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6

Abstract7

Dramatic structural changes are taking place within the rapidly growing Web advertising8

sector; the most notable being the rise to prominence of Sponsored Search Advertising (SSA)9

which developed because of the need to find solutions to the increased market demand for10

more consumer-oriented and targeted advertising and non-intrusive Web Advertising format11

(Weidlich, 2002). Moreover, SSA offered advertisers the ability to more precisely target Web12

users, as well as making the advertisements more relevant and meaningful to the consumers13

(Dou et al., 2001). However, very little attention has been given to SSA in terms of how14

consumers respond to such advertising within the Web context, and what particular factors15

drive consumers to attend to, and respond to, SSA. To address this gap in the marketing16

literature, the current study sought to, firstly present a theoretical Model of Consumer17

Response Towards SSA by incorporating variables synthesized from the advertising and18

consumer behaviour literature. Secondly, this study empirically validated the model from the19

consumer?s perspective.20

21

Index terms— Web Advertising, Sponsored Search Advertising, Consumer behaviour, Consumer attention,22
and Consumer attitudes.23

Abstract -Dramatic structural changes are taking place within the rapidly growing Web advertising sector; the24
most notable being the rise to prominence of Sponsored Search Advertising (SSA) which developed because of25
the need to find solutions to the increased market demand for more consumer-oriented and targeted advertising26
and non-intrusive Web Advertising format (Weidlich, 2002). Moreover, SSA offered advertisers the ability to27
more precisely target Web users, as well as making the advertisements more relevant and meaningful to the28
consumers (Dou et al., 2001). However, very little attention has been given to SSA in terms of how consumers29
respond to such advertising within the Web context, and what particular factors drive consumers to attend to,30
and respond to, SSA. To address this gap in the marketing literature, the current study sought to, firstly present a31
theoretical Model of Consumer Response Towards SSA by incorporating variables synthesized from the advertising32
and consumer behaviour literature. Secondly, this study empirically validated the model from the consumer’s33
perspective. The result was the development and empirical validation of the Consumer Response Towards SSA34
Model. This empirical validation of the research model has made a significant theoretical contribution to our35
knowledge base. We believe it provided the first empirical analysis of the effect of consumer related factors on36
consumer attention towards SSA, the outcomes of such attention along with the perceived credibility of SSA, as37
characterised by attitude toward SSA and intention to click on Sponsored Search Advertisements. This major38
contribution for the current study was achieved through the extension of previous theoretical advertising and39
consumer behaviour models to the emerging advertising format on the Web, and the inclusion of a larger set40
of determinants involving the consumer’s point of view. In addition, the findings of the current research are41
significant and have provided a number of practical implications related to the determinants and outcomes of42
consumer’s attentional, attitudinal and behavioural responses toward SSA. Yaveroglu and Donthu, 2008). Thus,43
many organisations have begun to consider the Web as having more marketing potential than other Internet44
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2 A) SPONSORED SEARCH ADVERTISING

tools in the promotion of their products and services, at lower cost and the greater ability to target consumers45
precisely (Leong, Huang, and Stanners, 1998;Palanisamy and Wong, 2003; ??obinson et al., 2008). Consequently,46
Web advertising revenues are growing quickly and are expected to reach US$ 103 billion worldwide in 201547
(MagnaGlobal, 2010). Additionally, dramatic structural changes are taking place within this rapidly growing48
Web advertising sector; the most notable being the rise to prominence of SSA which developed because of the49
need to find solutions to the increased market demand for more consumeroriented and targeted advertising50
and non-intrusive Web Advertising format (Weidlich, 2002). Moreover, SSA offered advertisers the ability to51
more precisely target Web users, as well as making the advertisements more relevant and meaningful to the52
consumers (Dou et al., 2001). However, very little attention has been given to SSA in terms of how consumers53
respond to such advertising within the Web context, and what particular factors drive consumers to attend54
to, and respond to, SSA. To address this gap in the marketing literature, the current study sought to, firstly55
present a theoretical Model of Consumer Responses Towards SSA by incorporating variables synthesised from56
the advertising and consumer behaviour literature. Secondly, this study empirically validated the model from57
the consumer’s perspective. The result was the development and empirical validation of the Consumer Response58
Towards SSA Model.59

Therefore, the following research objectives were considered worthy of investigation, with the broader primary60
research objective, addressed in this study, being:61

To identify the consumer related factors that influence consumer responses towards Sponsored Search62
Advertising? To advance our current understanding of SSA from the consumers’ perspective, the focus here is on63
examining a range of consumer behaviour variables that may determine how they respond to SSA. Therefore, it64
is proposed that such an examination will advance the understanding of consumer behaviour within the context65
of SSA. As such, the primary focus of this research is on the consumer and those associated consumer related66
factors that determine their responses to SSA. Extending Rodgers and Thorson’s (2000) contentions, consumer67
responses to SSA may be viewed as comprising three elements: determinants, process and outcomes.68

Determinants are those factors that may determine consumers’ attentions towards SSA. Process element stands69
for the consumer’s initial processing of the SSA (Webb, 1979)70

1 Web Advertising71

Web advertising began in 1994 with the presentation of banner advertisements on the Hotwired Website (Barnes,72
2003;Kaye and Medoff, 2001;Robinson, Wysocka, and Hand, 2007). Since then, advertisers have considered73
the Web as one of the most important marketing communication channels because of its distinctive features74
of interactivity, flexibility, customisation, accessibility and tracking capabilities (Bush, Bush, and Harris, 199875
Yaveroglu and Donthu, 2008). The term Web advertising covers many types of advertising from electronic76
advertisements, that are similar to traditional advertisements (e.g. billboards, banner advertisements), to formats77
that are distinct from traditional advertisements (e.g. pop-up advertising) (Schlosser, Shavitt, and Kanfer, 1999).78
In addition, Web advertising formats include the original banner advertising, skyscrapers, pop-up advertising,79
interstitials, online video advertising, rich media, corporate websites, and keyword search advertising (Briggs,80
1999;Chandon, Chtourou, and Fortin, 2003;Cho and Cheon, 2004;Choi and Rifon, 2002; ??lores, 2001;Li and81
Leckenby, 2004;Robinson et al., 2007;Yao and Lin, 2006).82

Although banner advertisements have been the dominant format of Web advertising for several years, the83
revenue from banner advertisements has declined steadily since the advent of other Web advertising formats,84
such as Keyword Search Advertising (KSA) (Li and Leckenby, 2004). Recently, KSA has proven to be the main,85
and fastest growing, form within the Web advertising market, growing from one percent in 2002 to 41 percent86
in 2006 (Maddox, 2006). Simply put, KSA is a process by which search engines place advertising in the search87
results pages of certain keywords and advertising companies pay fees to the search engine providers when users88
click on a link to their web sites (Burns, 2005;Schmidt and Patel, 2004).89

2 a) Sponsored Search Advertising90

Of the various forms of KSA, Sponsored Search Advertising (SSA) has been identified as the most effective91
form (Delaney, 2004;Harrison, 2005). SSA represents an advertising technique in which a fee is paid for specific92
keywords to guarantee priority placement on search engine results pages ??Feng et (IAB, 2004), as well as the93
major source of revenues for Web search engines (Jansen and Resnick, 2006). For example, 67 percent of Google’s94
2008 revenue came from SSA (Google, 2008). However, the success of search engines in generating revenues using95
SSA depends mainly on the number of users (consumers) who click on Sponsored Search Advertisements (as96
advertisers are only required to pay when users click) (Vragov, 2009). For this reason, online users need to97
notice and pay attention to SSA, so that the desired communication goal of such advertising (click through98
behaviour) may be achieved (Lu and Chau, 2006). More specifically, as suggested by Jansen and Spink (2007a),99
SSA may be improved and become more effective by gaining a greater understanding of consumer behaviour in100
such advertising contexts.101

