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ABSTRACT 

 

As digital advertising spendings are rising globally, spendings for sponsored search advertising is 

increasing at the same time. Today, sponsored search advertising is responsible for 22 cents in each 

ad dollar spending (WARC, 2019). Although organisations are spending a significant percentage of 

their ad spending on sponsored search ads, the overall click-through rate (CTR) for these ads is 

around 2% without any discrimination of the industries (Hubspot, 2020). Therefore, the researcher 

aspired to investigate the reasons why customers do not click on sponsored ads while organisations 

are spending a vast sum of money on these ads after going through the previous literature.  

Accordingly, the researcher aimed to present comprehensive research- a mixed method of study- by 

mainly focusing on the customer side but also reflecting the organisational side. Considering no 

enough prior studies is focusing on Turkish Millennials' perceptions on sponsored search advertising, 

the researcher focused on this group via an online survey through Google Forms with the 

participation of one hundred and four respondents as the quantitative part of this research. 

Respondents' Search Engine Awareness (SEA), the factors influential on the click decision for paid 

search ads, and Customer-Perceived Value (CPV) of using search engines for online searches have 

been examined with its benefits and costs. Besides, as the qualitative part of the research, telephone 

interviews have been done with two digital marketers working in two different large-scaled and 

startup level organisations from finance and e-commerce sectors. Their preferred method of search 

engine advertising has been investigated with the benefits and drawbacks of both methods among 

Search Engine Optimisation (SEO) and Sponsored Search Advertising. 

The findings illustrated that Turkish Millenials able to differentiate organic results from paid links 

with a preference for clicking on organic results since they have trust issues with paid search ads. 
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Relevancy and being familiar with the brand of the ad are crucial factors to click on these ads. 

Furthermore, the data privacy issue is dispensable for Turkish Millennials when it comes to the 

relevant results gathered conveniently from searching online through search engines. Telephone 

interviews with employees of the organisations revealed that large-scaled organisations work with 

advertising agencies prefer focusing on Search Engine Optimisation (SEO) for their long term of 

interest. In contrast, startup organisations do digital marketing practices inhouse and focus on 

sponsored search ads as their short-term plan to secure online visibility. Being measurable and 

controllable are desirable features of sponsored search advertising as a result of real-time results for 

organisations. 
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CHAPTER 1: INTRODUCTION 

 

1.1. Overview 

The research intends to reveal consumers' perceptions, beliefs, attitudes toward search engine 

advertising by illustrating the customer perceived value from sponsored search ads and explore the 

factors leading to click-decision, focusing on Turkish Millennials. There is not enough literature 

focusing on the Turkish population by reflecting the relationship between consumer behaviour and 

search engine advertising. Hence, the researcher believes this research is going to be beneficial for 

both the academic and business world by illustrating Turkish Millennials' perceptions towards search 

engine advertising. 

The mass adoption of the Internet as a new communication medium has disruptively changed the way 

of marketing as it revolutionised all industries overall the world without any exception. Traditional 

advertising mediums as printed media (newspapers and magazines), broadcast media (television, 

radio, and cinema), and outdoor media have switched their place on importance with online 

advertising (Hanekom and Scriven, 2002). With the developments of generations grown with the 

Internet revolution, Internet marketing is now considered as the best way to reach many target groups 

like Millennials and Gen Z. 

Search engine advertising is one of the Internet marketing methods that consist of both organic and 

paid search to promote the websites through increasing their visibility on the search engine result 

page (SERP). For being more visible on search engines, advertisers apply sponsored/paid results 

alongside the organic results. By choosing to place their ads on search engines, advertisers pay when 

their ads are clicked, which is called the PPC model (Pay-Per-Click)(Khraim and Alkrableih, 2015). The 
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paid search advertising market is globally projected to reach $153 billion in 2020 (Statista, 2020). The 

growth in paid search advertising is not surprising since search engines are the primary sources (by 

35%) in the discovery of new products, services, and brands for the internet users' all around the 

world (GlobalWebIndex, 2019). Hence, understanding consumers' attitudes towards paid search 

advertising and investigate the factors trigger the click decision is worth to discuss. 

