Ansary and Frost (2006) 

 - Define their customers and their customers’ needs to be able to customize their 

marketing due to decide what type of marketing they should focus on. 

 - Marketing segmentations is on the other hand the process of gathered individuals 

with similar characteristics that relates to the use or benefits of a product or service. 

 
Kotler (1997) 

 - Implications are that it helps homogenizer markets and can improve organisational 

performance by targeting defined segments of the market. 

 

Porter (2007) 

 - Local targeting seems to be the new phenomenon within search engine marketing, 

and that it is for a good reason. 

 - SEM is a new way of more effective communication within the wide and big 

consumer catchments’ area that are searching for products on the internet every day. 

 

 

Effectiveness and efficiency: 

Jobber (2004)  

- For companies to operate successfully, they need to attempt attractive markets and 

offer products or services that consumers are demanding.  

 

Strauss and Frost (1999) 

 - Internet allows companies to gain effectiveness and efficiency by different 

standpoints. In order for companies to get more efficiency, internet allows companies 

to lower their labour costs when there is no need for the same amount of labour. 

-   Manufactures can reduce the cycle of time by quickly responding to the 
marketplace. -  Service to the customers could be improved by better services in form 
of satisfaction through quicker responses. 
 
 
E-marketing strategies and pay per click marketing: 

Chuang and Chong (2004) 
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 - The effectiveness of advertising is important and measured as the number of 

customers who actually purchase the product.  

- Consumers search for evidence or clues that will lead to the product they need, 

advertising companies need to provide enough clues to guide consumers to their 

product through the internet. 

 - Companies can, in order to reach this goal, be placed on a third parts’ web pages, 

in form of ads or links. 

 
Chaffey, Mayer, Johnston and Ellis-Chadwick (2002) 

 - Companies need to act quickly, since the competitive advantages tend to be short 

lasted on internet. 

 

Moxley, et al. (2004)  

- Launching a pay per click campaign require a certain level of understanding to be 

successful. 

 
Janal (2000) 

 - Buy keywords on a search engine is a great concept because users are identifying 

themselves as being in the market for those products at that time. 

- Link the ad to a specific page on the company’s web sites that are created just for 

these customers.  
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3. METHODOLOGY 
This chapter will present and describe the journey of gathering our data in order to 

answer the research questions. This chapter will start by presenting the research 

purpose and continues with the approach and choice of strategy of the thesis. It will 

further follow by data collection, sample collection and a data analysis. The chapter 

ends up describing the quality standards of the thesis in form of validity and 

reliability. To show the outline of this chapter and how each headline fit, figure 3.1 

shows an overview. 

 
 
 
 
 

 
 
 
 
 
 
Figure 5: Methodology overview 

Source: Tim Foster (1998, p. 81) 

 

3.1 Research purpose 

Saunders, Lewis and Thornhill (2000) explain that as every research has more than 

one strategy that they imply, the same is regarding the purpose. In order to accomplish 

the study of a problem, the authors refer to three different purposes, which are; 

exploratory, descriptive and explanatory. They state that exploratory studies are 

valuable when the researcher wants to clarify the understanding of the problem for the 

reader. The definition of the meaning exploratory studies is if the researcher wants to 

find out “what is happening; to seek new insights; to ask questions and to assess 

phenomena in a new light” (ibid). Saunders, et al. (2000) defines descriptive research 

as a piece of the attachment for the exploratory research. They further claim that this 

is necessary for the researcher in order to create a clear picture of the phenomena on 

which the data is collected. Saunders, et al. (2000, p. 98) definition of an explanatory 

study is; “studies which establish causal relationships between variables”. The aim of 

this study is to emphasis the situation, in orders to clarify and associate the differences 

between the companies.  
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Based on the reasoning above, the purpose of this study is to use all of the mentioned 

purposes. We will explore, describe and explain how small sized companies can 

market themselves in a better way according to us with the use of Google AdWords. 

We also wanted to see how the companies were implying the Google AdWords today 

and what words they were using. This information was gathered by interviews which 

lead to a conclusion of our own. The explanatory part of the study will be the aim of 

the study which is to give a better view and understanding of the companies and the 

best way of marketing themselves with the use of AdWords. The main purposes were 

made by delimitations, since Internet is a broad subject. We limited the research by 

only focusing on AdWords used by Google.   

 

In order to justify the given information in an explanatory way, the research question 

is formed in ways that will cover the problem area.  

 

The fact how the information has been collected, formed and analyzed will give this 

essay a broad description. The explanatory part of the work will be presented in form 

of explanations and how the answers for the questions will be presented.  

 

3.2 Research approach 

Saunders, et al. (2000) explains how a research approach can be divided into 

deductive and inductive approaches. Explanations of the meaning within the two 

approaches are given by the authors. If researchers develop a theory and hypothesis 

and design a research strategy to test the hypothesis, is called a deductive approach. If 

the research is based on collecting data and the researcher develops theories as a result 

of the data analysis, the approach is inductive (ibid). Since the task was to come to a 

conclusion based on scientifically principles, the appropriate approach for this study is 

deductive. The study is about to come to conclusions from collected data and theories, 

and then explain the relationship between the variables. It is important and necessary 

to select samples of sufficient size in order to generalize the conclusion, which a 

deductive approach gives.  