For the online user, SSA offers highly relevant search results (Kiritchenko and Jiline, 2008), which are based on102
the consumer’s own queries and, thus, they are considered less intrusive than banner advertisements or pop-ups103
advertising (Ghose and Yang, 2007). In addition, SSA reduces online user search costs104
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3 III.105

4 Literature Review106

As an aim of the current research is to understand the factors that influence consumers’ responses towards SSA,107
the literature related to SSA was reviewed. However, much of this research is largely based on practitioners’ views108
and anecdotal studies with only a small number of scholarly studies being available. Previous research relating to109
SSA has focused primarily on the advertisers’ perspective. For example, SSA and search engine performance ??110
(Khare and Sittler, 2005). However, recently, academicians have called for further research into specific aspects of111
SSA, especially research related to the consumers’ point of view ??Animesh et al., 2006;Li and Leckenby, 2004).112
Moreover, this need to establish a new direction for future SSA research was identified by Ghose and Yang (2007),113
Barry and Charleton, (2009), and Li and Leckenby (2004), who suggest that little understanding currently exists114
on, the major factors influencing consumers behaviour towards such online advertising form.115

According to Vine (2004), consumers depend on Web search engines to find information on the Web prior to116
making online or offline purchase-decisions. However, despite the phenomenal growth of the SSA market, limited117
research has been undertaken to investigate the implication of such advertising upon consumer behaviour. As118
mentioned previously, SSA has, in the main, been investigated from advertisers’ perspectives, which appears not119
to provide an encompassing understanding of their effectiveness (Feng et al., 2003;Jatarzadeh et al., 2011;Weber120
and Zheng, 2003). Further, the consumer behaviour perspective has been largely overlooked ??Yao and Male,121
2008). In support of this view, Ghose and Yang (2007) indicate that there is a little understanding of how122
consumers respond to SSA. Some research has identified: that online users respond more favourably to natural123
free results displayed on the search results page in comparison to SSA (Greenspan, 2004;Marble, 2003); that124
online users tend to be distrustful in relation to the viability of Sponsored Search Advertisements, which are125
perceived as less relevant than the natural free results (Greenspan, 2004;Fallows, 2005; ??ansen and Resnick,126
2007;Jansen and Resnick, 2006); that online users have a limited understanding of the nature of SSA, with127
few were able to recognise SSA (Marble, 2003). More specifically, Animesh (2005) suggests that the consumer128
knowledge of SSA mechanism may foster the click through rates for highly positioned search results. Support for129
this view is provided by anecdotal evidence suggesting that companies need to be positioned on the first page and130
within the top search results to match online users’ behaviours (Miller, 2006;Newsome, 2006; ??chwarz, 2005).131
Interestingly, Yao and Male (2008) have found that consumers who engage in more search and clicking behaviour132
on the Web tend to be more responsive to SSA than others. In brief, despite the emerging stream of literature on133
SSA, consumer behaviours associated with this type of Web advertising are still not fully understood. Thus more134
research is required to fill this gap. Most research on SSA has generally explored the topic from a practitioner’s135
perspective or anecdotal studies. Further, there has been scant research within the consumer behaviour domain in136
relation to how consumers respond to SSA. As a consequence, examining factors influencing consumer responses137
towards advertising, based on offline traditional advertising literature, may assist in achieving a more cohesive138
understanding of how consumers process and respond to SSA.139

Based on a revision of a number of studies related to consumer responses to offline traditional advertising,140
as well as Web advertising and most importantly, based on Rodgers and Thorson’s (2000) findings, that Web141
advertising effectiveness relies on how consumers respond to such advertising, and that it may be examined142
using determinants, process and outcomes, it is apparent that process focuses on the consumer’s tendency to143
pay attention to advertising and, moreover, this process could be determined by a range of variables related144
to the consumers. Further, the outcomes appear to reflect consumers’ attitudes and behaviour upon attending145
to advertisements. Interestingly, consumers’ tendency to pay attention to Web advertisements has witnessed146
a decline since it was first introduced due to such factors as their intrusiveness and irritation level (Li et al.,147
2002;Yaveroglu and Donthu, 2008). However, given that SSA has proved to be the most effective form of Web148
there is an opportunity to examine consumer attention to SSA and the related determinants of such response. Li149
and Leckenby (2004) asserted that this research is needed as there have been few studies into understanding the150
factors and determinants of how consumers attend to, and respond to such advertising. Therefore, , a number151
of focal constructs relevant to this research are discussed, in terms of consumer responses towards SSA and the152
determinants of such attention (prior experience with SSA, subjective knowledge of SSA, familiarity of brands153
(or websites) included in the SSA, and perceptions of SSA relevancy and credibility) and the outcomes associated154
with attention towards SSA (attitudes towards SSA and behavioural intentions).155

IV.156

5 Hypotheses Development157

It appears that consumers’ attention is strongly influenced by their motivations, abilities, and opportunities to158
process advertisements. For example, the ability to pay attention to advertising may be conceptualised by aspects159
related to experience with, and knowledge about, the related environment (Batra and Ray, 1986; Celsi and Olson,160
1988; Hallahan, 2000; MacInnis, Moorman, and Jaworski, 1991). If this is so, then, aspects of prior experience161
with advertising (negative or positive) are likely to influence an individual’s ability to attend to, and process,162
advertisements (Batra and Ray, 1986;Celsi and Olson, 1988; ??acInnis et al., 1991). Therefore, prior experience163
with SSA was deemed pertinent to the current research as a determinant of consumer attention towards SSA. This164
position is consistent with the view that consumer attention is mainly dependent on prior experience and that165
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9 H3

prior experience is an important determinant of consumer behaviour (Fazio and Zanna, 1981;Jarvelainen, 2007).166
A number of researchers suggest that the ability to attend to advertising messages may result from the amount167
and type of knowledge an individual possesses regarding the advertising, for example, subjective knowledge (Batra168
and Ray, 1986;Celsi and Olson, 1988;Hallahan, 2000; ??acInnis et al., 1991). Therefore, subjective knowledge is169
another important determinant factor that influences consumer attention and processing behaviour towards SSA170
(Bettman and Park, 1980; Claxton, Fry, and Portis, 1974; Brucks, 1986; Pingol and Miyazaki, 2005; Raju, Lionel,171
and Mangold, 1995). However, within the online environment, it appears that online users have limited knowledge172
of the approaches employed by search engines to rank, retrieve and prioritise Sponsored Search Advertisements173
(Greenspan, 2004; ??otchkiss, 2004;Marble, 2003). This being the case, it may be that consumer subjective174
knowledge of SSA could influence attention towards this type of Web advertising.175

Thirdly, the consumer’s motivation to process the advertising message is largely determined by consumers176
findings cues in the advertisement that are recognisable (Batra and Ray, 1986;Celsi and Olson, 1988;Hallahan,177
2000; ??acInnis et al., 1991), for example, familiar brands and relevancy of the advertisement. As such, familiarity178
of brands (or websites) included in the SSA was selected as an aspect of the current research, due to its importance179
in influencing advertising effectiveness (Campbell and Keller, 2003) Yantis, 2000). In addition, it was found180
that online users tend to check Sponsored Search Advertisements if they are perceived as relevant (Jansen and181
Spink, 2007a, Jansen and Resnick, 2006). Thus, perception of SSA relevancy appears to be an important factor182
influencing consumer response to SSA. It is also suggested that relevancy of SSA is also influenced by brand183
familiarity as finding familiar brands (or websites) within the content of SSA message may result in perceiving184
such advertising as relevant. Finally, Moore and Rodgers (2005) suggest that consumers are more likely to ignore185
advertisements because of less perceived credibility. Fourthly, another important aspect covered in the offline186
advertising literature is that the extent of perceived credibility is based upon an accumulation of information187
and consumers’ experiences with advertisements (MacKenzie and Lutz, 1989). Maloney (1994) supported this188
view by asserting that advertising credibility is based on the interaction of the advertisement with the consumer189
memories are accumulated from prior experiences.190

