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Refining search engine marketing strategy:
Balancing long-term search engine optimisation investment
with immediate pay-per-click results

Abstract. This study examined the relevance of integrating methods for attracting organic and paid traffic to increase
business visibility and profitability. The purpose of this study was to determine the best balance between long-term
investments in search engine optimisation (SEO) and the immediate results provided by pay-per-click (PPC) advertising. The
study employed methods of comparative analysis, theoretical synthesis, and consideration of practical cases of implementing
search marketing in e-commerce. The findings showed that SEO created a solid foundation for organic traffic, reducing
dependence on paid advertising and providing a high return on investment (ROI) in the long term. At the same time,
PPC advertising provided a rapid market response, effective keyword testing, and instant visibility of products or services.
A combined approach to search engine marketing integrating SEO and PPC proved to be the most effective for higher
conversion rates, improved user interaction, and increased customer satisfaction. The practical value of this study lies in
formulating strategic principles for setting up search marketing to minimise costs, increase competitiveness, and achieve
sustainable growth. Effective search marketing requires an individual approach that considers market characteristics,
business specifics, and financial resources. These findings provided practical information for developing marketing strategies
for use in various industries

Keywords: online visibility; search ranking strategy; paid search advertising; advertising efficiency; website promotion;
organic traffic

INTRODUCTION

Internet marketing is one of the key tools used for the suc-
cessful functioning of a business in a digital environment.
The criticality of its application is determined by the ben-
efits that can be obtained from its use: the ability to adapt
to the needs and changes in audience behaviour, ensuring
proper targeting and the ability to assess the effectiveness

and profitability of invested resources. In modern condi-
tions, where more businesses are increasing their presence
on the Internet, effective promotion on the network is be-
coming a necessary condition for existence.

K. Symonenko (2024) noted that in total, 2.71 billion
people around the world in 2024 made online purchases
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on specialised e-commerce platforms or on social net-
works. This meant that ~33% of the world’s population
bought online, which was ~2.7% more than in 2023. In
2025, the number of online buyers was forecast to increase
to 2.77 billion due to the further development of e-com-
merce, greater Internet penetration, and the convenience
of shopping. This significant increase not only highlighted
the rapid growth and expanding reach of the global e-com-
merce market but also reflected the increasing trust con-
sumers had in online transactions. The steady rise of 2.7%
from 2023 underlined a consistent growth trend, while the
forecast for 2025 suggested that businesses should contin-
uously adapt their digital strategies to harness the evolv-
ing consumer behaviour and capitalise on the expanding
opportunities in online retail. Since the 2000s, brands and
businesses have changed due to digitalisation. N. Hien &
T. Nhu (2022) noted that this strategy became increasingly
popular and was gradually emerging as a global trend. This
shift reflected a profound transformation in the market,
where conventional marketing methods were being dis-
placed by innovative digital approaches that enabled com-
panies to better connect with consumers and respond to
evolving preferences in real time.

Since individual business entities operate in different
conditions (industry, budget, target audience, competi-
tion), there are no universal solutions. For example, for
long-term purposes, search engine optimisation (SEO) of-
fers sustainable benefits over pay-per-click (PPC), while if
there is a need to quickly attract targeted traffic, contextual
advertising emerges as one of the best tools. O. Marchuk
& T. Kushnir (2024) suggested that this distinction under-
scored a fundamental strategic decision: businesses must
weigh the enduring value of organic growth through SEO
against the immediate impact and flexibility of PPC. This
observation highlighted the significance of aligning digi-
tal marketing strategies with concrete business objectives,
ensuring that companies can effectively balance short-term
visibility with long-term brand development.

N. Cuijten et al. (2024) highlighted that micro enter-
prises exhibited noTable gaps, particularly in strategy plan-
ning, personalisation, content creation, and brand build-
ing, suggesting areas for improvement. Medium enterprises
showed alignment but still had room for growth in strategy
and content creation, while small enterprises demonstrated
the closest alignment between capabilities and needs, with
fewer identified gaps. These findings suggested that while
digitalisation and marketing strategies were evolving across
businesses of varied sizes, smaller enterprises could have
a strategic advantage in agility and adaptability. However,
micro and medium enterprises should prioritise strategic
development and content optimisation to stay competitive.