 

Denscombe (2000) describes a diligent way for researchers of using terms that will 

indicate a starting point, can be divided in Qualitative and Quantities data. He further 

claims that quantitative data conveys a “halo of scientifically respect”. The reason of 

this is that the data is based on numbers and results in form of diagrams and tables, 

which according to the author gives an objective research and a feeling of solid. The 

explanation of qualitative data is according to the author a part of the gathering of 

information and the choice of development of theory.  He also claims that in neither 

of the cases, the descriptions give a “pure” image; the results will always be based on 
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the researchers interpretation. Saunders, et al. (2000) refers to the analysis of a 

quantitative data as a product of all research strategies. In order to understand 

qualitative data, a key distinction is to be drawn between qualitative and quantitative 

research.  

 

 

 

 

 

 
 
 

 

 

 

 

Figure 6: Distinctions between quantitative and qualitative data. 

Source: Saunders, Lewis and Thornhill, (2000, p. 381) 

 
The chosen approach was based on the qualitative data since the interviews were 

mainly focused on words and expressions rather than numbers. The qualitative data 

were useful in this case, because of the information that earlier researches is based on. 

The figures and numbers gave a picture of the historical views of the use of AdWords. 

This was mainly caution of how the small sized enterprises needed a push on their 

marketing strategy, when using AdWords.  

 

3.3 Research strategy 

According to Saunders, et al. (2000), the research strategy works like a plan for how 

you will proceed when you will answer your research questions. They further explain 

that the need of a clear research strategy is therefore very important. They continue 

with explaining the main research strategy methods, which are; Experiment, Survey, 

Case study, Grounded Theory, Ethnography and Action Research. Yin (2007) 

mentions that if a researcher wants to know the answer of “why” when the need of 

several cases is used, a multiple case study is recommended. A multiple case study 

according to the author gives a broader set of documentary information beside the 

interviews.  

 

Yin (2003) explains that there are three main reasons that decide what research 

strategy to use and that they are depended on what strategy to be used. The first 

reason is based on the form of research question, the second one is requiring control 

over behaviour events and the third reason is the focus on contemporary events.  
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Figure 7: Relevant situations for different research strategies 
Source: Adapted from Robert K. Yin (2003, p. 5) 
 

 

The most challenging task for the researcher is to use a case study in research 

purposes (Yin, 2007). Since our main focus is on the research question, the choice of 

research strategy lead to a case study and survey, according to Yin (2007, p. 23) they 

both answers the questions “how” and “why”. A cross case study was more suitable in 

this case, because we wanted to understand how Google AdWords was used and how 

small sized companies can be more effective in the way of using it. The multiple case 

studies were also used because several companies were randomly chosen in the 

research. There were interviews done so comparison between the companies could be 

made. Therefore no control of behaviour events would be needed, only the 

contemporary event would be suitable.   

 

3.4 Data collection method 

According to Saunders, et al. (2000), literature sources helps individuals to develop 

and get a better insight of what earlier researchers have been conducted. They further 

explain that this form of research can be divided into three different categories, which 

are; primary, secondary and tertiary data. They explain the meaning of the different 

categories of literature resources is to profiling the results of information from 

originally sources. The information flowing from primary, secondary and tertiary 

becomes less detailed and less reliable, the reason is that the primary data is more 

difficult to trace. Therefore, in order to increase the level of detail, we decided to 

begin our data collection from the tertiary to secondary and then to primary data. Our 

secondary sources were based on different citations that different authors made, which 

could easily be traced. Methods to collect secondary data were for example to search 

in data bases for different keywords, like; AdWords, e-marketing, marketing strategy, 

etc. and their definitions. We were using different sources when gathering the 

different information, the most effectively one were from Luleå Technological 

University (LTU) database, called LUCIA. Here we were able to find articles, 

Journals, Books, Newspapers and also link to different sites on the web, were 
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information could be gathered. The primary data were the gathered information based 

on our interviews of the chosen companies. 

 

3.5 Sample selection 

Saunders, et al. (2000) explains that when using a case study, the choice of techniques 

for selecting samples will be important. They further explain the full set from where 

the sample is taken, which is called the population. The word population is not used in 

normal senses; it can be anything, not only people (ibid).  

 

 

 

 

 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

Figure 8: Population, sample and individual cases. 
Source: Adapted from Saunders, Lewis and Thornhill, (2000, p. 151) 

 
Google AdWords have a policy to their customers, which is that they can not give out 

any information about their paying advertisers. The search of companies could be a 

long process, and because of the lack of time and money we decided to limit our 

research on;  

 

� Small sized companies in Sweden. 

 

� Companies that use and pay for the advertising of AdWords in Google. 
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In order to limit our access in the choice of respondents, we had to start from the 

Google webpage. We began writing different keywords; which were based on words 

from different industries which in the felt on the search engine lead to different 

AdWords on the site. Google have a large number of companies that are paying for 

the advertising located on the right hand side of the page. In order to know if the 

companies were small, medium or big sized, we looked at their webpage’s and found 

different information about the organizations. The limitations of the companies were 

set according to the definition of small sized companies.  

 

We were hoping for as many companies as possible for our research, but as the time 

were limited and companies using AdWords was hard to find, we ended up with using 

seven different companies that were able to give us useful answers. We tried to pick 

companies from different industries and areas within Sweden, for a trustworthy result. 

We tried to get in touch with the persons in the companies that had the responsibility 

for their use of AdWords. The companies that were chosen was; Hammenhögs 

Gästgivaregård, Editerat.se, Lottas Kök & Catering, Skoogsgården, Farm & Form, 

LM Wear and Fashion HB, Alocost.se. 

 

The fact that the companies use AdWords was not enough in order to be picked for an 

interview. They had to have some history with using AdWords, which meant that the 

chosen companies had to have advertised themselves in a period of six months or 

more. The specific time period could give the companies some history and knowledge 

about the AdWords which the research is reaching for.  The concentration of the 

sample consists of eight Swedish companies using Google AdWords. The chosen 

companies were contacted through phone and participated with the interviews. There 

were also e-mails sent to some of the companies; due they asked for more information 

about the interviews.  