 

1.2.  Background To The Research Problem 

 

In this digital era, each business wants to appear and reach out to their target audience on search 

engines since millions of people use them to find content on the Internet around the globe. 

Advertisers prefer to use PPC (pay-per-click) since it helps them to reach a better-targeted audience 

with a lower budget when its compared to mass media advertising since the listings only appear 

when a keyword is searched for (Ghose and Yang, 2007). Furthermore, PPC ads allow marketers to 

track and measure the results more effectively than other advertising channels due to it enables 

advertisers to experience with different ad messages and placements and track the performance of 

each trial (McGrail, 2008).  As a result of the offerings of paid search ads, its popularity is increasing 

in the advertising world.  

 

On the other side of the coin, the average Click-Through Rate (CTR) for paid search ads is only around 

2% across all industries (Hubspot, 2020). Moreover, BrandVerity's Online Consumer Research Trends 

Report (2020) demonstrates that only 37% of the consumers are aware of how SERP is categorised, 

also cannot tell the difference between paid ads and organic results. It shows that they are not aware 

that SERP is a combination of relevancy and advertising spend. While only Google out of other search 

engines earned around 135$ billion from advertising as a majority of its total revenue in 2019, the 

reasons for low CTR should be explained for the business world considering organisations are 



 

12 
 

spending outstanding amounts of their marketing budgets for search ads (Statista,2020). 

 

This dissertation is focused on the investigation of the reasons why Turkish Millennials do not click on 

search engine ads. According to the Turkish Statistical Institute (2019), Millennials- people born 

between 1981-1996- is approximately 30% of the total Turkish population. Furthermore, 

organisations and agencies in Turkey invested more than 254 million dollars for paid search 

advertising in 2019, and this revenue was 39% of the total Turkish Internet advertising revenue in 

2019 (Statista, 2020). Google is the most significant search engine player globally as well as it also has 

the largest share among all search engines in Turkey by 79% in 2020 (StatCounter,2020). As such, 

Google is selected as the focused search engine in this investigation.  

 

 

1.3.  Research Questions With Rationale 

 

The main research question aims to investigate the reasons why educated Turkish millennials do 

not click on paid search ads while organisations are spending a great portion of their marketing 

budgets on these ads. 

Sub questions arise from the purpose of illuminating the reasons behind the click decision of Turkish 

millennials as well as why marketers in organisations are eager to implement these ads, as this 

relates to; 

1) What is the level of Turkish Millennials' Search Engine Awareness (SEA) considering 

their knowledge for organic and sponsored results? 

Rationale: The researcher aims to understand the sample group's general knowledge on SERP, 

considering the majority of the searchers are not able to state how the SERP is categorised and what 
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its components are (Brandverity, 2020). There is not any study on reflecting educated Turkish 

Millennials' and marketers' knowledge level about search engines; therefore, this research is going to 

help to reveal the searchers' knowledge level for organic and paid results. Furthermore, it is going to 

show the perceived differences among organic and paid search listings and how these differences 

may result in bias over one on another. Hence, it is going to be beneficial to know if the searchers 

have any tactics while performing a search on search engines based on their knowledge. Moreover, 

the answer to this question is going to build the basis to show if there is any tendency to prefer 

organic results over sponsored lists for consumers and organisations.  

 

2) What are the consumer's current barriers in using Paid Search Engine Advertising? 

Rationale: The findings are going to enlighten the mindsets, factors, and ideas on paid search 

advertising for both searchers and marketers. There are several kinds of researches (Ghose, Ipeirotis 

and Li ( 2014); Ghose and Yang (2010); Kobylanski (2012); Domachowski, Griesbaum, and Heuwing 

(2016); Jansen, Brown, and Resnick (2007); Al-Khasawneh (2010); Jansen, Sobel, and Zhang (2014); 

Li, Yuan, and Liu, (2017)) aiming to explain the influential factors on consumer behavior towards 

search engine advertising. Their literature presented the barriers, which are significant prominent 

factors to avoid clicking on sponsored search ads. Others (Jansen et al. (2009); Xu, Chen, and 

Whinston (2015); Goldfarb and Tucker (2010); Weideman (2017)) reflected organisations' mindset 

for sponsored search advertising. Besides, a literature gap in the investigation of revealing Turkish 

millennials' attitudes toward sponsored search ads has been observed and become a driving factor to 

have research on the current barriers. 