Therefore, it appears that online users with positive previous experiences with SSA will be more likely to191
consider SSA as credible and , so consider processing or engaging with these types of advertisements. Furthermore,192
attention to SSA is expected to have an influence on SSA credibility. The reason for this is that a greater attention193
paid to SSA results in higher perceived credibility of SSA. Similarly, within a social marketing context, Griffin194
and O’Cass (2005) found that the more attention paid to social advertising, the more credibility is associated195
with those advertisements. Accordingly, those online users who pay more attention to SSA may be more likely196
to positively evaluate those advertisements, resulting in higher advertising credibility.197

Although much of the offline traditional advertising literature has confirmed that a positive relationship exists198
between consumer attention and attitude towards advertising, such relationship has received scant attention in199
the Web advertising context. For example, outcomes of consumers’ attention in the Web context may operate200
into different directions depending on the type of exposure to Web advertising. For example, forcing online users201
to be exposed to Web Global Journal of Management and Business Research Volume XII Issue XVIII Version202
I 2 2012 ear advertising messages (such as the case with pop-up advertising) may generate negative attitudes203
towards such advertising. This view is consistent with the argument of Rust and Varki (1996) who advocate that204
Web advertising should be less intrusive because forcing consumers to be exposed to advertisements may generate205
negative attitudes towards advertising. Many other Web advertising studies have provided support for this view206
by showing that consumers tend to ignore intrusive and annoying Web advertisements and, more, tend to hold207
negative attitudes towards such advertisements (Brackett and Carr, 2001;Cho and Cheon, 2004;Li et al. 2002;208
??eed, 1999). Alternatively, consumers are expected to pay more attention and hold more positive attitudes209
towards unintrusive and targeted Web advertisements such as SSA (Bloem, 2003;Mehta and Sivadas, 1995).210

Finally, the attitude and behavioural intention relationship was originally advocated by Fishbein and Ajzen211
(1975).212

More recent advertising research supports this theory, where it is suggested that the attitude toward the object213
(in this case the SSA) will influence the intention to use the object ??214

6 No. Hypotheses215

7 H1216

Prior experience with SSA has a significant positive effect on attention to SSA.217

8 H2218

Subjective knowledge about SSA has a significant positive effect on attention to SSA.219

9 H3220

Familiarity of brands (or websites) included in the SSA has a significant positive effect on attention to SSA.221
H4 SSA relevancy has a significant positive effect on attention to SSA.222
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10 H5223

Familiarity of brands (or websites) included in the SSA has a significant positive effect on SSA relevancy.224

11 H6225

Prior experience with SSA has a significant positive effect on SSA credibility.226

12 H7227

Attention to SSA has a significant positive effect on SSA credibility.228

13 H8229

Credibility of SSA has a significant positive effect on attitude towards SSA.230

14 H9231

Attention to SSA has a significant positive effect on attitude towards SSA.232
H10 Attitude toward SSA has a significant positive effect on intention to click on SSA.233
Figure ?? : A Conceptual Model of Consumer Response Towards Sponsored Search Advertising (SSA).234
V.235

15 Methodology236

A quantitative approach was used in this research. An examination of the literature assisted in the development237
of a conceptual model of Consumer responses towards SSA. A convenience sample of 325 respondents from238
the Australian population (who have online access and who have searched or purchased online) were surveyed239
using an online self-administered survey. The resultant data were analysed to test the model of consumer240
response towards SSA. The administration of the survey followed a Web-based selfadministered method. The241
data collection involved the researcher employing an Australian market research company (The Final Prospect242
Company) to send an email, on behalf of the researcher, to Australian online users inviting them to participate243
in the study. The email included a link to a unique Web site location to access the survey. In addition, the244
email informed potential respondents about the purpose of the research, the length of the survey, and provided245
assurance that the collected information would be treated confidentially and would be used only for the purposes246
of the research.247

16 VI.248

17 Results Analysis249

Analysis of the data was conducted via correlation analysis, exploratory factor analysis, reliability analysis and250
Partial Least Squares (PLS) regression analysis. Based on the preliminary analysis, the evaluation of the data251
via factor analysis and reliability estimates indicated that all scale items were appropriate and valid for further252
statistical analysis. Additional testing of the quality of the scales was conducted, which established the convergent253
and discriminant validity. Further testing for the common method variance, via Harmon’s one factor test, provided254
evidence of the non-existence of common variance problem, indicating that the data were ready for subsequent255
analysis. PLS was considered as the most appropriate approach for the current study as it has several advantages256
over other SEM techniques. In particular, PLS allows the assessment of the psychometric properties of the257
measures and the exploration of the hypothesised relationship among the constructs (Chin, 1998;Hulland, 1999).258
Moreover, PLS facilitates simultaneous tests of the measurement models and structural models (Barclay et al.,259
1995); it is also compatible with interval-style data and can assess a model with a relatively small sample size260
(Chin, 1998;Gefen et al., 2000;Thompson et al., 1995). In consideration of these points, and due to its increasing261
acceptance within consumer behaviour and marketing domains PLS was chosen to evaluate the research model262
and test the hypotheses. Table 1.2 highlights the hypotheses of the study, and shows the path coefficient between263
the exogenous and endogenous variables; the average variance accounted for, R 2 and bootstrap critical ratios.264
The bootstrap critical ratios determined the stability of the estimates and were acceptable at ranges between -1.96265
and +1.96 (Chin, 1998) indicated the overall predictive power of the model (Fornell and Bookstein, 1982). In the266
current study, the AVA for the endogenous variables was .46 and the R 2 values for the predicted variables were267
all greater than the Falk and Miller’s (1992) recommended level of .10; therefore, it was appropriate to examine268
the significance of the paths associated with these variables. All of the paths were above the recommended269
level of 0.015 as advocated by ??alk and Miller (1992), and all variables had bootstrap critical ratios above the270
acceptable level (greater than 1.96, p < .05).271

Table ?? : Partial Least Squares Results for the Theoretical Model.272
The PLS results, as shown in Table 1.2, indicate that prior experience with SSA has a significant positive273

effect on online users (consumers) attention towards SSA (ß = 0.419, t = 7.89, p < 0.01), indicating that online274
users with prior positive experience with SSA, will pay greater attention to SSA, thereby, supporting H1. As275
proposed in H2, subjective knowledge of SSA has a significant positive effect on attention to SSA (ß = 0.232, t276
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19 CONCLUSION

= 6.45, p < 0.01), suggesting that those online users who have more knowledge about the nature and benefits of277
SSA are more likely to pay attention to SSA. This finding supports H2. Consistent with H3, familiarity of brands278
(or websites) included in the SSA, has a significant positive effect on online users’ attention towards SSA (ß =279
0.148, t = 2.84, p < 0.01), implying that those Sponsored Search Advertisements that include familiar brands280
(or websites) are more likely to be noticed and attended by online users, thereby supporting H3. The result281
for H4 indicate that SSA has a significant positive effect on online users’ attention towards SSA (ß = 0.248, t282
= 5.34, p < 0.01); thus, the higher the relevancy of SSA, the greater the attention paid to the advertisement.283
This finding supports H4. As shown in Table 1.2, familiarity of brands (or websites) included in the SSA has a284
significant positive effect on the level of the relevancy of SSA (ß = 0.499, t = 6.89, p < 0.01) suggesting that285
Sponsored Search Advertisements that include familiar brands (or websites) are more likely to be considered as286
relevant to online users, thereby, supporting H5. Prior experience with SSA has a significant positive effect on287
the credibility of SSA in general (ß = 0.373, t = 10.85 , p < 0.01) suggesting that online users who have positive288
prior experience with SSA are more likely to perceive SSA as credible and believable, providing support for H6.289
Further, attention to SSA was found to be related to the degree of perceived credibility of SSA (ß = 0.504, t290
= 26.85, p < 0.01), implying that the more attention paid to a Sponsored Search Advertisement, the greater291
the credibility of the SSA thereby supporting H7. Credibility of SSA has a significant positive effect on attitude292
towards SSA (ß = 0.545, t = 10.03, p < 0.01), suggesting the greater the credibility of SSA the more positive293
the attitude toward the Advertisement supporting H8.294