N. Volkova et al. (2021) noted that the digital transfor-
mation of the economy is a constant and consistent process
that concerns not only the development of IT sectors, but
also the digitalisation of other related sectors of the econ-
omy, which stimulates the introduction of innovative tech-
nologies and provides a powerful impetus for the further

development of all socio-economic spheres at the interna-
tional level. This pervasive digitalisation acts as a critical
driver for cross-sectoral innovation, blurring conventional
economic boundaries and enhancing operational efficien-
cies. This ongoing process not only fosters a more competi-
tive global market but also lays the groundwork for sustain-
able growth by continuously integrating advanced digital
solutions into various industries. A. Osan (2023) noted that
search engine marketing (SEM) is a digital marketing strat-
egy aimed at gaining better visibility through paid advertis-
ing as well as by promoting organic search results on a web-
site’s search engine results pages (SERPs). This approach
allows businesses to combine the immediate impact of paid
campaigns with long-term growth strategies, ensuring not
only quick audience acquisition but also enhanced brand
recognition and consumer trust over time.

SEM is a key tool in modern Internet marketing, as it
allows a business to quickly gain visibility in search engines
and attract a target audience. By combining SEO and PPC,
SEM delivers both long-term results through organic traffic
and immediate impact through paid advertising. The re-
turn on investment in search marketing can be impressive,
especially with finely tuned strategies for specific audienc-
es. Companies earn an average of USD 8 for every USD 1
spent on Google Ads, highlighting the potential of search
marketing when used correctly and creatively, according to
Google itself (Google Economic Impact, n.d.).

Despite the extensive research of SEM strategies, pre-
vious studies in this field have not sufficiently explored the
optimised balance between long-term SEO investments
and the immediate outcomes of PPC. There is a lack of
comprehensive analysis on how businesses can strategical-
ly integrate these approaches to maximise their marketing
effectiveness while ensuring efficient resource allocation.
Therefore, the purpose of this study was to examine the
interplay between SEO and PPC within an SEM strategy,
focusing on their combined influence on marketing perfor-
mance and sustainable growth.

MATERIALS AND METHODS

The study employed a comprehensive approach, which
integrated both quantitative and qualitative analysis
techniques. The material basis for this study included es-
sential reports that provided the core data for statistical
analysis. Specifically, the study relied on data from First-
PageSage (2025) and P. Stainton (2024) for calculating per-
formance metrics such as ROI and cost per click, as well as
on the reports by R. Arora & P. Tyagi (2024), which sup-
plied critical information for dispersion analysis of SEO
and PPC performance across industries, and provided a
robust statistical analysis framework that was instrumental
in the application of ANOVA.

Apart from the statistical and comparative analyses, a
graphical model illustrating the effectiveness of SEO and
PPC was developed based on the findings reported by
M. Dehlin & Q. Bjornfot (2023). This model demonstrat-
ed how SEO performance increases over time due to its
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cumulative nature, while PPC generates immediate but
relatively short-lived results that end once the campaign
concludes. Consequently, SEO provides a foundation for
long-term organic growth, whereas PPC offers quick visi-
bility and conversions but requires ongoing investments to
maintain its impact.

For the quantitative analysis, descriptive statistics — in-
cluding means, standard deviations, and variances — were
computed to assess the central tendency and dispersion of
SEO and PPC performance indicators. ANOVA (analysis of
variance) was then employed to test whether differences in
key metrics, e.g., cost per click, between the two strategies
were statistically significant. A significance threshold of
p =0.05 was adopted, with the analysis revealing that most
indicators showed no statistically significant differences,
except the one that had to be investigated further.

Furthermore, the return on investment (ROI) for both
SEO and PPC was calculated and measured using the data
from I. Burban (2025), C. Martin (n.d.), and I. Ugolk-
ov et al. (2020). Cost classifications by business size were
established based on the essential information provided
by A. Shum (2025) and M. Dejnak (2024), with monthly
budgets categorised for small, medium, and large enter-
prises. These analyses formed the basis for comparing the
cost efficiency and overall performance of SEO and PPC
in different business contexts. The inclusion of these indis-
pensable data sources ensured that the study’s statistical
foundations were both rigorous and comprehensive.