 

3) What is the Customer-Perceived Value (CPV) of clicking on Paid Search Advertising 

considering its benefits and costs when customers perform an online search in search 

engines? 
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Rationale: As Zuboff (2019) stated that users need search engines as much as search engines need 

users as a creation of a balance between search engines and their populations. However, there is no 

detailed research on what is their perceived value when it comes to sponsored search advertising. 

Aslanyürek's (2016) study presents data privacy as one of the factors considered as the cost of using 

search engines in Turkey, while Kobylanski (2012) shows that relevancy and Kink and Hess (2008) 

reflect that convenience is some of the crucial perceived benefits of search engines. However, there 

is no relevant study held in Turkey with its Millennial residents about the customer-perceived value 

for sponsored search advertising. Thus, the researcher wants to illustrate their perceived costs and 

benefits in the usage of search engines during the process of perception of CPV for sponsored search 

advertising. 

 

 

1.4. Aim And Objectives Of The Study 

 

The fundamental aim of this research is to illustrate the reasons why people do not click enough to 

paid search ads while organisations are spending a considerable amount of their marketing 

budgets on it. Therefore, the researcher is going to provide a better understanding of the perception 

of sponsored search advertising by reflecting not only the side of consumers but also organisations. 

Followings are the sub-objectives drawn to complete comprehensive research on Turkish millennial 

searchers and marketers with realistic and supported findings: 

1) To evaluate Turkish Millenials' Search Engine Awareness (SEA) as it relates to the ability to 

differentiate organic and sponsored results. 

The researcher has the goal to understand their knowledge level of how the SERP is categorised and 

depending upon which variables search engines provide results to the users. The researcher has the 
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intention to reflect Turkish Millenials' search engine awareness by testing their ability to differentiate 

sponsored ads from organic results and to reveal if there are any perceived differences between 

organic listings and paid ads, which can lead to bias. Furthermore, the researcher wants to illustrate 

the searchers' strategies when they perform a search query on a search engine by getting the 

information if they directly click on organic results skipping the ads or a different tactic they are 

using. Also, the researcher wants to uncover if the organisations prefer to invest in search engine 

optimisation or sponsored search advertising as a part of their marketing strategies. 

 

2) To examine the current barriers to click on paid search engine ads by evaluating these 

factors: Trust- Relevancy- Familiarity - Prior Experience. 

The researcher wants to obtain critical knowledge of perceptions, beliefs, and attitudes toward paid 

search advertising as one of the primary outcomes. By examining the viewpoints, the researcher aims 

to investigate the current barriers, which might result in a bias against sponsored search and if they 

are avoiding to click on them. In order to reach the current barriers; trust, relevancy, familiarity, and 

prior experiences will be dwelled on. Moreover, to provide comprehensive research, the researcher 

intends to show organisations' opinions for sponsored searches as an advertising method. 

 

3) To investigate the elements of Customer-Perceived Value (CPV) for paid search advertising 

with its benefits and costs of using search engines for searching online as this relates to; 

Relevancy, Convenience, and Data Privacy. 

The researcher wants to illustrate that what Turkish Millenials perceive as a value from sponsored 

search engine advertising. By revealing the costs of using search engines as well as the benefits of 

using them, the overall CPV is aimed to be explained. Data privacy and Internet security issues are 

summarised as the crucial cost factors of using search engines from previous literature; hence these 
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factors will be asked to the respondents. Furthermore, the benefit of using search engines is going to 

be deeply investigated, starting with the relevance and convenience factors. 

 

 

1.5.  Hypotheses  

The assumptions derived from the previous studies let the researcher develop the following 

hypotheses for the research with an intention to evaluate them with primary research: 

H1:  The majority of the consumers are not able to differentiate the difference between organic and 

sponsored search results. 