As shown by the PLS results, attention towards SSA has a significant positive effect on attitude towards295
SSA (ß = 0.279, t = 6.16, p < 0.01) suggesting that the higher level of attention paid to a Sponsored Search296
Advertisement the greater the positive attitude towards SSA, thereby supporting H9. Consistent with H10,297
attitude toward SSA has a significant positive effect on intention to click on Sponsored Search Advertisements (298
ß = 0.452, t = 7.60, p < 0.01) implying that the more positive the attitude toward SSA the greater the intention299
to click on Sponsored Search Advertisements supporting H10. Thus, the results from the current study show300
that all the hypotheses (H1, H2, H3, H4, H5, H6, H7, H8, H9, and H10) were supported.301

As shown in Table 1.2, the average variance accounted (AVA) for in the endogenous variable by the exogenous302
variables was 0.46 (46 %). In addition, the data indicates that 65% of the variance in SSA credibility is explained303
by prior experience with SSA and attention towards SSA, whereas 25% of the variance in SSA relevancy is304
explained by familiarity of brands included in the SSA. Additionally, 59% of the variance in attention towards305
SSA is explained by prior experience with SSA, subjective knowledge of SSA, familiarity of brands (or websites)306
included in the SSA, and SSA relevancy. Furthermore, SSA credibility and attention to SSA account for 61% of307
the variance in attitude towards SSA. Finally, attitude towards SSA accounts for 20% of the variance in intention308
to click on Sponsored Search Advertisements.309

18 VII.310

19 Conclusion311

The findings provided useful insights into a nomological network explicating the determinants, process, and312
outcomes of consumer responses towards SSA, from a consumer behaviour perspective. In particular, the313
findings provided empirical support for Consumer Response Towards SSA Model, revealing that a number of314
consumer related variables (prior experience with SSA, subjective knowledge of SSA, familiarity of brands (or315
websites) included in the SSA and SSA relevancy) act as consumer attention towards SSA. As posited in the316
findings, online users (consumers) who had positive prior experience with SSA are more likely to notice and pay317
attention to SSA. In addition, the findings provided support for the positive relationship between online users’318
subjective knowledge of SSA and attention paid to Sponsored Search Advertisements. Furthermore, the proposed319
relationship between familiarity of brands (or websites) and attention to SSA was supported. In the context of320
the relationship between familiarity of brands (or websites) and SSA relevancy, it was found that those Sponsored321
Search Advertisements that include familiar brands (or websites) are more likely to be considered as relevant,322
and those relevant Sponsored Search Advertisements influence attention towards such advertisements.323

The proposed research model also identified that particular factors determine the credibility of SSA. For324
example, the findings indicate that the nature of the prior experience with SSA is a factor in determining the325
credibility of SSA. Accordingly, those online users (consumers) who experienced a positive prior experience with326
SSA are more likely to consider SSA as a credible form of Web advertising. In addition, the findings show that327
attention towards SSA positively influences the credibility of SSA. This implies that those online users who pay328
more attention to SSA are also more likely to perceive such advertising as credible.329

In relation to the outcomes of Consumer Responses Towards SSA Model, online users who pay attention to330
SSA appear to have more positive attitudes towards SSA. Further, as proposed in this research model, SSA331
credibility was found to influence a consumer’s attitude towards SSA, and that attitude impacted upon their332
intention to click on Sponsored Search Advertisements.333

The The empirical testing provided validation of the theory from the consumer’s standpoint, within the context334
of SSA, which appears not to have been attempted previously. As such, the current research is advantageous in335
that it both integrates earlier advertising research associated with consumer behavioural aspects. In doing so, the336
Consumer Response Towards SSA Model provides a valuable theoretical example for Web advertising effectiveness337
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models (from a consumer behaviour perspective) by highlighting the determinants that affect consumer attention338
towards advertising and the outcomes of both attention and perceptions of advertising credibility characterised339
by consumer’s attitude towards, and intention to click on, Sponsored Search Advertisements. For this reason,340
the proposed model offers a broad perspective on how an individual perceives, processes, and responds to SSA.341
The process begins with consumers who are conducting a search activity in order to collect information about an342
issue, product or service. As consumers are exposed to two different types of search results (SSA and natural free343
results), the immediate process will be to attend to those search results that give consumers positive outcomes344
and lead to the previously proposed outcomes. Accordingly, the current research has advanced our knowledge345
within the advertising and consumer behaviour domains, as well as contributing to the use of SSA in practice.346
The value of research in the area of marketing lies in its ability to be applied in practice. In this sense, the value347
of this research, in terms of the Consumer Response Towards SSA Model is that it expands our understanding348
of SSA by identifying and synthesising the determinants and outcomes of consumer responses towards such349
advertising. The practical implications of these findings are that they add to the understanding of SSA from350
a consumer’s behaviour perspective and, therefore, act as a valuable base for SSA practitioners. The current351
study provides practitioners with insights into consumers and the factors that influence their intention to click on352
Sponsored Search Advertisements when they use Web search engines. The findings identify what type of consumer353
(according to their experiences, subjective knowledge, familiarity with brands (or websites), and perceptions of354
credibility and relevancy) are more likely to attend and process SSA, and what are the outcomes of consumer355
response towards SSA, that is, attitude to SSA and intention to click on Sponsored Search Advertisements.356

20 VIII.357

21 Future Research358

As the data collection process has focused on Australian online users, it could be suggested that the results may359
lead to different findings for online users in other countries. As such, the model of this study could be tested360
in other developed countries such as the United States of America, Canada and the United Kingdom, and in361
developing countries such as Jordan. This replication would allow examining whether the findings hold true in362
other regions, and thus provide greater support for the generalisability of the findings of the study. Future research363
could also extend the model to examine what the most likely actions to be taken by consumers after clicking364
on Sponsored Search Advertisements such as gathering more information, requesting e-mail updates, subscribing365
or registering an interest, downloading documents, and purchasing products or services. These responses after366
clicking on Sponsored Search Advertisements are expected to be greatly influenced by the design and performance367
of the landing page. 1 2

Figure 1:
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Figure 2:

RQ1: What are the consumer related factors that
account for consumer attention towards SSA and to
what extent do they influence attention towards SSA?
RQ2: To what extent does consumer attention
towards SSA influence consumer attitude towards SSA?
RQ3: To what extent does consumer attitude towards
SSA influence consumer intentions to click on SSA?
RQ4: To what extent does credibility of SSA influence
consumer attitude towards SSA?
II.