RESULTS

SEM marketing involves a broad range of activities, includ-
ing performance analysis, search engine optimisation, and
online advertising, aimed at directly connecting with con-
sumers. It enables websites to present products or content
to their target audience via search engines and encompasses
two main tools: SEO and pay-per-click advertising. Search
engine optimisation is a strategy focused on crafting con-
tent to ensure that search engines like Google rank a busi-
ness page prominently on their search engine results pages.
Generally, if a webpage’s rank is higher, it will be visited by
many users. The primary purpose of SEO is to improve the
quality and quantity of website traffic and ensure that the
webpages appeal to search engines (Saeed et al., 2024). SEO
tool improves the rank and visibility in the search engine
as it helps to improve the user interaction with the website,
this requires that companies can opt efforts to opt with SEO
in their web pages (Huacre et al., 2021).

Search engine optimisation is most often divided into
two types. On-page SEO handles the content and infra-
structure of the website. Off-page SEO, in contrast, pertains
to the manner in which external online sources link to the
target website (Shahzad et al., 2017). Each subtype also has
many dedicated tools. For On-page, this includes content
creation, performance optimisation, HTML layout, section
structure adjustment, selection of relevant keywords, and
site design adaptation. For Off-page, this includes build-
ing a link profile, maintaining social networks to transfer

traffic to the target website, generating mentions and links
on forms and in reviews, and crowd-sourcing.

On-page optimisation involves adjusting a website’s
content to enhance its performance in search engines. Key
elements addressed include the URL, meta title, meta de-
scription, title tags, text formatting, alternative text, con-
tent, robots.txt, and sitemap.xml. Achieving a first-page
position in search engine results is crucial for websites, as
it substantially influences their visibility. The process of
search engine optimisation involves employing technical
and content optimisation strategies to enhance a website’s
visibility. Central to this effort is the creation of high-qual-
ity content that aligns with the search intent of internet us-
ers (Cirakoglu & Kosaner, 2024).

Off-page SEO focuses on boosting a website’s do-
main authority by acquiring backlinks from other repu-
Table websites. Notably, search engine optimisation tools
contain combined Internet marketing tools, most often
their use is effective in concert. SEO is often contrasted
with PPC, but there is a fundamental difference. SEO has
a long-term and cumulative effect, while PPC works more
effectively in the short term, with the effect not accumulat-
ing over time (Fig. 1).

Revenue (current month)

Campaign end
SEO e

PPC

6 12 24 36 48 Month
Figure 1. SEO and PPC effectiveness comparison model
Source: prepared based on research data by M. Dehlin &

Q. Bjornfot (2023)

In the highly competitive digital marketplace, busi-
nesses are constantly seeking cost-effective and sustain-
able strategies to enhance their online presence (Oleksi-
uk et al., 2023; Thnatenko et al., 2023). SEO has emerged
as a powerful tool, offering numerous advantages beyond
just improving search rankings. From increasing brand
visibility to reducing marketing costs, SEO plays a cru-
cial role in driving long-term growth and customer
engagement. Table 1 highlights the key advantages of using
SEO for businesses.

SEO optimisation is crucial for various industries,
especially those that rely heavily on online visibility and
customer acquisition. Retail Industry, e-commerce, and
service-based industries can benefit significantly from
effective SEO strategies. The retail sector has undergone
a substantial transformation with the shift to online plat-
forms, making strong SEO practices essential for improv-
ing visibility and attracting customers. Optimised search
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strategies help businesses enhance their online presence,
drive organic traffic, and improve user engagement. By
integrating SEO with broader digital marketing efforts,

companies can streamline operations, strengthen brand
positioning, and create more effective customer acquisition
strategies, ultimately contributing to business growth.

Table 1. Key competitive advantages of using SEO

Competitive advantage Description

Brand visibility

About 60% of studies confirm that SEO helps maintain competitive advantage by optimising the
customer journey and increasing brand visibility.