 

3.6 Data Analysis 

According to Miles and Huberman (1994) qualitative data is associated and focused 

on with the richness and fullness in form of words of the subject. The process can be 

referred to as a three stage analysis, which are:  

 

� Data reduction 

 

� Data display 

 

� Conclusion drawing and verification 

 

The first step of the analysis, data reduction, is about selecting, make abstract, 

simplify, focus and transfer the collected data. The second step, data display draws 



Lovisa Nymark & Sheila Ramazan [2008] 

 

[25] 
 

conclusion which make it easier to organize and compress the data. The third and last 

step gives the researcher a decision of how to express explanations and in order to 

specify interpret.  (ibid) 

 

Yin (1994) suggests that when using existing theories in order to formulate research 

questions and objectives, a theoretical proposition is recommended to develop the 

organization of the work and to make the data analysis direct. Therefore, theoretical 

and descriptive frameworks have been used in order to analyse the qualitative data. 

Due to the fact that this study is a cross case study, it is based on analysed qualitative 

data, and the three step of analysis from Miles and Huberman (1994) has been 

followed. The analysis from the study gives meaning and expression through words. 

The collected results that have been gathered from several cases has been classified 

into categories and compared with each other. The purpose of this were to answer the 

research questions from chapter one.  

 

3.7 Quality standards 

Saunders, et al. (2000) explains that reliability and validity are two main emphases on 

research design that are reducing the possibility of getting the answers wrong. 

According to Yin (2007) there are four logical criterions that can be relevant to judge 

the quality of the work. The different criterions of the quality standards have been 

applied to this work.  

 

 

 

 
  
 
 
 
 

 

 
Figure 9: Four criterions and their way of apply within case studies.  
Source: Adapted from Robert K. Yin, (2007, p. 55) 
 
 

3.7.1 Validity and reliability 

Denscombe (2000) claims that in order to look at different things from different 

perspectives, and the opportunity to receive same results as earlier studies, can 

increase the validity of the work. The reason is that researchers can have “right”, if 

they come up with the same conclusions. Therefore this gives a strong support for the 

data analysis that is used in a triangular of analogy. Saunders, et al. (2000, p. 101) 
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describes validity as “concerned with whether the findings are really about what they 

appear to be about”. The different patterns of data collection method, documentation 

and observations were used in order to increase the triangular of analogy of the work.  

 

The main task within this work was to fulfil the validity and reliability of the work as 

much as possible, which were done by the use of several sources when using data and 

substantiate. The comparison of “matching patterns” was done to build up an 

explanation that could lead to the use of logical models.  

 

There are two questions that can be assessed by reliability, depended on if the 

research is a deductive or inductive approach. Since this essay is built on a deductive 

approach, the question that needed to be answered was following;  

 

� Will the measure yield the same results on different occasions? (Saunders, et 

al. 2000, p. 100) 

 

Yin (2007) mean that it is necessary that earlier results have had come to the same 

conclusions when using same case study in order to minimize the error and distortions 

in the study.  

 

In order to minimize the error, e-mails were sent to the respondents before interviews 

were done. There was also a tape recorder used, so misunderstandings could be 

eliminated. The language was performed in the mother tongue which is Swedish, 

which could lead to decrease in misunderstandings during the interviews. During the 

translation when writing the interviews, there was dictionary used in order to decrease 

further mistakes of translations. Several repeats of the interviews were also made to 

eliminate the misconceptions of the answers from the questions been asked. The 

formulations of questions were done and corrected by the instructor, Håkan Perzon, 

before sending them to the chosen companies.  
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4. EMPIRICAL DATA 
This chapter will present the answers from the interviews with small companies being 

made, as well as additional information about Google and AdWords, mostly taken 

from Google’s own web page. The facts about Google are described in reason to give 

the reader a better understanding of how Google and AdWords work. As all the 

interviewed companies not wanted to share the information about what their use of 

AdWords had done for them in exact numbers, this is not mentioned in the empirical 

data. 

 

4.1 A presentation about Google and Google AdWords 

Moxley, et al. (2004) explains that search engines and commercial television is 

similar due advertiser are the customers and the service for sale is displaying the 

advertiser for its viewers. They do not state that the users are not beneficial, even if 

they are aware of these relationships. They also say that both search engines and 

commercial television are in dependence of their viewers if they want to sell their 

services to its customers. Hence without users clicking on the ads at for example 

Google AdWords, there would not be any companies choosing this place to pay for its 

promoting (ibid). They further claim that Google can not deny that their real 

customers are the advertiser rather then it is the searchers.  

 

Pay per click marketing, is described as a cross between direct marketing and day 

trading, and is what Google makes 95 percent of its revenue from, according to Moran 

and Blake (2006). If companies want to have their ad shown at the top of the paid 

placements result, they need to pay a higher sum than its competitors with the same 

search word, according to Moxley, et al. (2004). This means that a financial service 

company for example might bid for a word like “loan” or “mortgages”.  

