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Table 1 Impact of keywords attributes on search engine advertising performance
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Fig. 1 Theoretical model of search engine advertising strategy and performance
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Table 2 Descriptive statistics of keywords biding
6.727 9.164 92 40 162
1521.931 19 848.900 1 001 192 40 162
14.985 21.241 278 40 162
5.484 1.865 21 40 162
7.304 268 15.735 22 238 40 162
6.988 13.832 168 40 162
0.094 0.416 6 40 162
18.486 19.375 213 40 162
16.54 46.99 80. 65 40 162
CPC 0.218 25.947 5.41 40 162
48.076 89.783 1245 40 162
0.584 1.469 35 40 162
549.139 2324.193 93 822 40 162
0.810 2.815 123 40 162
188.741 2 554.199 223 614 40 162
2 15 6.7
6.7
1521 0.218 5.41
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Table 3 Regression results
1( ) 2( ) 3( )
CpPC 0. 005 *** 0.000
0. 026 *** 0.000
- 0.063*** 0.010 0.034 *** 0.006 0.003 0.009
% - 0.310*** 0.017 0.043 *** 0.010 -0.011 0.016
% 0. 476 *** 0.056 0.086 *** 0.031 —0.194 %% 0.049
% 3.204 %** 0.491 0.428 0.278 1.55%** 0.443
0.000 0.000 0.000 0. 000 0.000 0. 000
0.170*** 0.005 0.014 0.010
0. 354 %% 0.021
0.078 *** 0.015 0.119*** 0.008
0. 000 *** 0. 000 0. 000 *** 0. 000
0.028 *** 0.002 -0.016 0.033
3. 447 % 0.049 —1.449 % 0.055 -0.123 0.088
R 0.485 0.370 0.152
Chi2 5 553.437%% 5172.72%%* 1 064.75 %
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Empirical study of keywords biding strategy and search engine
advertising performance

LU Xiang-hua
School of Management Fudan University Shanghai 200433 China

Abstract: The search engine advertising ( SEA) market has been developing rapidly in recent years. The em—
pirical research on keywords biding strategy and performances in China however is very limited. Based on a
unique dataset of Zhitongche SEA in Taobao. com this paper applies an econometrics analysis to explore the
relationship between keywords biding strategy and SEA performances. The multi-dimensional analysis indicates
that increasing the biding price of keywords is more efficient in generating payback than increasing the number
of keywords under equal costs. Meanwhile considering brand information and specific products information
during the keywords design is also helpful to raise the sales. The ROI of Zhitongche SEA reaches about 450 %
in this study suggesting a good return of SEA in Taobao. com. This study contributes to the SEA theory with
the empirical results from the pure ecommerce websites. It also provides managerial implications for advertisers
to improve their keyword biding strategy in SEA.

Key words: search engine advertising; keywords biding strategy; ROI; empirical study