E-commerce Integration

Integrating SEO with e-commerce can increase operational efficiency by 15%-25% and helped
companies grow their revenue by 20%.

Reduced Marketing Costs

Approximately 50% of studies show that using SEO helps companies reduce marketing costs by up to
15% due to organic search profitability.

70% of studies show that improved visibility in search results not only increases traffic but also

Trust and Brand Loyalty

increases brand trust. Companies that rank high in search results tend to have higher levels of

consumer trust, which leads to a 10%-25% increase in brand loyalty.

Source: prepared based on research data by G. Sechele et al. (2024)

E-commerce businesses depend on search engines
to drive customer traffic. SEO strategies enhance organic
rankings, which is crucial for engaging potential custom-
ers at every stage of their buying process. By utilising lo-
cal SEO, service-oriented businesses can target particular
geographic areas, enhancing their visibility to customers
searching for services in those locations. Customised SEO
strategies for specific services ensure that relevant informa-
tion is readily available online, which helps improve both
customer acquisition and retention. PPC is a highly effec-
tive and widely used digital marketing strategy. It enables
advertisers to pay solely for clicks on their ads, ensuring
cost-efficiency and precise targeting. As PPC technologies
continue to advance, new tools and features are regularly
introduced to optimise advertising campaigns.

The key advantages of PPC are as follows:

e Speed of results. PPC is one of the quickest methods
to drive targeted traffic to a website. Contextual advertising
can generate immediate impressions and clicks, but refining
a campaign for consistent, cost-effective, and high-quality
results requires time. It may take several months to opti-
mise all aspects of the campaign entirely. PPC usefulness,
PPC ease of use, and confirmation are directly responsible
for satisfaction with PPC, attitude towards PPC, and con-
tinuous search intention (Rezaei et al., 2024).

e Precise targeting. PPC targeting options allow busi-
nesses to refine their approach by focusing on language,
location, demographics (such as age and gender), and
specific times of day or week, ensuring advertisements
reach the audience most likely to convert. Contextual ad-
vertising creates a level playing field, where small busi-
nesses have an equal chance of winning keyword bids and
achieving high rankings in search results alongside larger
companies. By selecting targeted keywords, optimising
advertising campaigns and landing pages, and using ad-
vanced targeting features, small businesses can effectively
compete in the marketplace.

e Budget flexibility. Campaigns can be tailored to suit
budgets of any size, providing flexibility for businesses of
all scales.

e Measurability and analytics. Contextual advertising
offers a strong level of control and customisation, enabling
companies to set budgets, target specific locations, and test
different advertising creatives. Furthermore, it yields quick
results, which are easy to track and analyse using various
metrics and tools (Almestarihi et al., 2024).

The key disadvantages are as follows:

e Need for regular investment. Running PPC cam-
paigns without continuous monitoring and optimisation
is ineflicient. It is crucial to regularly review and adjust
campaigns to achieve the desired results, investing more
time and resources when necessary. Failing to track and
optimise campaigns can result in inferior performance and
wasted spending.

e Variability and price fluctuations. Properly setting
up a PPC campaign is critical because it determines the
cost efficiency and effectiveness of an advertising strategy.
An incorrectly set-up campaign can quickly waste budget
without achieving the desired outcomes. For example, if
the keywords are poorly chosen, the advertisement may be
shown to an untargeted audience that is not interested in
the product. This reduces the conversion rate and leads to
an increase in the cost of customer acquisition. Accurate
targeting, seasonality, and the right region and time sched-
ule help reach the right audience at the right time. Ad opti-
misation, relevant landing pages, and regular data analysis
help to increase ROI (return on investment). Thus, proper-
ly setting up a PPC campaign ensures that business goals
are achieved at a minimal cost.

e Ignoring due to inorganic advertising. Ignoring
PPC ads due to their inorganic nature occurs when users
perceive the advertisement as artificial, inauthentic, or ir-
relevant to their needs. The reasons may include excessive
commercialisation of the text, inferior creative quality, ir-
relevant keywords, or inaccurate targeting. Furthermore,
if the advertisement does not match the user’s request or
is too aggressive, it causes distrust in the brand. To avoid
this, it is vital to create relevant, aesthetically pleasing,
and clearly focused advertisements that look natural and
meet user needs.