Figure 3:

Figure 4:

Bradlow and
Schmittlein, 2000;Telang,Boatwright,and
Mukhopadhyay, 2004), quality uncertainty and adverse
selection in SSA (Animesh, Ramachandran, and
Viswanathan, 2006), SSA ranking strategies (Feng,
Bhargava, &

Figure 5:

Figure 6:

1

intention to

[Note: Source : Developed for this research.]
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8



SSA
Credibility

Prior Experience H 6
with SSA

H 1 H 7 H
8

2012 Subjective knowledge of
SSA

H 2 Attention to
SSA

H
9

Attitude
to-
ward
SSA

H Intention
to
click
on
SSA

ear
2 H 3 H 4
and Business Research
Volume XII Issue XVIII
Version I

Familiarity of brands
(or websites)

H 5 SSA Relevancy

Global Journal of Man-
agement

Figure 8:

1© 2012 Global Journals Inc. (US)
2A Development and Empirical Validation of The Consumer Response Towards Sponsored Search Advertising

(SSA) Model

9



21 FUTURE RESEARCH

A Development and Empirical Validation of The Consumer Response Towards Sponsored Search Advertising
(SSA)
Model
2012

Predi cted Predictor Hyp
othe

Path Varian
ce due

R 2 Critic al Year

Varia Variables sis to Ratio
ble path
Atten Prior H1 .419 .291 7.89
tion experie
to nce
SSA Subjecti H2 .232 .082 6.45

ve
Knowle
dge
Familiari H3 .148 .071 2.84
ty of
brands
SSA H4 .248 .148 .59 5.34
relevanc
y

SSA Familiari H5 .499 .249 6.89
relev ty of
ancy brands .25
SSA Prior H6 .373 .269 16.56
Credi experie
bility nce

Attentio H7 .504 .384 26.8 4
n to .6 5
SSA

Attitu SSA H8 .545 .413 10.03
des Credibili
towar ty
d Attentio H9 .279 .193 6.16
SSA n to .60

SSA
Inten Attitude H10 .452 .204 7.60
tion s .20
to toward
click SSA
AVA .4 6

Figure 9:

10



[Mitchell] , Hillsdale Mitchell . NJ: Erlbaum p. .368

[ Computer] , Computer 42 p. .369

[ ACM Transactions on Computational Logic] , ACM Transactions on Computational Logic 5 (9) p. .370

[ Internet advertising effectiveness. International Journal of Advertising] , Internet advertising effectiveness. In-371
ternational Journal of Advertising 26 (4) p. .372

[Robinson et al. ()] , H Robinson , A Wysocka , C Hand . 2007.373

[Paper (2012)] , Paper . http://cnds.ucd.ie/papers/schmidt July 20. 2012. University College Dublin.374

[Yao and Mela (2008)] A dynamic model of Sponsored Search Advertising. Working Paper: Duke University, S375
Yao , C F Mela . http://ideas.repec.org/p/net/wpaper/0816.html 2008. 10 August, 2011.376

[Telang et al. ()] ‘A mixture model for Internet search engine visits’. R Telang , P Boatwright , T Mukhopadhyay377
. Journal of Marketing Research 2004. 41 (2) p. .378

[Richard and Chandra ()] ‘A model of consumer Web navigational behaviour: conceptual development and379
application’. M Richard , R Chandra . Journal of Business Research 2005. 58 (8) p. .380

[Weber and Zheng ()] A model of search intermediaries and paid referrals, T A Weber , E Z Zheng . 2003.381
University of Pennsylvania (Discussion Paper, 02, 12, 01, the Wharton school)382

[Falk and Miller ()] A Primer for Soft Modelling, R F Falk , N B Miller . 1981. Akron, OH: The University of383
Akron Press.384

[Bush et al. ()] ‘Advertiser perceptions of the Internet as a marketing communications tool’. A J Bush , V Bush385
, H Harris . Journal of Advertising Research 1998. 18 (2) p. .386

[Bloem (2003)] Advertising on the Internet. Unpublished Dissertation, E Bloem . http://www.frg.eur.nl/387
rile/emle/Theses/bloem.pdf 2003. May 26. 2012.388

[Yaveroglu and Donthu ()] ‘Advertising repetition and placement issues in on-line environments’. I Yaveroglu ,389
N Donthu . Journal of Advertising 2008. 37 (2) p. .390

[Mehta et al. ()] AdWords and generalised online matching, A Mehta , A Saberi , U Vazirani , V Vazirani . 2005.391

[Delaney ()] ‘After IPO, can ads keep fuelling Google?’. K J Delaney . Wall Street Journal 2004. p. B1.392

[Ghose and Yang ()] ‘An empirical analysis of search engine advertising: Sponsored search and cross-selling393
in electronic markets. Working paper, The network’. A Ghose , S Yang . Electronic Commerce and394
Telecommunications (NET) Institute, 2007.395

[Mackenzie and Lutz ()] ‘An empirical examination of the structural antecedents of attitude toward the ad in an396
advertising pretesting context’. S B Mackenzie , R J Lutz . Journal of Marketing 1989. 53 (2) p. .397

[Moore and Rodgers ()] ‘An examination of advertising credibility and scepticism in five different media using398
the persuasion knowledge model. American Academy of Advertising’. J J Moore , S L Rodgers . Conference.399
Proceedings 2005. p. .400

[Jansen and Resnick ()] ‘An examination of searchers’ perceptions of non sponsored and sponsored links during401
ecommerce web searching’. B J Jansen , M Resnick . Journal of the American Society for information Science402
and Technology 2006. 57 p. .403

[Yang and Ghose ()] ‘Analyzing the relationship between organic and Sponsored search advertising: positive,404
negative, or zero interdependence? Marketing Science’. S Yang , A Ghose . Articles in advance 2010. p. .405

[Choi and Rifon (2002)] ‘Antecedents and consequences of Web advertising credibility: a study of consumer406
response to banner ads’. S M Choi , N J Rifon . http://jiad.org Journal of Interactive Advertising 2002.407
April 22. 2012. 3 (1) . (Retrieved)408

[Newsome (2006)] ‘Avoiding nightmares with the perfect search’. B Newsome . Melbourne, 2006. May 26 2006.409
(The age)410

[Fishbein and Ajzen ()] Belief, attitude, intention, and behaviour: An introduction to theory and research, M411
Fishbein , I Ajzen . 1975. Reading, MA: Addison-Wesley.412

[Chun and Wolfe (ed.) ()] Blackwell Handbook of Perception, M M Chun , J M Wolfe . B. Goldstein (ed.) 2001.413
Oxford, UK: Blackwell Publishers. p. . (Visual Attention)414

[Campbell et al. ()] ‘Brand familiarity and advertising repetition effects’. M C Campbell , K L Keller , D G Mick415
, W D Hoyer . Journal of Consumer Research 2003. 30 (2) p. .416

[Chakrabarty et al. ()] ‘Budget constrained building in keyword auctions and online knapsack problems’. D417
Chakrabarty , Y Zhou , R Lukose . Third Workshop on Sponsored Search Auctions 2007.418

[Miller (2006)] Coming to the aid of the search party. The Age, N Miller . 2006. April 25, 2006. Melbourne. (1st419
Ed)420

11

http://cnds.ucd.ie/papers/schmidt
http://ideas.repec.org/p/net/wpaper/0816.html
http://www.frg.eur.nl/rile/emle/Theses/bloem.pdf
http://www.frg.eur.nl/rile/emle/Theses/bloem.pdf
http://www.frg.eur.nl/rile/emle/Theses/bloem.pdf
http://jiad.org


21 FUTURE RESEARCH

[Leong et al. ()] ‘Comparing the effectiveness of website with traditional media’. E Leong , X Huang , P.-J421
Stanners . Journal of Advertising Research 1998. 38 (5) p. .422

[Feng et al. (2003)] Comparison of allocation rules for paid placement adver-423
tising in search engines, J Feng , H K Bhargava , D Pennock .424
10.1145/950000/948044/p294feng.pdf?key1=948044&key2=2669616211&coll=GUIDE&dl=GUIDE&CFID=54168972&CFTOKEN=74450057.425
http://delivery.acm.org/10.1145/950000/948044/p294feng.pdf?key1=948044&key2=426
2669616211&coll=GUIDE&dl=GUIDE&CFID=54168972&CFTOKEN=74450057 2003. August 10, 2011.427
(Working Paper.)428

[Webb ()] ‘Consumer initial processing in a difficult media environment’. P H Webb . Journal of Consumer429
Research 1979. 16 p. .430

[Keller ()] ‘Cue compatibility and framing in advertising’. K L Keller . Journal of Marketing Research 1991. 28431
(1) p. .432