H2:  Consumers have a bias against sponsored search results, and they prefer organic results. 

H3: Consumers think that sponsored search ads are not credible sources of information. 

H4: Consumers think that sponsored search ads do not provide enough relevant results as organic lists 

do. 

H5: The familiarity of brands in the sponsored ads is a crucial click factor for consumers. 

H6:  If a consumer has a bad experience with sponsored search advertising, they do not prefer clicking 

on them. 

H7: Consumers prefer to use search engines even they are aware of their data privacy threat. 

H8: Large- Scaled Organisations hire advertising agencies to apply sponsored search ads. 

H9: Organisations prefer to invest in search engine optimisation (SEO) rather than sponsored search 

advertising in their marketing strategy. 

H10: Organisations believe that sponsored ads enable them to reach targetable consumers. 
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H11: Organisations use sponsored ads since their competitors are using, and they want to prevent 

their competitors' online visibility in search engines. 

 

 

1.6. Research Structure 

 

The structure of this dissertation is built through 6 chapters: 

Chapter 1: The introduction gives an overview of the research with the background of the problem. It 

provides the research questions, the aim, objectives, hypotheses, and structure of this study. 

Chapter 2: The literature review part includes a broad critique of past literature by addressing 

secondary researches and theories on attitudes towards search engine advertising, including SEO and 

sponsored search advertising. 

Chapter 3:  Research methodology is the third chapter, which explains how the research is going to 

be conducted by dwelling on a thorough overview of the research philosophy, approach, research 

design, sampling, and data collection processes. 

Chapter 4: The fourth chapter presents the research findings, analysis, interpretation of the data by 

evaluating the hypotheses developed in the first chapter. 

Chapter 5: In line with the research findings mentioned above, the fifth chapter is dedicated to the 

discussion of the research findings correspondingly with the research objectives drawn in the first 

chapter. 

Chapter 6: Conclusion and recommendations is the last chapter of this dissertation. The 

recommendations are derived from the limitations to guide future studies. 
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CHAPTER 2: LITERATURE REVIEW 

 

2.1.  Introduction To Literature Review 

 

The literature review aims to explain the related terms and content mentioned by previous 

literature, to provide a better understanding of sponsored search advertising before the 

methodology and implementation. 

 The search engine result page (SERP) and its components part aim to inform the readers about the 

main concepts by giving information on search engines, search engine result page, sponsored search 

engine advertising, organic search engine results, and SEO (search engine optimisation). 

 Afterward, sponsored search engine advertising from a consumer behaviour perspective is targeted 

to reflect the factors affecting consumer attitudes towards sponsored/paid search ads, perceived 

differences between organic and sponsored search, and other advertising channels.  

Moreover, the customer perceived value (CPV) of sponsored search advertising by using search 

engines during online searches is dedicated to being explained. 

 In the last part, the researcher provides the information on sponsored search engine advertising 

from organisations' perspective and the factors affecting organisations for using it. 
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 Considering there is a literature gap focusing on search engine advertising in Turkey, the researcher 

was able to provide limited literature from Turkey, so the focus mainly has been on the previous 

studies which have been placed globally or based on other specific countries. 

 

2.2. Search Engine Result Page And Its Components 

 

2.2.1. Overview of Search Engine Results Page 

 

The development of Web search resulted in a unique transformation in information access, as the 

accessibility of vast amounts of information became effortless to anyone with not only an Internet 

connection but also minimal search skills. Hence, users across the globe send millions of queries to 

search engines as a part of their daily routines (Danescu-Niculescu-Mizil et al., 2010). When searchers 

use keywords to perform a search on search engines, mostly two lists of search results are presented 

to them with relevancy on the search query; organic (non-sponsored) and sponsored (paid) listings 

(Jerath, Ma and Park, 2012). Organic (non-sponsored) listings are presented when search engines 

specify using it the proprietary matching algorithm by checking relevancy, popularity, and content 

age while sponsored results showed since organisations or individuals bid on specific keywords or 

keyword groups which is used by the searcher in the query (Search Engine Watch, 2012). 