 

The name “Google” has a specific meaning, which is from the word “googol”. That is 

a term stated by mathematical Milton Sirotta and it refers to the number represented 

by the numeral 1 followed by 100 zeros, (Google, 2008). The chosen name represents 

the search engine Google’s mission “to organize the immense, seemingly infinite 

amount of information available on the web” (ibid). Google was founded in 1998 by 

two Stanford students in California, USA, Larry Page and Sergey Brin. In only ten 

years Google grown fast into a large company, mostly through word of mouth, and 

become so well-known that there is actually a common phrase to say that you will 

“google” someone or something. According to Google (2008), Page and Brin wanted 

to collect the world’s information and make it available for everyone. They further 

state that Google’s services are free, easy to use and deliver relevant results in less 

then a second. They further want their users to know when someone paid to be shown 



Lovisa Nymark & Sheila Ramazan [2008] 

 

[28] 
 

on their site, which is why they choose to differentiate the search results from paid 

ads. (Google, 2008) 

 

According to Google web site (2008), there are no minimum requirements on how 

much or how long companies must advertise with AdWords. They further claim that 

companies can edit and adjust both their advertising and budget as much as they like 

in order to reach their wanted result. Companies can decide a daily or monthly budget, 

as well as a maximum cost per click on their ad. For example they can choose to 

spend 50 SEK a day, and 0.5 SEK per click on their ad. Google gives their customers 

using AdWords feedback with statistics for their ad, so that the customers always can 

know how many people that are clicking on their ads and if they should change their 

ad or search word (Google, 2008). The companies will only be charged when 

someone are clicking on their ad, and will not be charged if the ad only was shown 

and not clicked on. Companies can choose to only have their ad shown for people in a 

for example radius of four miles. Google further claims that the marketing method, 

AdWords, works because the ad will be shown for customers that already are 

interested in that kind of product, since the search for that specific search word.  

 

4. 2 Interview with Hammenhögs Gästgivaregård 

This interview took place on the 19th of May 2008 over telephone with one of the 

responsible of Hammenhögs Gästgivaregård in Skåne. They come in contact with 

AdWords themselves, when they saw the phenomenon with sponsored links, and 

thought that this was something that Google would offer, so they started to use 

AdWords for approximately two years ago. The company was not sure if there were 

any specific search word that has been the most effective, but he thought that two of 

them could be “Hammenhög” or “Österlen”. Their budget for advertising with 

AdWords is approximately 1000 SEK per month. They also have other kinds of 

internet marketing, for example different forums or portals, which they spend more 

money on then what they do on AdWords. They have choose to show their ad on 

AdWords in all Sweden, which means that it does not matter if there are someone in 

north or south Sweden searching or “google” that word, it will be shown to 

everybody. The company further claims that they now use about 20 different search 

words in their marketing with AdWords.  

 

They have not seen any specific changes in the company since they started with 

AdWords. They claim that they had a good web system before AdWords, and that 

their website and web system was so good that they started with AdWords as well. 

When they formulated the text ad for AdWords, they wanted to point at special and 

unique things with an old inn. They do not know if AdWords has made any changes 

on their turnover. They think that using AdWords requires a great deal of technical 
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understanding and that people has to be well-known with the Internet. They also say 

that they are satisfied with AdWords as a marketing tool. 

 

4. 3 Interview with Editerat.se  

The interview took place on the 14th of May 2008 by telephone with the responsible 

person for the company Editerat located in Boden, Sweden. They started to use 

AdWords for approximately three years ago when the company owner hear about it 

through his work in the marketing field. The company claims that the search words 

they are using, which generate the most clicks, are “webstrategi”, “webbyrå”, 

“reklambyrå” and “hemsida”. Their budget for AdWords is a few hundred SEK per 

month. The company does not use any other marketing tools for the company. They 

further claim that they have got most of their customers through contacts. The 

company has limited their ad on AdWords to only be shown in the part of Sweden 

known as “Norrbotten”, and they use around 20 search words for the marketing on 

Google. There have not been any specific changes in the company since they started 

with AdWords. Their best marketing strategy is basically talking to customers in 

person. In order to increase their AdWords-efficiency, they constantly update the text 

show in connection with their company. When trying to write something that will 

entice the customers, it can be for example “smart web?” or “ny hemsida?” which has 

worked well. The company has not noticed any specific changes in the turnover in 

connection with their advertising with AdWords. One thing that they are not satisfied 

with when it comes to AdWords is that the companies who use AdWords as a 

marketing tool does not know everything there is about the search words, or which 

search words the customers in general tends to search for. They further say that they 

feels satisfied with AdWords in general, and thinks it is a good way to have total 

control over the marketing and that it is very concentrated to the target group. But 

they further believe that it is more difficult when it comes to market this kind of 

service. 

 

4. 4 Interview with Lottas Kök & Catering 

This interview took place on the 13th of May 2008 over telephone with a responsible 

person for the company Lottas Kök & Catering in Luleå, Sweden. They started with 

AdWords for one year ago, and say that their most successful words are the words 

“catering”, “restaurant”, “lunch” and “bröllop”. Their budget for AdWords is 20 000 

SEK or less per month, and they have limited their marketing on AdWords to only be 

shown in Norrbotten, Sweden. The company put most of their marketing budget on 

search engines, but does also have a small ad in the paper “Annonsbladet” in 

Norrbotten once a week.  
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The largest change that is noticed in the company since they started with AdWords is 

that their catering business is increasing continual. Their highest number of hits with 

AdWords occurred as recent as April, 2008. They do not know how the text in their 

online advertising message was designed, since their marketing agency is doing this 

for them. They further say that the company’s turnover has increased a lot since they 

started with AdWords. They do not know in what way AdWords could be improved, 

because of their marketing being outsourced, but they claim that they are very 

satisfied with AdWords as a marketing method. 

 

4. 5 Interview with Skoogsgården 

This interview was done on the 19th of May 2008 by telephone with a responsible 

person for Skoogsgården’s usage of AdWords. A friend of the owner recommended 

AdWords and said it had been useful to the company where this friend worked. 