[Brackett and Carr ()] ‘Cyberspace advertising vs. other media: consumer vs. mature student attitudes’. L K433
Brackett , B N Carr . Journal of Advertising Research 2001. 41 (5) p. .434

[Khare and Sittler (2005)] Decentralising sponsored Web advertising, R Khare , B C W Sittler . 05-04. http:435
//wiki.commerce.net/images/b/bb/CN-TR-05-04.pdf 2005. 12 May, 2011. CommerceNet Labs436
(Technical Report)437

[Raju et al. ()] ‘Differential effects of subjective knowledge, objective knowledge, and usage experience on decision438
making: An exploratory investigation’. P S Raju , S C Lonial , W G Mangold . Journal of Consumer439
Psychology 1995. 4 (2) p. .440

[Fazio and Zanna ()] ‘Direct experience and attitude-behaviour consistency’. R H Fazio , M P Zanna . Advances441
in Experimental Social Psychology, Leonard Berkowitz (New York) 1981. Academic Press. 14 p. .442

[Mehta and Sivadas ()] ‘Direct marketing on the Internet: An empirical assessment of consumer attitudes’. R443
Mehta , E Sivadas . Journal of Direct Marketing 1995. 9 (3) p. .444

[Schmidt and Patel ()] Distributed searchbased advertising on the web, N Schmidt , A Patel . 2004.445

[Chandon et al. ()] ‘Effects of configuration and exposure levels on responses to Web advertisements’. J L446
Chandon , M S Chtourou , D R Fortin . Journal of Advertising Research 2003. 43 (2) p. .447

[Hallahan ()] ‘Enhancing motivation, ability and opportunity to process public relations messages’. K Hallahan448
. Public Relations Review 2000. 26 (4) p. .449

[Jansen and Resnick (2005)] ‘Examining searcher perception of and interaction with sponsored results’. B J450
Jansen , M Resnick . Paper presented at the Workshop on Sponsored Search Auctions at ACM conference on451
Electronic Commerce 2005. June. p. .452

[Jerath and Sayedi ()] Exclusive display in Sponsored Search Advertising, K Jerath , A Sayedi . http:453
//papers.ssrn.com/sol3/papers.cfm?abstract_id=1831744 2011. Carnegie Mellon University454
(Working Paper)455

[Danaher and Mullarkey ()] ‘Factors affecting online advertising recall: a study of students’. P Danaher , G456
Mullarkey . Journal of Advertising Research 2003. 43 (3) p. .457

[Jatarzadeh et al. ()] ‘Factors affecting the success of business in effective utilization of search engine advertising’.458
H Jatarzadeh , A Aurum , J & D’ambra . SigIQ Pre-ICIS workshop, 2011. p. . (research in progress)459

[Marble ()] False oracles: Consumer reaction to learning the truth about how search engines work, results of an460
ethnographic study, L Marble . 2003. p. .461

[Yantis ()] ‘Goal directed and stimulus driven determinants of attentional control’. S Yantis . Control of Cognitive462
Process, Stephane Performance, John Monsell, Driver (ed.) (Cambridge) 2000. Massachusetts Institute of463
Technology Press. 18 p. .464

[Vine (2004)] Going beyond Google for faster and smarter Web. Retrieved, R Vine . http://eric.465
ed.gov/ERICWebPortal/custom/portlets/recordDetails/detailmini.jsp?_nfpb=true&466
_&ERICExtSearch_SearchValue_0=EJ706485&ERICExtSearch_SearchType_0=no&accno=467
EJ706485 2004. 30 September, 2011.468

[Adwords (2008)] Google AdWords : Keyword tool, Google Adwords . https://adwords.google.com/469
select/KeywordToolExternal 2008. 13 September, 2010.470

[Reed and Ewing ()] ‘How advertising works alternative situational and attitudinal explanations’. P W Reed , T471
M Ewing . Marketing Theory 2004. 4 (1/2) p. .472

[Batra and Ray ()] ‘How advertising works at contact’. R Batra , M L Ray . Psychological Processes and473
Advertising effects, L F Alwitt, AA (ed.) 1986.474

[Cho ()] ‘How advertising works on the WWW: Modified elaboration likelihood model’. C Cho . Journal of475
Current Issues and Research in Advertising 1999. 21 (1) p. .476

12

http://dx.doi.org/10.1145/950000/948044/p294feng.pdf?key1=948044&key2=2669616211&coll=GUIDE&dl=GUIDE&CFID=54168972&CFTOKEN=74450057
http://delivery.acm.org/10.1145/950000/948044/p294feng.pdf?key1=948044&key2=2669616211&coll=GUIDE&dl=GUIDE&CFID=54168972&CFTOKEN=74450057
http://delivery.acm.org/10.1145/950000/948044/p294feng.pdf?key1=948044&key2=2669616211&coll=GUIDE&dl=GUIDE&CFID=54168972&CFTOKEN=74450057
http://delivery.acm.org/10.1145/950000/948044/p294feng.pdf?key1=948044&key2=2669616211&coll=GUIDE&dl=GUIDE&CFID=54168972&CFTOKEN=74450057
http://wiki.commerce.net/images/b/bb/CN-TR-05-04.pdf
http://wiki.commerce.net/images/b/bb/CN-TR-05-04.pdf
http://wiki.commerce.net/images/b/bb/CN-TR-05-04.pdf
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=1831744
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=1831744
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=1831744
http://eric.ed.gov/ERICWebPortal/custom/portlets/recordDetails/detailmini.jsp?_nfpb=true&_&ERICExtSearch_SearchValue_0=EJ706485&ERICExtSearch_SearchType_0=no&accno=EJ706485
http://eric.ed.gov/ERICWebPortal/custom/portlets/recordDetails/detailmini.jsp?_nfpb=true&_&ERICExtSearch_SearchValue_0=EJ706485&ERICExtSearch_SearchType_0=no&accno=EJ706485
http://eric.ed.gov/ERICWebPortal/custom/portlets/recordDetails/detailmini.jsp?_nfpb=true&_&ERICExtSearch_SearchValue_0=EJ706485&ERICExtSearch_SearchType_0=no&accno=EJ706485
http://eric.ed.gov/ERICWebPortal/custom/portlets/recordDetails/detailmini.jsp?_nfpb=true&_&ERICExtSearch_SearchValue_0=EJ706485&ERICExtSearch_SearchType_0=no&accno=EJ706485
http://eric.ed.gov/ERICWebPortal/custom/portlets/recordDetails/detailmini.jsp?_nfpb=true&_&ERICExtSearch_SearchValue_0=EJ706485&ERICExtSearch_SearchType_0=no&accno=EJ706485
http://eric.ed.gov/ERICWebPortal/custom/portlets/recordDetails/detailmini.jsp?_nfpb=true&_&ERICExtSearch_SearchValue_0=EJ706485&ERICExtSearch_SearchType_0=no&accno=EJ706485
http://eric.ed.gov/ERICWebPortal/custom/portlets/recordDetails/detailmini.jsp?_nfpb=true&_&ERICExtSearch_SearchValue_0=EJ706485&ERICExtSearch_SearchType_0=no&accno=EJ706485
https://adwords.google.com/select/KeywordToolExternal
https://adwords.google.com/select/KeywordToolExternal
https://adwords.google.com/select/KeywordToolExternal


[Mackenzie and Spreng ()] ‘How does motivation moderate the impact of central and peripheral processing on477
brnad attitudes and intentions’. S B Mackenzie , R A Spreng . The Journal of Consumer Research 1992. 18478
(4) p. .479

[Briggs (1999)] How Internet advertising works. Paper Presented to ESOMAR -Net Effects? Conference, R480
Briggs . http://www.intelliquest.com/resources/whitepapers/interadvert.pdf 1999. March481
18, 2011. London.482