Economics, Entrepreneurship, Management, Vol. 12, No. 1



O. Marchuk & T. Kushnir

Contextual advertising is widely used in various busi-
ness sectors, especially among small and medium-sized en-
terprises. Approximately 65% of these enterprises conduct
pay-per-click campaigns to increase their online visibility
and attract potential customers (Berry, n.d). According

to I. Horodniak & S. Zinkova (2022), in Ukraine, medi-
um-sized enterprises dominate in the use of PPC, account-
ing for about ~60% of all users. Since SEO and PPC are more
interchangeable than complementary, the following met-
rics in Table 2 can help determine the most effective tool.

Table 2. SEO and PPC comparation

Metric SEO PPC

Click-Through Rate 17.45% 3.5%

Conversion rate 2.4% 1.3%
CTR/CR 7.27 2.7

ROI in example 429.2% 174%

Notes: Click-Through Rates (CTR) were calculated as the average between the CTR on the first and tenth page of a

search result

Source: prepared based on research data by P. Stainton (2024), FirstPageSage (2025)

Table 2 illustrates how much more effective SEO is in
converting customers than PPC. However, there are also in-
tangible reasons why PPC continues to be a worthwhile in-
vestment. For example, contextual advertising allows trying
out different keywords before spending months or years pro-
moting them with SEO. Additionally, potential customers

can see the target site in both organic and paid search results,
for the same reason that it benefits businesses to be visible
in both search results and social media. Thus, combining
SEO and PPC usually makes sense. Table 3 compares the
performance of SEO and SEM across several key perfor-
mance indicators across industries using ANOVA-analysis.

Table 3. Dispersion analysis of SEO and PPC performance across industries

Metric SEO F-Value SEO P-Value PPC F-Value PPC P-Value
Organic Traffic 0.68 0.569 1.415 0.251
CTR 1.69 0.182 2.695 0.057
CR 1.238 0.307 3.165 0.033
Cost per click 0.345 0.793 0.122 0.947
ROI 1.193 0.323 0.442 0.724

Source: prepared based on research data by R. Arora & P. Tyagi (2024)

For most indicators, the P-Value is greater than 0.05,
indicating the absence of statistically significant differenc-
es between SEO and PPC across industries. This suggests
that these indicators do not show significant variation in
performance across industries. However, for CR, the P-Val-
ue for PPC is 0.033, which is less than 0.05, indicating
more significant differences in CR across industries. This

suggests that CR varies significantly across industries,
which may affect advertising spending strategies. Thus,
while most indicators do not show significant variation, CR
is more sensitive to industry differences, which may influ-
ence budgeting and campaign allocation strategies. Table 4
presents the difference in the scale of costs for implement-
ing tools for businesses of various sizes.

Table 4. Comparison of SEO and PPC costs (in USD)

____ Business size

Instrument

Medium

SEO 1,500-3,500

3,000-7,000 10,000-25,000

PPC 1,000<

1,000-3,000 >10,000

Source: prepared based on research data by A. Shum (2025), M. Dejnak (2024)

Search engine optimisation is a slightly more ex-
pensive tool, but its effect is layered over time. However,
such figures can vary depending on the goals, specif-
ic niche, level of competition, etc. For example, in more
competitive areas, a larger SEO budget may be required

to achieve the desired results. Other notable factors include
the type of services, such as creative development, landing
page optimisation, and analytics. Agencies may also add
more costs for these services, which affects the total month-
ly cost.
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DISCUSSION
The debate over choosing SEO or PPC as the primary digital
marketing tool continues to be relevant due to their various
advantages and disadvantages. SEO proponents emphasise
its long-term benefits, such as generating stable organic
traffic, increasing user trust, and reducing costs in the long
term. PPC advocates, on the other hand, emphasise quick
results, the ability to quickly test strategies, and achieve in-
stant visibility in search engines. The controversy also aris-
es from different approaches to budget allocation: SEO re-
quires constant investment in creating quality content and
technical optimisation, while PPC involves extensive ad-
vertising costs that do not have a long-term effect after the
campaign ends. Moreover, there are differences in the in-
terpretation of the relationship between these tools: some
experts consider SEO as part of SEM, while others distin-
guish them as independent approaches. This emphasises
the need for a detailed analysis of business goals and mar-
ket conditions for an informed choice of the best strategy.