When it comes to the search engines in Turkey, Google is the most used search engine with 79% of 

total users, while it is followed by Yandex with 18%, and Yahoo with 2 % in Turkey (Statcounter, 

2020). Furthermore, according to Alexa (2020),  Google is the most visited website comparing to all 

different kinds of sites among Turkish Internet users.  

 

2.2.2.  Sponsored Search Engine Advertising  
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The position of the sponsored ad link on SERP undoubtedly plays a significant role in affecting click-

through rates (CTRs). Since rank order and the page number are crucial in the determination of clicks 

on the SERP, organisations wish to be placed on the first page (Ghose, Ipeirotis and Li, 2014). 

Concerning that, wide enough bid ranges are applied for each keyword to make sure that matching 

ads could be settled in various positions available on the first page (Agarwal, Hosanagar and Smith, 

2015). Search engines utilised a mix of the submitted bid and expected click-through-rate to set the 

rank of the sponsored ad in the search results (Agarwal, Hosanagar and Smith, 2015). 

Before bidding on keywords, the selection of the keywords is a crucial part of assuring relevancy with 

their advertisement in accessing to potential customers who might query these keywords to 

encounter their offerings (Ravi et al., 2010). When a keyword has its volume of click, selection of this 

keyword raises the CTR (click-through-rate) on the ad as one of the significant factors in search 

engine advertising (Hur, Han, Kim and Cho, 2015). 

Search engines have found that becoming an intermediate between searchers and organisations, and 

they are in a remarkable position to attempt new types of advertising without irritating customers. 

As such, not only relevant but also targetted text advertisings became a part of users' search 

experience by attracting customers to organisations websites (Ghose and Yang, 2007).  

Search engines are the top source of new brand discovery in Turkey by 43%; thus, organisations are 

exploiting this channel as hard as they can use to promote their brands (Hootsuite, 2020). Besides, 

search advertising spending reached to 124 billion dollars worldwide in 2019, and more than 254 

million dollars are invested in sponsored search advertising in Turkey as 39% of the total Turkish 

Internet advertising revenue in 2019 (Statista, 2020). 

 

2.2.3.  Organic Search Engine Results And Search Engine Optimisation (SEO) 
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Aside from sponsored search engine advertising, search engine optimisation (SEO) is another 

strategy for being visible and getting free organic traffic on search engines (Visser and Weideman, 

2011). According to Backlinko (2020), the first result among organic search results gets 32% of all 

clicks, and top three search results get almost 76% of all clicks while 91% of the searchers do not look 

beyond the first results page since searchers value the perceived editorial integrity of organic results 

which might lead to higher conversions (Ghose and Yang,  2010).  

Concerning the general click statistics of searchers; organisations and individuals are aiming to be 

placed in the first few organic results; thus, SEO became an industry in designing websites congruent 

with search engine crawlers by on-page and off-page techniques. While on-page SEO includes the 

content, meta tags, anchor text, and alt text, off-page SEO concentrates on elements which are 

outside the direct control of the website management. SEO is a continuing process with the 

maximum expense at the beginning, diminishing to an imperceptible expenditure over time 

(Weideman, 2017). Weideman's experiment (2017) illustrates the cost and the effects on an SEO 

strategy to businesses shows that SEO produced 92% of all clicks on the website while the CPA (cost-

per-acquisition) is 52 times lower for SEO when it is compared to PPC ( pay-per-click, sponsored 

search ads).  Furthermore, the result of Bhandari and Bansal's research (2018) illustrates that SEO as 

a marketing tool has the most outstanding benefits in product awareness, purchase persuasion, and 

consumer insight. 