[Dou et al. ()] ‘How smart are ’smart banners’?’. W Dou , R Linn , S &yang . Journal of Advertising Research483
2001. 41 (4) p. .484

[Palanisamy and Wong ()] ‘Impact of online consumer characteristics on web-based banner advertising effective-485
ness’. R Palanisamy , S A Wong . Global Journal of Flexible Systems Management 2003. 4 (1/2) p. .486

[Feng et al. ()] ‘Implementing Sponsored Search in Web Search Engines: Conceptual Evaluation of Alternative487
Mechanism’. J Feng , H K Bhargave , D M Pennock . INFORMS journal of computing 2007. 19 p. .488

[Barry and Charleton ()] ‘In search of search engine marketing strategy amongst SME’s in Ireland’. C Barry , D489
Charleton . Communications in Computer and Information Science 2009. 48 p. .490

[Pingol and Miyazaki ()] ‘Information source usage and purchase satisfaction: Implications for product-focused491
print media’. L L Pingol , A D Miyazaki . Journal of Advertising Research 2005. 45 (1) p. .492

[Rayner et al. ()] ‘Integrating text and pictorial information: Eye movements when looking at print advertise-493
ments’. K Rayner , C M Rotello , A Stewart , J Keir , J Duffy , S . Journal of Experimental Psychology:494
Applied 2001. 7 (3) p. .495

[Ghose and Dou ()] ‘Interactive functions and their impacts on the appeal of Internet presence sites’. S Ghose ,496
W Dou . Journal of Advertising Research 1998. 38 (2) p. .497

[Edelman et al. ()] Internet Advertising and the Generalized Second-Price Auction: Selling Billions of Dollars498
Worth of Keywords, B Edelman , M Ostrovsky , M Schwarz . 2007. American Economic Association. 97 p. .499

[Flores (2000)] Internet advertising effectiveness: what did we learn and where are we going? Worldwide500
Advertising Conference, L Flores . http://www.poolonline.com/archive/issue16/iss16fea 2000.501
March 25, 2011. Rio de Janeiro.502

[Iab (2004)] Internet advertising revenue report: 2003 Full year, Iab . http://www.iab.net 2004. March 29,503
2011.504

[Ko et al. ()] ‘Internet uses and gratifications: a structural equation model of interactive advertising’. H Ko , C505
Cho , M S Roberts . Journal of Advertising 2005. 34 (2) p. .506

[Jansen et al. ()] B J Jansen , T B Flaherty , R Baeza-Yates , L Hunter , B Kitts , J Murphy . The Components507
and Impact of Sponsored Search, 2009.508

[Kiritchenko and Jiline ()] ‘Keyword optimization in sponsored search via feature selection’. S Kiritchenko , M509
Jiline . Workshop and Conference Proceedings, 2008. 4 p. .510

[Li et al. ()] ‘Measuring the intrusiveness of advertisements: scale development and validation’. H Li , S M511
Edwards , J.-H Lee . Journal of Advertising 2002. 31 p. .512

[Mobile Commerce: Technology, Theory, and Applications] Mobile Commerce: Technology, Theory, and Appli-513
cations, p. .514

[Yao and Lin ()] ‘Modelling the audience’s banner ad exposure for Internet advertising planning’. C Yao , C Lin515
. Journal of Advertising 2006. 35 (2) p. .516

[Chatterjee et al. ()] ‘Modelling the clickstream: implications for Web-based advertising effects’. P Chatterjee ,517
D L Hoffman , T P Novak . Marketing Science 2003. 22 (4) p. .518

[Magnaglobal ()] Online Ad revenues to reach $103 Bby, Magnaglobal . http://www.marketingcharts.519
com/direct/online-ad-revenues-to-reach-103b-by-2015-13163/ 2010. 2015.520

[Jarvelainen ()] ‘Online purchasing intention: an empirical testing of a multiple-theory model’. J Jarvelainen .521
Journal of Organisational Computing and Electronic Commerce 2007. 17 (1) p. .522

[Kitts and Leblanc ()] ‘Optimal bidding on keyword auctions’. B Kitts , B Leblanc . Electronic Markets, Special523
Issue: Innovative Auction Markets 2004. 14 p. .524

[Feng ()] ‘Optimal mechanism for selling a set of commonly ranked objects’. J Feng . Marketing Science 2008. 27525
(3) p. .526

[Varian (2006)] Position auctions. Working paper, California institute of technology, H Varian . 2006. November.527

[Richardson et al. (2007)] ‘Predicting clicks: Estimating the Click-Through Rate for new ads’. M Richardson , E528
Dominowska , R Rangno . International World Wide Web conference, (Banff, Alberta, Canada) 2007. May529
8-12.530

13

http://www.intelliquest.com/resources/whitepapers/interadvert.pdf
http://www.poolonline.com/archive/issue16/iss16fea
http://www.iab.net
http://www.marketingcharts.com/direct/online-ad-revenues-to-reach-103b-by-2015-13163/
http://www.marketingcharts.com/direct/online-ad-revenues-to-reach-103b-by-2015-13163/
http://www.marketingcharts.com/direct/online-ad-revenues-to-reach-103b-by-2015-13163/


21 FUTURE RESEARCH

[Eighmey ()] ‘Profiling user responses to commercial websites’. J Eighmey . Journal of Advertising Research 1997.531
37 (3) p. .532

[Rust and Varki ()] ‘Rising from the ashes of advertising’. R T Rust , S Varki . Journal of Business Research533
1996. 37 p. .534

[Weidlich ()] ‘Search engine marketing revving up’. T Weidlich . Catalogue Age 2002. 19 (12) p. .535

[Fallows (2005)] Search engines users: Internet searchers are confident, satisfied and trusting-but they are also536
unaware and naïve, D Fallows . http://www.pewinternet.org/pdfs/PIP_Searchengine_users.537
pdf 2005. April 10. 2012. (PEW Internet & American Life Project.)538

[Maddox ()] ‘Search spending tops in online’. K Maddox . B to B 2006. 91 (10) p. 13.539

[Mara (2004)] Search-style ads lift brand awareness-study says, J Mara . http://www.clickz.com/540
showPage.html?page=3381481 2004. September 15. 2011.541

[Greenspan (2004)] Searching for balance, R Greenspan . http://www.clcikz.com/stats/big_picture/542
applications/article.php/3348071 2004. 17 June, 2011.543

[Harrison ()] SEM 101: The importance of being found. LIMRA’s Market Facts Quarterly, J Harrison . 2005. 24544
p. .545

[Griffin and Cass ()] ‘Social marketing: who really gets the message’. D Griffin , A Cass . Journal of Non-profit546
and Public Sector Marketing 2004. 12 (2) p. .547

[Vragov ()] ‘Sponsored search as a strategic E-service’. R Vragov . International Journal of E-Service and Mobile548
Applications 2009. 1 (1) p. .549

[Jansen and Mullen ()] ‘Sponsored Search: An overview of the concept, history and technology’. B J Jansen , T550
Mullen . International Journal of Electronic Business 2008. 6 (2) p. .551

[Jansen and Mullen ()] ‘Sponsored Search: An overview of the concept, history, and technology’. B J Jansen , T552
Mullen . International Journal of Electronic Business 2008. 6 (2) p. .553

[Jansen and Spink (2007)] Sponsored Search: Is money a motivator for providing relevant results?, B Jansen , A554
Spink . 2007. August. IEEE Computer Society. p. .555

[Edelman and Ostrovsky ()] ‘Strategic bidder behaviour in sponsored search auctions’. B Edelman , M Ostrovsky556
. Journal of Decision Support Systems 2007. 43 (1) p. .557

[Gefen et al. ()] Structural equation modelling techniques and regression: Guidelines for research practice, D558
Gefen , D W Straub , M-C Boudreau . 2000.559