R. Ranjpour (2024) noted that the use of SEM strate-
gies instead of one of the factors is not a universal solution.
The researcher presented the circumstances that must be
considered when choosing to use a comprehensive SEM
strategy. Marketers must be ready to allocate funds sys-
tematically, because the PPC effect is almost not preserved
over time. Marketers must have a proper understanding of
the tools and the ability to configure the combined SEO/
PPC process. Many factors must be accounted for, such as
keyword targeting, quality indicators, return on invest-
ment (ROI), conversion rate, etc. It is desirable to have a
dedicated team for proper management of SEM processes.
Ranjpour emphasised the need for preliminary analysis
and planning to determine exactly those tools of the SEM
complex that would avoid unnecessary costs and prob-
lems. This approach argues that it is not always advisable
to resort to the entire toolkit, it is often advisable to focus
on individual elements.

According to K. Kumar et al. (2024), SEO increases
organic traffic, improves user experience, and increases
customer satisfaction by increasing a website’s visibility
and ranking in search engines. The researchers noted that
a company must implement a thorough digital market-
ing strategy that takes advantage of multiple approaches
to satisfy customers and build lasting loyalty. Contextual
advertising also improves customer satisfaction by provid-
ing personalised advertising on platforms such as Google
Ads, thereby facilitating instant visibility and contact with
potential customers with a strong level of purchase interest.

H. Ibrahim et al. (2024) performed a comparative anal-
ysis of existing modern methods, highlighting the advan-
tage of a combined SEO and SEM approach, especially in
the competitive e-commerce environment where dynamic
ranking algorithms create constant challenges. According
to the researchers, “a combined approach to SEO and SEM
provides a more comprehensive solution to increase prod-
uct visibility and sales on e-commerce platforms, justifying
its superiority over other methods used on simple websites

and e-commerce platforms”. SEO and SEM can outperform
conventional one-way methods, offering solid solutions for
businesses that plan to maximise their digital presence. The
researchers noted that the combined use of these tools leads
to a 5% increase in conversion rate.

According to C. Martin (n.d.), SEO tends to pro-
vide a 25% greater ROI compared to PPC. Furthermore,
1. Burban’s (2025) data revealed that the ROI for SEO was
calculated to be five times greater than that of PPC. The
click-through rate for SEO was significantly higher than
PPC, with SEO at 17.45% compared to PPC’s 3.5%. This
indicated that organic search results were much more like-
ly to attract clicks than paid advertisements. Additionally,
the conversion rate for SEO was also greater at 2.4% com-
pared to PPC’s 1.3%, meaning visitors coming from organic
search were more likely to convert into customers. When
comparing the efficiency of the CTR and CR together, the
ratio (CTR/CR) was much higher for SEO (7.27) than for
PPC (2.7), highlighting SEO’s better overall performance
in driving both traffic and conversions. Lastly, the exam-
ple with ROI showed that SEO brought in a much higher
return at 429.2%, compared to PPC’s 174%, further sup-
porting the idea that SEO tends to offer a stronger ROIL.
As reported by 1. Ugolkov et al. (2020), a complex use of
SEO and PPC may result in 709% ROI on average. Thus, if
possible, a combined use of these two strategies should be
given preference to achieve better outcomes.

On the other side of the debate, apart from the effec-
tiveness of the combination, is the understanding of the
concept of SEM. Some researchers specifically include SEO
in SEM, because both strategies are aimed at improving the
visibility of the site in search engines. They form a part of an
overall search marketing strategy, but with broad approach-
es: SEO focuses on organic (unpaid) traffic through site op-
timisation, while PPC offers the use of paid advertising to
attract traffic. Thus, in this approach, SEO is viewed as part
of a larger strategy, where both methods complement each
other. J. Hardwick (2024) noted that “the main difference
between search engine optimisation (SEO) and search en-
gine marketing (SEM) is that SEO focuses on optimising
a website for organic search traffic, while SEM includes
both organic search and paid advertising to attract traffic”.

