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Abstract

This study examines the effectiveness of Search Engine Marketing (SEM) strategies in enhancing organic
reach for an e-commerce platform in Foshan, China. Utilizing a quantitative correlational research design,
data were collected from 250 customers to assess perceptions of SEM components—keyword research,
keyword cost, targeting, and ad auctions—against measures of organic reach, including organic traffic,
click-through rate, and search engine rankings. Findings revealed no significant overall correlation
between SEM strategies and organic reach. However, specific components, such as keyword research and
ad auctions, showed isolated significant correlations with certain metrics like rankings and click-through
rates. The results suggest that while SEM is vital for visibility, factors such as content quality, website
usability, and algorithmic behavior may more strongly influence organic reach.
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Introduction

The digital landscape has witnessed a remarkable transformation in recent years, with Search Engine
Marketing (SEM) emerging as a pivotal strategy for businesses to enhance their online visibility. SEM
encompasses a range of techniques, including search engine optimization (SEO), paid search advertising,
and various optimization strategies, aimed at improving a website's ranking on search engine results pages
(SERPs). In a highly competitive online marketplace, the ability to reach and engage with the target
audience is paramount for the success of E-commerce platforms.

One notable aspect of this evolving digital landscape is the dominance of search engines in the consumer
decision-making process. For instance, Baidu, a leading Chinese search engine, boasts a significant market
share of 78.4% in China, surpassing even Google. Understanding the intricacies of optimizing for such
search engines becomes crucial for businesses operating in China. As revealed by Taylor (2021),
optimizing for Baidu requires specific techniques, including the use of alt texts, meta keywords, and
content in simplified Chinese. Furthermore, addressing Baidu's challenges in crawling JavaScript and
expedited indexing through marketing and public relations strategies can significantly impact a platform's
success.

The Chinese market presents its own unique set of challenges and opportunities, especially regarding
consumer behavior and brand recognition. As noted by "Marketing to China" (2023), Chinese consumers
tend to exhibit skepticism towards unfamiliar brands due to past market scandals. This skepticism
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underscores the importance of implementing a comprehensive SEO strategy tailored to the Chinese
market, which can bolster brand identity and recognition.

SEM offers a cost-efficient means for businesses to enhance their online visibility and target potential
customers actively seeking their products or services, as emphasized by a study published in the "SEM
Primers." By strategically targeting keywords and leveraging SEM campaigns, businesses can tap into the
immense potential of search engines like Google. These campaigns are easily customizable, allowing for
precise targeting based on factors such as location, device, and timing.

While the effectiveness of SEM strategies in boosting organic reach is evident, it is equally essential to
consider the role of organic reach within the broader context of digital marketing. As discussed by Chaffey
and Smith (2017), organic reach encompasses various strategies, including SEO, content marketing, and
social media engagement. It enables businesses to establish and maintain a meaningful online presence
without incurring additional advertising costs. The importance of creating high-quality, relevant content
optimized for search engines cannot be overstated.

In today's digital era, the adoption of e-commerce technologies plays a pivotal role in enhancing the
operations of Small and Medium Enterprises (SMEs), as highlighted by Almtiri et al. (2021). These
technologies encompass electronic funds transfer, streamlined data management, and internet marketing
strategies. The Kingdom of Saudi Arabia serves as a prime example of the growing acceptance of these
technologies, particularly in online payment methods. As digital transactions become increasingly
prevalent, the need to optimize organic reach and attract online consumers becomes imperative.

Finally, organic web traffic, often driven by unpaid search results, is a valuable asset for online stores, as
discussed by Bates (2023). The autonomy it offers from advertising platforms underscores its significance.
While measuring organic reach may vary across different platforms, utilizing analytics tools can provide
valuable insights into user engagement and exposure, as noted by SociaPilot (2023).

In light of this background, this study aims to explore the effectiveness of SEM strategies in enhancing
the organic reach of E-commerce platforms in Foshan, China. By considering the insights and findings
from the aforementioned studies, we seek to provide a comprehensive understanding of SEM's role in the
digital marketing landscape and its specific application in the context of Foshan’s dynamic market.

Research Question
Is there a significant correlation between assessment of the respondents on the current Search Engine
Marketing (SEM) Strategies and assessment of organic reach of the selected e-commerce platform?