Skoogsgården started with AdWords one year ago, and spent about 600 SEK on 

marketing at Google each month. The company believe that the most successful 

search words they use is the word, ”fiske”, which has had over 327 000 clicks. The 

company has two different ads on AdWords, one directed to all regions in Sweden, 

and the other intended for Denmark, Germany and France. They have chosen to use 

about ten different search words on Google.  

 

They claim that they have not noticed any specific changes for the company since 

they started to use AdWords, and that they are not sure if there has been any changes 

or not. When the ad-text was formulated they wanted it to be as good as possible, but 

there are so few words that can be fitted into the ad so they found it hard to describe 

the company in the best way. One thing they wish Google to improve is that words 

that are not frequently used become inactive, with a cost of 35 SEK to activate these 

words which for them is to expensive in the long run. In general, they are satisfied 

with the usage of AdWords. The thinks it is good that you know what you are paying 

for. They further think it is good that you can follow the “clicks” and that you can see 

if people visit your homepage because of AdWords, and the fact that u can look at the 

profitability of the ads. 

 

4. 6 Interview with Farm & Form  

This interview occurred 21th of May 2008 over telephone, with a responsible person 

for Farm & Form. It was when the company visited Google’s homepage they come up 

with the idea to market their company with the help of Google AdWords, less then 

one year ago. The company says that their most effective words are “hästar”, “hästens 

anatomi” and “hästens hållning”. The amount that they spend on AdWords each 

month, depends on the company’s current budget, but it is somewhere around 300 

SEK per month. They put more money into other marketing activities like advertising 
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in different papers which seems to be more effective for them. The company has 

chosen to have their ad on AdWords shown in all Scandinavia, and use about 15 to 20 

different search words.  

 

They have not noticed any specific changes for the company or its turnover since they 

started with AdWords, and they believe that AdWords takes a lot of time and need to 

be updated daily to be successful. When they designed their ad for AdWords they 

tried to orientate via the products and to use specific product words. They believe that 

AdWords contributes to a positive result for the company, but that it takes long time 

before its starts to shown. They are satisfied with AdWords, but thinks that Google 

could be more effective, for example if someone write “horse”, there can be shown 

ads that have a pen with a print on with a horse. They think Google should 

specify/categorize different industries.  

 

4. 7 Interview with LM Wear and Fashion HB 

The interview with LM Wear and Fashion HB took place on the 21th of May 2008, 

over telephone, with the person in the company responsible for advertising with 

AdWords. The company started with AdWords for about eight years ago when 

Google called the company to inform them about it. They spend 10.000-15.000 SEK 

on marketing through AdWords every month, and their most effective word that 

achieve most clicks are the word ”namnskyltar”. They do not use any other marketing 

for their company. Their ad on Google is shown in all of Sweden without any 

limitations, and they use about 50 different search words. They say that the change for 

the company due to AdWords can be resembled with the “ketchup effect”, which they 

say means that for a start they did not see any changes at all, but after a while there 

was a big change. The turnover has increased in correlation with this change. When 

they designed the text, for their ad on Google, they wanted to connect the words to the 

products. One thing, from their point of view, that could be improved with AdWords 

is that when someone is searching with a word, Google displays all different kinds of 

ads, no matter if they are related to the product. This could be filtered in some way, 

for example divide all different industry so there will be more space. They state that 

they are very satisfied with AdWords as they have used it for eight years.  

 

4. 8 Interview with Alocost.se 

This telephone interview occurred 21th of May 2008, with a person responsible for 

the company alocost.se. The company heard about AdWords through a friend of theirs 

and started to use AdWords 16 months ago. They spend around 900-1000 SEK on 

AdWords per month, and all together they spend about 10 000 SEK on marketing 

each month. Other marketing tools that they use are paid placement and advertising in 

different papers, but they like the fact that AdWords is the cheapest alternative. They 
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are advertising with in all regions of Sweden, and have about 100 different search 

words.  

 

Since they started to use AdWords they have had a 100 percent increase on their 

turnover. They believe that some things about AdWords that could be improved by 

Google, is for examples lower the costs for some words. They say that many words 

has been more expensive because of the high competition, and they think it is hard to 

expand in their market with small products that’s been popular, which has led to 

higher costs from Google in these kinds of search words. They have experienced an 

increase in costs for some words by up to 100 percent. In general the company is 

satisfied with AdWords because this has made their turnover increase, and they 

believe it is cost effective.  
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5. DATA A�ALYSIS 
This chapter will present the empirical data from chapter 4, compared to the theories 

that were presented in chapter 2. This part of the work will provide the study with 

answers that will create conclusions that will be shown in the final chapter. An 

average data analysis was made based on the answers that were received from the 

interviews. 

 

5.1 The companies implementation of growth share marketing  

RQ1: The chosen companies were all using a differentiated strategy, since they all 

compete with different products on the internet market. The price level of the 

companies was low compared to competitors in the same industry. None of the 

companies were using high price strategy according to the industry range on the 

internet market. AdWords advertising is time requiring and in order to succeed with 

the pay per click marketing, the companies need to spend time with this system daily, 

which did not seems to be the case for all companies. The companies’ web pages were 

studied carefully in order to make findings. For example the companies could use the 

call to action statements by Janal (2000) that were mentioned in chapter 2, to increase 

their sell. 

 

RQ2: The companies need to create a neutral image of what they offer to their 

customers, and the companies need to be creative when writing their ads in order to be 

more enticed. The interviewed companies need to create words that are beneficial for 

their products and not just the name of the company.  