A.Erdmann et al. (2022) put SEO and SEM side by side,
because they still have different goals and methods. SEO is
focused on long-term results, contributing to organic traf-
fic growth, while SEM brings quick results through paid
instruments and campaigns. This allows separating organic
and paid promotion and provide a clearer understanding of
their interaction within the framework of the overall mar-
keting strategy. R. Luttrell & A. Wallace (2025) separated
SEO and SEM, but analysed them in relation to each oth-
er, especially in the context of improving public relations
strategies. The researchers explained both approaches: SEO
through improved keyword analysis, content automation,
and personalisation, and SEM through improved targeting
algorithms and automated advertising auctions. Therefore,
the distinction between SEO and SEM depends on whether
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SEO is considered one of the elements of SEM or a separate
approach to organic traffic attraction within the framework
of the overall search marketing strategy.

Unlike previous studies that examined SEO and PPC
individually, the present study adopted an integrative ap-
proach by juxtaposing the two strategies in the context of
search engine marketing. The study brought to the fore not
only the measurable impacts such as visibility and conver-
sion rate enhancement but also the qualitative impacts such
as enhanced brand confidence and strategic adaptability.
Additionally, while earlier studies tended to overlook the
nuances introduced by industry conditions and company
size, the present study factored these in to offer a more
comprehensive approach. Furthermore, the study covered
specific cost structures and budget allocation challenges,
analysing how these strategies perform across different
company sizes and industry conditions - factors often
overlooked in earlier studies. By addressing these aspects,
the present study offered a more comprehensive under-
standing of the interplay between SEO and PPC, ultimately
providing a robust framework for optimising digital mar-
keting efforts in diverse business environments.

CONCLUSIONS
SEM strategy optimisation is a set of digital marketing el-
ements that ensure increased visibility, conversions, and
customer satisfaction. To achieve the best results, it is nec-
essary to obtain both the long-term short-term benefits of
SEO and the short-term opportunities of PPC. SEO helps
to create a sTable base of organic traffic by increasing posi-
tions in search engines, improving click-through rate and
return on investment, which allows businesses to reduce
paid advertising costs over time. At the same time, PPC
is indispensable for getting results quickly, especially in
cases where it is necessary to test keywords, adapt to chang-
es, or provide instant visibility to the target audience. The
statistical indicators in this study reveal clear performance
differences between SEO and PPC. Specifically, the average
click-through rate for SEO was 17.45% compared to only

3.5% for PPC, while the conversion rate was 2.4% for SEO
versus 1.3% for PPC. This resulted in a CTR/CR ratio of
7.27 for SEO, significantly higher than the 2.7 observed for
PPC, underscoring SEO’s effectiveness in converting clicks
into meaningful engagement. Furthermore, the return
on investment (ROI) for SEO was calculated at 429.2%,
which was substantially higher than the 174% achieved by
PPC. ANOVA analysis provided further insights: although
the p-values for organic traffic and CTR differences for SEO
exceeded the conventional significance level, the p-value
for the PPC conversion rate was 0.033, suggesting statisti-
cally significant variability in that metric across industries.
In contrast, both cost per click and ROI did not exhibit
significant differences in variance for either strategy. These
statistics strongly favoured SEO over PPC in the long-term
performance of sustainable digital marketing performance.
Combining SEO and PPC can produce a 709% average
ROI. This suggested that combining the two, as opposed
to using them individually, can boost overall marketing
performance substantially. By pairing the long-term ROI
of SEO with the short-term boost of PPC, companies can
maximise their visibility, build greater engagement, and
drive better bottom-line performance. However, despite its
integrative nature, the study had certain limitations, such as
the lack of longitudinal data as well as the need to further
explore future digital marketing trends. Further studies can
expand on these findings by incorporating real-time data
and extending the study to other marketing channels, thus
developing an even deeper insight into the dynamic rela-
tionship between SEO and PPC.
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YO 0CKOHaNneHHs cTpaTerii MapKeTUHry B NOLUYKOBMX CUCTEMaX:
BanaHcyBaHHA 4OBroCTPOKOBUX iHBECTULLIN Y MOLLUYKOBY ONTUMi3auilo
3 HEeravHMMM pesynbTaTaMy 3 OrJ1aTolo 3a KJIiK