Research Methodology

This study assessed and proposed improvements to Search Engine Marketing (SEM) strategies and organic
reach of a selected e-commerce platform in Foushan, China. The quantitative correlational research design
involved surveying a sample of respondents, assessing their perceptions of SEM strategies and organic
reach, and conducting statistical analyses to draw meaningful conclusions. The e-commerce platform
operated in a competitive and dynamic online retail landscape, known for its quality products and customer
satisfaction. Participants were selected using a purposive sampling technique, focusing on customers who
had interacted with the platform on multiple occasions or over an extended period. Two hundred fifty
customers had been qualified based on their history of engagement, engagement on multiple occasions,
and willingness to participate.
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The research instrument was designed to assess various constructs related to SEM strategies and organic
reach of the selected e-commerce platform. The instrument comprised three distinct parts, each targeting
specific aspects of the research. Participants rated their level of agreement with each statement using a 4-
point Likert scale. The instrument underwent validity and reliability testing, with content validity ensured
by involving experts in the field of digital marketing. A pilot test was conducted to assess the instrument's
consistency and clarity.

This research study used a systematic approach to gather data from participants using a face-to-face
approach. Ethical and privacy considerations were addressed, and informed consent was obtained from
each participant. Participants were recruited using a purposive sampling technique, targeting customers of
a selected e-commerce platform in China. Data was collected through face-to-face interviews and a
structured questionnaire. Validation checks and quality control measures were implemented to maintain
data accuracy. The statistical treatment of the data involved a comprehensive analysis of the collected
quantitative data to address the research objectives and hypotheses. Statistical methods were employed,
including descriptive statistics, and Pearson correlation analysis. The standard significance level of a =
0.05 was used to determine statistical significance. Results were presented in tables, charts, and graphs,
and the findings were discussed in relation to the research objectives and interpreted to draw meaningful
conclusions.

RESULTS AND DISCUSSION
Table 1
Correlation Between Assessment of the Respondents on the Current Search Engine Marketing
(SEM) Strategies and Assessment of Organic Reach of the Selected E-Commerce Platform

Current Search Engine | Statistical Organic Reach | Organic Reach | Organic Reach
Marketing (SEM) | Treatment in terms of|in terms of|in terms of
Strategies Organic Traffic | Click-Through | Rankings
Rate

Keyword Research Pearson -.086 -.012 -.1617

Correlation

Sig. (2-tailed) | .154 .844 .007

Decision Accepted Rejected

Accepted

Interpretation | Not Significant | Not Significant Significant
Keyword Cost Pearson .100 -.120" 115

Correlation

Sig. (2-tailed) | .098 .046 .057

Decision Accepted Rejected Accepted

Interpretation | Not Significant | Significant Not Significant
SEM Targeting Pearson -.061 1787 -.025

Correlation

Sig. (2-tailed) | .315 .003 .682

Decision Accepted Accepted Accepted

Interpretation | Not Significant | Not Significant Not Significant
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Ad Auctions Pearson 031 172" -.029
Correlation
Sig. (2-tailed) | .608 .004 .634
Decision Accepted Rejected Accepted
Interpretation | Not Significant | Significant Not Significant

Overall Current Search | Pearson .028

Engine Marketing (SEM) | Correlation

Strategies and Assessment | Sig. (2-tailed) | .643

of Organic Reach Decision Accepted
Interpretation | Not Significant

Table 1 presents the correlation between the assessment of the respondents on the current Search Engine
Marketing (SEM) strategies and the assessment of organic reach of the selected e-commerce platform.
The SEM strategies assessed include Keyword Research, and the organic reach is measured in terms of
Organic Traffic, Click-Through Rate (CTR), and Rankings. For Keyword Research, there is a Pearson
Correlation coefficient of -.086 with Organic Traffic, indicating a weak negative correlation. However, the
p-value (.154) is greater than the significance level of .05, indicating that this correlation is not statistically
significant. Therefore, the decision is accepted, and the interpretation is that there is no significant
correlation between Keyword Research and Organic Traffic. Similarly, there is a Pearson Correlation
coefficient of -.012 with Click-Through Rate and a p-value (.844) greater than .05. Hence, the decision is
accepted, indicating that there is no significant correlation between Keyword Research and Click-Through
Rate. However, for Rankings, there is a Pearson Correlation coefficient of -.161 with a p-value (.007) less
than .05, indicating statistical significance. Therefore, the decision is rejected, and the interpretation is that
there is a significant negative correlation between Keyword Research and Rankings. This finding might
seem counterintuitive at first glance, as one might expect that more effective Keyword Research would
lead to higher organic rankings. However, it could be interpreted in several ways. For example, it's possible
that overly aggressive or manipulative Keyword Research strategies could trigger penalties from search
engines, resulting in lower rankings. Alternatively, it could indicate that focusing solely on keywords
without considering other factors, such as content quality or user experience, may not yield optimal results
in search engine rankings.