 

According to Janal (2000), companies’ web page is not always utilized to the 

maximum. In order for companies to draw attention and entice customers to their web 

pages, they need to utilize themselves with product offering and prices. For instance 

(Appendix 2), most of the companies do not have any prices published on the first 

page of their web sites. For the customers to know the prices of the products, they 

need to click further on the products to receive the price information. Janal (2000), 

mentions that the way of setting prices could have a large impact of attracting 

customers to the web site. For instance, the author claims that companies that show 

their prices on the internet need to have as low prices as possible, instead of writing 

50 SEK a price of 49, 90 SEK would be preferred, and this could create a change in 

the customers’ behaviour.  
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5.2 Segmentation and targeting within e-marketing among the 

companies 

RQ1: During the analysis of data, we discovered that not all companies were effective 

with their choices of using the “right” words. Companies need to organize their 

keywords so they match with their choice of segmentation market. According to 

Morgan and Hunt (2006), there is a search engine method where companies can see 

their results to the search-engine users geographically. The technique is called a 

reverse IP-lookup, which could be beneficial for companies when advertising. In this 

way, companies can know were there is a high frequency of customers who are 

looking for them, or considering visiting the web page. Most of the interviewed 

companies were not looking for a specific part of the country to find their customers, 

and some of them was only showing their ad in that specific landscape were they had 

their company, which we think can be an “delimitation” that is not always beneficial 

for a company in the internet market. The companies did not seem to look for any 

specific group of customers, for example when it comes to age or sex.   

 

RQ2: Morgan and Hunt (2006) mention that segmentation and targeting is the major 

part of the advertising system. AdWords gives certain geographically locations access 

to the companies who want to be visible. When companies choose their targeting 

market, they should think of the geographic location, they should also think of what 

type of customers they are looking for. 

 

Geographic targeting is a concept that target people using search-engines within a 

chosen area. Since companies pay for their visible locations, it is important for them 

to choose carefully. The targeting market can be tricky and very complicated. In order 

to choose the right geographically target market, companies should consider where 

they believe there is the highest demand for their products. For instance, a small 

company that works with hotel management should use geographic targeting. They 

should not only pay for locations that are domestic, due to many people that visit 

hotels, can live in other parts of the world. 

5.3 The companies effectiveness and efficiency  

RQ1: The multiple case studies that have been done showed that the companies used 

AdWords in different ways. For example, the companies are paying a fixed amount of 

money per month, which will generate a certain number of clicks on their web sites. 

The interviews also showed that some of the companies were not spending enough 

time in front of their computers, which could lead to less awareness about what was 

happening on their web site and what they should do to increase their site. The 

average purchasing occasion that occurred of AdWords was uncertainty. The 

companies that was not only internet based, had no access to information that showed 
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if their increased purchase were caused by the advertising in AdWords, or if it was 

because of other advertising methods that were used.  

 

RQ2: As mentioned in chapter 2, according to Jobber (2004) companies can influence 

their purchasing process in form of price settings. For example during occasions like 

Christmas and Easter, prices use to be higher. Due to the high online competition, 

companies need to improve their purchasing power in order to be more cost effective 

and cost efficient in their way of doing business. Based on the multiple case studies 

that were done, not all companies were low price focused, or did attempt low price 

strategies, but most of the companies had have some increase of sales compared with 

before using AdWords.  

       

In order to gain more efficiency, as Strauss and Frost (1999) refers to, companies need 

to improve the factors of purchasing, environmental management, cycle time, 

customers’ service and sales and marketing factors. The purchasing can be improved 

according to the authors if the companies eliminate jobs from the organization. The 

company can then lower their costs and at the same time create downward of the 

pressure in prices. This will be an advantage, since the company can be more 

attractive in their use of AdWords, if buyers see lower prices that are mark.   

 

Strauss and Frost (1999) further explain that the second factor that has an impact on 

the gaining in efficiency is the inventory management. The company needs to be more 

interested in paying attention to the inventories. Jobber (2004) state that inventory 

control is the source of the conflict behind finance and marketing management.  

 

5.4 The companies implementation of e-marketing strategies and 

AdWords pay per click marketing 

RQ1: As mentioned earlier, strategies within e-marketing is useful when companies 

strive to promote their web sites on internet in one way or another. To do this, the 

companies need to explore the web site in a way that has not been done earlier. When 

doing that with the use of AdWords, it creates an opportunity for companies to be 

more visible. It seems like this form of e-marketing strategy has not been fully 

strategically used by the companies, probably because it still is a new way of 

marketing. For example, the empirical data analysis showed that Skoogsgården and 

Farm & Form were focused both on the domestic and the foreign market. To succeed 

with this, according to Janal (2000) the companies need to be focused on the 

language, which Skoogsgården has been aware of since they have provided the page 

in both Swedish and English. Farm & Form has not provided their web page in any 

other language than Swedish. The company is focused on the Scandinavian market, 



Lovisa Nymark & Sheila Ramazan [2008] 

 

[36] 
 

and could provide the web page in for example Norwegian, Danish and Finnish as 

well. The company could otherwise use English as an alternative.  

 

Small sized companies have a disadvantage in financial resources compared to more 

established companies on the internet market. Chaffey et al. (2002) claims that in 

order for small sized companies to gain competitive advantages within e-marketing 

they need to focus on their external opportunities and threats that are caused by the 

internet environmental issues. The empirical data showed that the companies may not 

be focused enough on capturing market shares. The companies’ main focus in their 

web sites seemed to be at their products. In order to increase their market shares they 

could have different offers that are innovative compared to their competitors.  