AHoTauifa. Y nboMy JOCIPKeHHI pO3IIAHYTO aKTya/IbHICTD iHTerpalii MeTOAIiB 3a/y4eHHS OpraHiYHOTO Ta IVIATHOTO
TpadiKy A IiBUINEHHA BUAVMOCTI Ta IpUOYTKOBOCTI 6i3Hecy. MeTOW IIbOTrO ROCHIIKEHHSA OYIO BU3HAYUTU
HaKpaIun 6amanc Mix JOBTOCTPOKOBYMIMY iHBECTULISIMU B IIOIIYKOBY OITUMi3allil0 (SEO) Ta Heramumumu pesynbraTaMu,
sKi 3abesnedye pekaama 3 omarolo 3a K1k (PPC). ¥V gocmimKeHHI BUKOPUCTOBYBaINCA MeTOLY IOPiBHANIBLHOTO aHAIi3Y,
TEOPETUYHOIO CUHTE3Y Ta PO3IJIANY IPAKTMYHUX BUIALKIB BIPOBA/KEHHS IOUIYKOBOIO MapKETUHIY B €l1€KTPOHHIN
koMmepuii. Pesynprary nokasamm, mo SEO cTBOpIO€ MiLIHY OCHOBY I OpraHigYHOro Tpagiky, SMEHIIYIOUM 3a/IeXHICTD
Bifl IUTaTHOI pexIaMu Ta 3abe3ledylouy BUCOKY peHTabenbHIcTh iHBecTuniit (ROI) y HOBrocTpoOKOBiil IepCrieKTUBI.
Bopnouac, PPC-pexaMa 3abe3neuye IIBUJKY peaklilo pUHKY, eQeKTHMBHe TeCTYBaHHA KIIOYOBUX CJIiB Ta MUTTEBY
BUAMMICTD IpOAYKTiB abo mocimyr. Kom6iHOBaHMiT MinXix O IOLIYKOBOro MapKeTuHry, mwo inrerpye SEO ta PPC,
BUABMBCA Halle(eKTVBHIMVM JyIA MiBMUIIeHHA KoedillieHTa KOHBepcil, MOKpallleHHs B3aeMOJIIl 3 KOPUCTyBadaMM Ta
Ii/IBUIEHHA 3a/J0BOJIEHOCTI KTi€HTiB. [IpakTyyHa IIHHICTD LIbOIO JOCTIIXKeHHA IIOJIATa€ Y GOPMYIIOBAHH] CTpaTeriyHmx
NPVHLNIIB Ha/IAIITYBAHHA IIOITYKOBOIO MapKETUHIY JI/IA MiHiMi3alii BUTPAT, IiIBUILEHHI KOHKYPEHTOCIPOMOXXHOCTI
Ta JOCATHEHHS CTajJoro 3pocTaHHA. EQexTMBHMII IONIYKOBUII MapKeTVMHT BUMAara€ iHAMBiZYaJbHOTO IiIXORY, SAKWI
BpAaXOBY€ XapaKTePUCTUKM PUHKY, crenniky 6isHecy Ta ¢inancoBi pecypcu. Lli pesympraTy Hapjamy IpakTUYHY
inpopmario w1 po3poOKY MapKeTVHIOBUX CTPATETill /I BUKOPUCTAHHA B Pi3HUX Taly3sax

Knio4yoBi cnoBa: oHIailH-BUMMICTD; CTpaTerid paH)XXYBaHHS B IOIIYKOBill BMpadi; IVIaTHA IOIIYKOBA peK/IaMa;
e(eKTVMBHICTb peKIaMM; IPOCYBAaHHA Be0-CcailTy; OpraHivHmil Tpagik
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