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Table 5 Groups Logistic model date sheet
ID
11 0.770 270 3 1 6.428 571 4.000 000 O 2.428 571 4
12 0.270 270 3 2 5.785 714 6.428 571 4 -0.642 857 1
13 0.486 486 5 3 5.142 857 5.785714 3 -0.642 857 1
14 0.175 6757 4 4.785 714 5.142 857 1 -0.357 1429
15 0.175 6757 5 4.428 571 4.785 714 3 -0.357 1429
6
Table 6 Model summary table
R R? R
1 0.969 0. 940 0.937 0. 148 51
7 F
Table 7 ANOVA table
r
26. 839 4 6.710
304. 209 0. 000"
1.720 78 0.022
28.559 82
8 ¢
Table 8 Coefficients of the model
13
B B
2 0. 066 0.020 0. 199 3.271 0. 002
2 0.610 0.076 1. 435 8. 007 0. 000
2 0. 167 0. 056 0. 176 2.978 0. 004
W( ) -4.165 0. 348 -2.178 - 11.982 0. 000
3 SEM
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Study on the core factors impacting search engine marketing

JIANG Xu-ping WANG Xin
School of Economics & Management Tsinghua University Beijing 100084 China

Abstract: The paper focuses on consumers’ online searching behavior and analyzes the factors that may influ—
ence consumers’ attention and click behaviors on the search results. These factors include consumers’ motiva—
tion of search location of an item on the webpage impact of nearby items and the relevancy between search
motivation and ad wording. In a survey which mimics the browsing of search results we manipulated different
scenarios and asked the participants which links they would like to click on. The empirical results support that
these factors drive the effectiveness of Internet search engine and by controlling and changing these factors
managers can do better in communicating marketing information.
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