 

RQ2: For companies who want to succeed both domestic and internationally with 

AdWords as their e-marketing method, there are examples of components that could 

be followed: 

 

� What was mentioned in chapter 2 by Porter (2007) was that the companies 

should develop their web site high in content, with an easily identifying theme. 

The companies should also try to identify keywords and keyword phrases 

related to their product, and write ad copy specific to the chosen keywords. 

 
� Janal (2000) stated that to make the web sites available in several languages, 

and have the page edited by a native speaker will higher the chances of 

succeeding. as well as the companies should be sure that it is possible to do 

business in other countries and of that countries laws and directions, and be 

conscious of words choice and idioms. The companies could also make it easy 

to find prices in the local currency. 

 

� As mentioned in chapter 2, Chaffey, Mayer, Johnston and Ellis-Chadwick 

(2002) claims that in order to for companies gain competitive advantages, 

there is a need for an analysis of the external opportunities and threats that are 

presented by the environment of internet. They further state that companies 

need to act quickly, since the competitive advantages tend to be short lasted on 

internet. 

 

� We believe that companies need to understand the measurements from 

AdWords statistical information page, which shows different data about their 

search words. If the companies understand the data from the search words, 

they could recognize different trends among the search words and know which 

ones to focus on. The empirical data showed that the companies seems to be 

more focused on quantitative than qualitative words. 

 



Lovisa Nymark & Sheila Ramazan [2008] 

 

[37] 
 

� As Chuang and Chong (2004) stated, that for the companies not have their 

customers to interested in their competitors products, their ads must have a 

one-way link to provide additional information about their products, and to 

prevent that the customers returns to the ads of the substitutes goods. 

 

� It is important to have the prices shown in the foreign currencies. This could 

provide the foreign customers with such service that will make it easier to 

purchase.  

 

5.5 Analysis review 

This is a brief summary made by the gathered information from the interviews 

compared to the theories being shown, as well as our recommendations which are 

presented in the figure.  

 

The companies that participated seemed to be unaware of some of the mentioned 

criterions for succeed with AdWords. One mistake that was made by the companies 

was for example not to be so updated with their search words.  

 

Based on the reasoning above, in order to avoid “frauds”, as mentioned in the problem 

discussion, the companies need to be creative in the formulation of words. They need 

to start with thinking about where they believe that they can find most of their 

targeted groups. Then the companies need to create words in the specific language 

they believe their targeting groups can be founded. There are companies that make the 

mistake to only formulate words in their domestic language, when they are focused on 

the foreign market as well. Several companies formulate words that are less effective, 

which lead to that they tend to receive “frauds”.  Companies have access to most of 

the information from Google about their clicks statistic, which they could follow daily 

to see which words that is most effective in their marketing campaign. A 

recommendation to the companies who do not follow the site daily is to make sure 

they do it in the future. The site statistics gives the company a signal that can be 

interpreted if the words they are paying for are useful or not.  

 

The figure has been created for the small sized companies need for better advertising 

strategies, to be successful on the market.  
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Figure 10: To succeed with the usage of AdWords 
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6. CO�CLUSIO�S A�D IMPLICATIO�S 
The purpose within this essay was to study search engine marketing through Google 

AdWords and look at how it may affect small/medium sized companies and if this 

marketing tool could become more effective. We will within this chapter draw our 

own conclusions according to the purpose and research questions of this essay, as 

well as give examples of implications for management and for future research.  

 

6.1 RQ 1: How do small sized companies seem to use Google AdWords? 

When collecting the empirical data for this essay we were looking for small sized 

companies that were using Google AdWords. It did not seem like AdWords were as 

common as we had thought among small companies, and we did not get that many 

hits when we searched on different words and industries on Google.se. During the 

interview with the companies, we found out that some of the managers or owners of 

the companies did not seem to be that familiar with AdWords. For some of the 

companies we had to describe the system of AdWords and how it works. We believe 

that internet marketing and especially pay per click marketing is still to be considered 

quite new as a marketing strategy. In the empirical data there are clearly shown that 

there is a distinction from less then a year up to eight years of using AdWords, but 

most of the companies have used it for about one year.  

 

One of the advantages about AdWords is that companies can choose to spend how 

much money they want per month; there are no minimum or maximum limits. As 

shown from the interviews, within the companies it seems to be a great difference in 

how much money they like to spend, but most of them do not spend so much per 

month. This also seems to be one of the most popular reasons for small sized 

companies to choose advertising through AdWords, it is not necessary to spend much 

money to make an impact, but from the interviews it seemed to be a connection 

between spending more money on AdWords to reach a higher success with AdWords.  

 

AdWords is flexible with how much time the users have to spend with their ad, and 

several companies were creating an ad and choosing some search words they thought 

were suitable, and was satisfied with that. The interviews showed that some of the 

companies did not know if their increase of the revenues was because of advertising 

with AdWords, or if it is depending on something else, like any other marketing 

method they are using. The interviews also showed that AdWords would lead to some 

increase of the sale and that the companies could spend more time and efforts into it 

to succeed better. We believe that AdWords takes a lot of time due to customers’ 

behavior and preference changes all the time, so the ads and search words must be 

frequently updated. This does also take a lot of research on the market for the 

companies’ products; they must know what their customers want and what they are 
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looking for, especially hence this is advertising through a search engine where there 

actually is a great chance that the customers will search for their products.  

 

6.2 RQ 2: How could the usage of Google AdWords become more 

effective and efficiency for small sized companies? 

The society is getting more technological and that are the peoples habitats as well. We 

have studied the marketing strategies that we found important for e-marketing, and 

thinks that these strategies can be useful. 