[Schlosser et al. ()] ‘Survey of Internet users’ attitudes towards Internet advertising’. A E Schlosser , S Shavitt ,560
A Kanfer . Journal of Interactive Marketing 1999. 13 (3) p. .561

[Burns ()] ‘Ten golden rules to search advertising’. K Burns . Interactive Marketing 2005. 6 (3) p. .562

[Mack (2004)] Text ads in top spot raise brand awareness, A M Mack . http://www.adweek.com/aw/iq_563
interactive/article_display.jsp?vnu_content_id=1000578020 2004. September 29. 2011.564

[Li et al. (2004)] ‘The effects of Sponsored links on consumers’ information processing behaviour in comparison565
shopping engines’. H Li , J D Leckenby , Y Lu , Chau , M . http://www.ciadvertising.org/studies/566
reports/measurements/ad_format_print.pdf71 proceedings of the fifth Workshop on E-Business567
(WEB 2006), (the fifth Workshop on E-Business (WEB 2006)Milwaukee, Wisconsin, USA) 2004. October.568
Retrieved March 20. 2005. 2006. December 9. 2006. (Internet advertising formats and effectiveness. An Invited569
Chapter for Thorson & Schumann)570

[Yoon and Lee ()] ‘The exposure effect of un-clicked banner advertisements’. H Yoon , D Lee . Advances in571
International Marketing, 2007. 18 p. .572

[Burns and Lutz ()] ‘The function of format: Consumer responses to six on-line advertising formats’. K S Burns573
, R J Lutz . Journal of Advertising 2006. 35 (1) p. .574

[The history and the evolution of search (2005)] The history and the evolution of search, http://www.575
cmomagazine.com/sponsors/Overturewhitepaper_v1b.pdf 2005. April 05, 2011. (Retrieved)576

[Animesh (2005)] ‘The impact of online sponsored search advertising on consumer search and purchase be-577
haviour’. A Animesh . Proceedings of the Twelfth Conference on Information Systems, (the Twelfth Conference578
on Information SystemsAcapulco, Mexico) 2005. August 4-6. p. .579

[Rodgers and Thorson ()] ‘The interactive advertising model: How users perceive and process online ads’. S580
Rodgers , E Thorson . Journal of Interactive Advertising 2000. (1) p. 1.581

[Bradlow and Schmittlein ()] ‘The little engines that could; Modelling the performance of World Wide Web582
search engines’. E T Bradlow , D C Schmittlein . Marketing Science 2000. 19 (1) p. .583

[Gallagher et al. ()] ‘The medium is not the message: advertising effectiveness and content evaluation in print584
and on the Web’. K Gallagher , K D Foster , J Parsons . Journal of Advertising Research 2001. 41 (4) p. .585

14

http://www.pewinternet.org/pdfs/PIP_Searchengine_users.pdf
http://www.pewinternet.org/pdfs/PIP_Searchengine_users.pdf
http://www.pewinternet.org/pdfs/PIP_Searchengine_users.pdf
http://www.clickz.com/showPage.html?page=3381481
http://www.clickz.com/showPage.html?page=3381481
http://www.clickz.com/showPage.html?page=3381481
http://www.clcikz.com/stats/big_picture/applications/article.php/3348071
http://www.clcikz.com/stats/big_picture/applications/article.php/3348071
http://www.clcikz.com/stats/big_picture/applications/article.php/3348071
http://www.adweek.com/aw/iq_interactive/article_display.jsp?vnu_content_id=1000578020
http://www.adweek.com/aw/iq_interactive/article_display.jsp?vnu_content_id=1000578020
http://www.adweek.com/aw/iq_interactive/article_display.jsp?vnu_content_id=1000578020
http://www.ciadvertising.org/studies/reports/measurements/ad_format_print.pdf71
http://www.ciadvertising.org/studies/reports/measurements/ad_format_print.pdf71
http://www.ciadvertising.org/studies/reports/measurements/ad_format_print.pdf71
http://www.cmomagazine.com/sponsors/Overturewhitepaper_v1b.pdf
http://www.cmomagazine.com/sponsors/Overturewhitepaper_v1b.pdf
http://www.cmomagazine.com/sponsors/Overturewhitepaper_v1b.pdf


[Barclay et al. ()] ‘The partial least squares approach to casual modelling: personal computer adoption a use as586
an illustration’. D Barclay , C Higgins , R Thompson . Technology Studies 1995. 2 p. .587

[Chin ()] ‘The partial least squares approach to structural equation modelling’. W W Chin . New Jersey Laurence588
Erlbaum Associates, G A Marcoulides (ed.) 1998. p. . (Modern methods for Business Research)589

[Mackenzie et al. ()] ‘The role of attitude toward the ad as a mediator of advertising effectiveness: A test of590
competing explanations’. S B Mackenzie , R J Lutz , G E Blech . Journal of Marketing Research 1986. 23 p. .591

[Celsi and Olson (1988)] ‘The role of involvement in attention and comprehension processes’. R L Celsi , J C592
Olson . Journal of Consumer Research 1988. September. 15 p. .593

[Coy (2006)] ‘The secret to Google’s success: it innovative auction system has Ad revenues soaring’. P Coy .594
Business week 2006. March 6. p. 42.595

[Rashtchy et al. ()] The user revolution: the new advertising ecosystem and the rise of the internet as a mass596
medium, S Rashtchy , A M Kessler , P J Bieber , N H Schindler , J C Tzeng . 2007. Piper Jaffray.597

[Jaffray ()] The users revolution, P Jaffray . http://www.nowsell.com/web-marketing-news/2007/598
piper-jaffray-predicts-global-online-advertising-revenue-to-reach-811-billion-by-2011-in-new-report-the-user-revolution/599
2007.600

[Barnes (ed.) ()] The wireless application protocol: strategic implications for wireless Internet services, S J Barnes601
. Mennecke, B. E., & Strader, T. J. (ed.) 2003.602

[Berners-Lee ()] ‘The World wide web-past, present, and future’. T Berners-Lee . Journal of Digital Information603
2006. 29 (10) p. .604

[Kaye and Medoff ()] The World Wide Web: A mass communication perspective, B K Kaye , N J Medoff . 2001.605
Mountain View: CA: Mayfield Publishing Company.606

[Arnold et al. (2012)] To sponsor or not to sponsor: Sponsored search auctions with organic links and firm607
dependent click-through rates. Working paper: University of Delaware, M Arnold , E Darmon , T608
Penard . http://ftp.zew.de/pub/zewdocs/veranstaltungen/ICICT2011/Papers/Darmon.pdf609
2012. March 25. 2012.610

[Fornell and Bookstein ()] ‘Two structural equation models: LISREL and PLS applied to consumer exit-voice611
theory’. C Fornell , F L Bookstein . Journal of Marketing Research 1982. 12 (4) p. .612

[Hulland ()] ‘Use of Partial Least Squares (PLS) in strategic management research: A review of four recent613
studies’. J Hulland . Strategic Management Journal 1999. 20 (2) p. .614

[Cho and Cheon ()] ‘Why do people avoid advertising on the Internet’. C Cho , H J Cheon . Journal of Advertising615
2004. 33 (4) p. .616

15

http://www.nowsell.com/web-marketing-news/2007/piper-jaffray-predicts-global-online-advertising-revenue-to-reach-811-billion-by-2011-in-new-report-the-user-revolution/
http://www.nowsell.com/web-marketing-news/2007/piper-jaffray-predicts-global-online-advertising-revenue-to-reach-811-billion-by-2011-in-new-report-the-user-revolution/
http://www.nowsell.com/web-marketing-news/2007/piper-jaffray-predicts-global-online-advertising-revenue-to-reach-811-billion-by-2011-in-new-report-the-user-revolution/
http://ftp.zew.de/pub/zewdocs/veranstaltungen/ICICT2011/Papers/Darmon.pdf