In addition, the correlation analysis between Keyword Cost and organic reach indicators reveals intriguing
insights into the complex dynamics of search engine marketing (SEM) and organic traffic performance.
While a weak positive correlation between Keyword Cost and Organic Traffic (Pearson Correlation
coefficient = .100) suggests a minor association between higher costs and increased traffic, it lacks
statistical significance (p-value =.098). Conversely, a significant negative correlation with Click-Through
Rate (CTR) (Pearson Correlation coefficient = -.120, p-value = .046) highlights the adverse impact of
rising Keyword Costs on campaign engagement. Although Keyword Cost shows a weak positive
correlation with Rankings (Pearson Correlation coefficient = .115), this association is not statistically
significant (p-value = .057), indicating a limited effect on organic search engine rankings. Overall, these
numerical findings stress the importance of strategic cost optimization in SEM efforts to balance traffic
generation and campaign efficiency, emphasizing the need for businesses to navigate the nuanced
relationship between cost-effectiveness and organic reach to enhance their online visibility effectively.
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Moreover, intriguing insights into the relationship between SEM Targeting and various aspects of organic
reach. While a weak negative correlation between SEM Targeting and Organic Traffic (Pearson
Correlation coefficient = -.061) suggests a minor association, it lacks statistical significance (p-value =
.315). Conversely, a significant positive correlation with Click-Through Rate (CTR) (Pearson Correlation
coefficient = .178, p-value = .003) highlights the importance of SEM Targeting in enhancing campaign
engagement. However, there is no significant correlation between SEM Targeting and Rankings (Pearson
Correlation coefficient = -.025, p-value = .682), indicating its limited impact on organic search engine
rankings. These findings underscore the nuanced nature of SEM Targeting and its role in optimizing
campaign effectiveness while navigating the complexities of organic reach.

Furthermore, the correlation analysis reveals intriguing insights into the relationship between Ad Auctions
and various aspects of organic reach. While a weak positive correlation between Ad Auctions and Organic
Traffic (Pearson Correlation coefficient = .031) is observed, it lacks statistical significance (p-value =
.608), suggesting no substantial association. However, a significant positive correlation with Click-
Through Rate (CTR) (Pearson Correlation coefficient = .172, p-value = .004) suggests that Ad Auctions
play a crucial role in enhancing campaign engagement. Conversely, there is no significant correlation
between Ad Auctions and Rankings (Pearson Correlation coefficient = -.029, p-value = .634), indicating
a limited impact on organic search engine rankings. These findings underscore the importance of strategic
optimization of Ad Auctions to maximize campaign effectiveness while navigating the complexities of
organic reach.

Baidu, a leading Chinese search engine, holds a significant market share of 78.4%, outpacing Google's
1.9%. To improve Baidu's image Al, it's recommended to use optimization techniques like alt texts, meta
keywords, and simplified Chinese content. Baidu struggles with crawling JavaScript, so it's suggested to
present content in plain HTML for optimal visibility. Marketing and public relations strategies can
expedite Baidu indexing. Social media platforms like WeChat and Sina Weibo can enhance SEO strategies.
Baidu's App Transcoding solution can transform content for mobile devices, but it may lose crucial visual
representations and CTAs. (Taylor, 2021)

Overall, the correlation analysis between Overall Current Search Engine Marketing (SEM) Strategies and
Assessment of Organic Reach indicates that there is a weak positive correlation (Pearson Correlation
coefficient = .028) between these variables. However, this correlation lacks statistical significance, as
indicated by the p-value of .643. Therefore, the decision is accepted, suggesting that there is no significant
relationship between Overall SEM Strategies and Organic Reach.

Conclusion

The result implies that the effectiveness of SEM strategies employed by the e-commerce platform does
not significantly impact its organic reach, encompassing factors such as organic traffic, click-through rate,
and search engine rankings. While SEM strategies play a vital role in driving online visibility and traffic,
other factors beyond SEM may have a more substantial influence on organic reach, such as content quality,
website usability, and search engine algorithms. Thus, the statement suggests that despite the efforts in
implementing SEM strategies, particularly within the e-commerce platform, their impact on organic reach,
including metrics like organic traffic, click-through rate, and search engine rankings, is not statistically
significant. While SEM strategies are essential for enhancing online visibility and attracting traffic, it
implies that their influence alone may not suffice to significantly boost organic reach. Other crucial factors,
such as the quality of content provided, the usability of the website, and the algorithms used by search
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engines, likely play more substantial roles in determining organic reach. Hence, a comprehensive approach
that considers these additional factors alongside SEM strategies is necessary for maximizing organic reach
effectively.
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