 

To make a campaign with AdWords successful it demands some kind of marketing 

knowledge, like with all kinds of marketing. Presumably, the more marketing 

knowledge a company has, the more market shares will they gain with using 

AdWords. AdWords can, according to several of the interviewed companies, be a 

profitable marketing method, if its employs correctly.  Due to the fact that more and 

more people get access to computers and internet, it is for us logical that this will be 

the place where people spend more time. If people and consumers spend more time 

online, there is a possibility that this will be the most common place where people 

will shop, do their errands, and search for information on in the future.  

 

From the literature we studied, we found several things that we believe are important 

for the companies in order to be successful with marketing on search engines, like 

AdWords. For example, it seems to be very important to find the right target group for 

its products. When companies have discovered that, the next step will be to learn how 

to communicate with their target group. As when it comes to AdWords, it is important 

to use the right search words that this target group probably will search for, and write 

the right ads to this word. An example is the hotels or inns that we interviewed that 

are typically Swedish inns; these inns could be attractive for foreign tourists that come 

to Sweden for a vacation. In order to reach out to these customers it would be good to 

have its search engine marketing shown in their countries as well. To do that the 

company needs to include search word in the other languages and have their web site 

available in that language. By doing this the company can increase their chances of a 

higher profit.  

 

6.3 Implications for managers 

 
� Do constantly market research about the online customers and their behavior 

 

� Constantly update the search words 

 

� Constantly update the web page 
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� Chose the right target areas and have the web page available in other 

languages and currencies 

 

� Be contactable to your customers  

 

� Constantly check the statistics that Google provide about your search words 

and clicks 

 

� Be aware of your competitors and their marketing campaigns 

 

6.4 Implications for theories 

 
� A theory about “target your search campaign” 

 

� More specific theories about pay per click marketing 

 

� Theories concerning search engine marketing 

 

6.5 Implications for further research 

This essay has showed how small sized companies could strategically use their search 

words in order to achieve effectiveness in the usage of pay per click marketing. Hence 

we had limited time of ten weeks for the research; we will within this final chapter 

recommend further research about; 

 

� The same study but with a larger cross case study, in order to see if 

same results will be conveyed with larger patterns. 

 

� The same study but with a different direction or cases in order to see if 

studies that were chosen could have any affect on the results. An 

example of direction or focusing in e-marketing could be frauds, since 

it is a problem for companies when dealing with pay per click 

advertisement. 

 

� The same study could be applied, but instead of choosing domestic 

companies, companies abroad could be chosen as cases. There should 

also be companies in the domestic country that are focusing on going 

abroad with their business. They might use e-marketing and therefore 

cultural difficulties could be studied within e-marketing. 
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� The same study but with focus on customers buying behavior on the 

internet, were AdWords could be chosen as a case study. 

 

� The same study but with a concentration about the layout of web pages 

for chosen companies.  This kind of study could help companies to 

create a web page that is creating changes in customers buying 

behavior on Internet marketing. 

 

� A similar study, but with an concentration on see if higher amount of 

money are spending on AdWords would increase the effect. 
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Appendix 1, Intervju guide/Interview guide 

 
 

1. Vilka är era effektivaste ord, det vill säga ord som ger mest klick, i er 
användning av Google AdWords? 
Which are your most effective words, the words that generate the most clicks, 
in your advertising with Google AdWords? 

 
 

2. Hur fick ni höra talas om AdWords? 
How did you know about AdWords? 

 
 

3. När började ni använda er av Adwords? 
When did you start using AdWords? 

 
 

4. Vad ligger er budget på för AdWords varje månad? 
What is your company’s budget for AdWords each month? 

 
 

5. Hur mycket pengar lägger ni på övrig marknadsföring per månad? 
How much, or do you, put more money into other marketing each month? 

 
 

6. I vilka regioner annonserar ni med Adwords? 
In what regions do you market with AdWords? 

 
 

7. Hur många sökord använder ni i AdWords annonsering? 
How many search words do you use in your marketing campaign with 
AdWords? 

 
 

8. Vilka förändringar har ni märkt från marknadsföringen via AdWords? 
What differences have you noticed since your company started with 
AdWords? 

 
 

9. Vad tänkte ni på vid utformandet av er annonseringstext i AdWords? 
Did you think of anything special when you created your ad text in AdWords? 

 
 

10. Har AdWords marknadsföring påverkat er omsättning inom verksamheten? 
Has AdWords had any impact on your turnover in the company? 

 
 

11. Vilka förbättringsmöjligheter finns det med AdWords tycker ni? 
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What improvements do you think Google could be doing when it comes to 
AdWords? 

 
 

12. Är ni nöjda med AdWords marknadsföring? På vilket sätt? 
Are you satisfied with AdWords as a marketing tool, and in that case way? 
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APPE�DIX 2, Web Pages to the Empirical Data 
 
http://farmoform.se/ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
http://www.hammenhogs.nu/?gclid=CKSWtriHvZMCFQ8vQgodo1eODA 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

http://farmoform.se
http://www.hammenhogs.nu/?gclid=CKSWtriHvZMCFQ8vQgodo1eODA
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http://www.editerat.se/?gclid=CJC_gIuJvZMCFQo1QgodxhidCQ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

http://www.lottaskok.com/ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.editerat.se/?gclid=CJC_gIuJvZMCFQo1QgodxhidCQ
http://www.lottaskok.com
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http://www.skoogsgarden.com/  

 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

http://www.lmsreklam.com/ 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 

http://www.skoogsgarden.com
http://www.lmsreklam.com
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http://www.alocost.se/ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.alocost.se