When it comes to the Turkish market, Google- as the dramatically most used search engine- is still 

facing difficulties with Turkish semantics, which sometimes leads low-quality websites to get high 

rankings in SERP, which are not compatible with Google's guidelines. Thus, this situation can bring 

the argument that does the search engines see Turkey as a market to sell sponsored ads (Todorov, 

2016). 
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2.3. Sponsored Search Engine Advertising From A Consumer Behaviour Perspective 

 

2.3.1. Factors Affecting Consumer Attitudes Towards Sponsored Search:  As this relates to 

Credibility, Familiarity with the Brand, Relevancy, and Prior Experiences 

 

Kobylanski's study (2012), based on a Likert Scale survey, reveals that sponsored search ads seem 

more trustworthy and perceived better credibility results when subjects compare them with other 

types of online advertising methods by considering customers are usually skeptical. They have trust 

issues with the messages delivered in any form of advertising; in other words, they have a bias 

toward advertisement in general. When the participants who have less knowledge of search engines 

are informed about how sponsored searches work, many of them express that they lowered their 

trust in search engines in general (Marable, 2003). 

As Klopfenstein (2011) stated that, advertising clutter might lead to an avoidance in advertising 

overall with a feeling of annoyance. But search engine advertising has a better score when it is 

compared with other types since it meets user needs better since it is based on their queries. But it is 

also should be mentioned that searchers are firmly goal-oriented, which can nourish their intention 

for advertising avoidance (Li, 2019). 

 Domachowski, Griesbaum, and Heuwing's (2016) study indicates that the majority of the advertising 

avoiders might be turned into ad clickers with several criteria; among them, trust is stated as the 

most important one. Hence, including trust signals when placing sponsored search ads will be fruitful 

to increase the efficiency of sponsored search ads.  

About trust as a factor, a known URL, and branding of an online presence have an impact on the 

improvement of click rates for sponsored search links (Jansen, Brown and Resnick, 2007). However, 

Ghose and Yang (2007) found that the presence of the brand names in the sponsored ads has no 
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outstanding impact on CTR (click-through-rate), while it significantly affects the conversion rates with 

an increase of 21%. According to Al-Khasawneh (2010), the familiarity of brands is a significant factor 

for a click decision; hence, branded keywords in the sponsored search ads are positively associated 

with searchers' who perform branded search queries attention towards sponsored search ads. 

Moreover, there is a spill-over effect observed between generic and branded keywords; searchers 

can start their queries with generic search terms to find the related information; however, they turn 

into branded searches to complete their action (Yang and Ghose, 2010).  Jansen, Sobel, and Zhang 

(2014) executed an advertising campaign for a well-known retailer campaign to investigate the 

impact of a brand mention on users' behaviour to sponsored search ads. As a proving factor of 

familiarity effect on consumers, brand mentions in both ads and key phrases illustrated the optimal 

results in terms of cost and revenue relationship when it is compared to other combinations with 

non-branded ads or key phrases by leveraging its brand awareness, and brand image. 

In the study of Kobylanski (2012), high relevancy appeared as one of the most critical factors for a 

click decision, which overcomes the bias toward the sponsored advertising by increasing the 

likelihood of exploring a sponsored search result. Furthermore,  it showed that when a sponsored 

link satisfies searchers' needs for relevance, it can be as attractive as an organic result. As it is 

mentioned above, ad avoidance is a phenomenon happening due to the perception of the 

disturbance or irritancy of ad clutter; if the ads are relevant to the main context, then users can find 

it helpful since the provided information that fits with the searchers' interests (Kim and Sundar, 

2010). To understand searchers' opinions about the relevancy level of sponsored search ads, Atasoy 

(2018)  executed and survey in Turkey with 505 participants; among almost 49% of them think that 

sponsored ads present relevant sources with their search queries. Considering that nearly half of the 

searchers have relevancy issues with the sponsored search ads, searchers need to believe that search 

engines have the competence and integrity to provide relevant and useful information in the 

sponsored results before they click on these links (Lu, Chau, and Chau, 2017). Since especially for 

commercial information seekers, the context is more important than keywords in their search, which 
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can comprise further information as user profile, location, and previous expression to ensure the 

relevancy (Wang et al., 2014). 

Prior experience of users with sponsored search ads has another significant effect on their attitude 

and usage intention to repeat their actions. Since if searchers are not satisfied by their prior 

experience with sponsored links, they might believe that these ads are useless and avoid using 

them  (Li, Yuan, and Liu, 2017). Unlikely, online users have positive experiences with sponsored 

search ads are more likely to pay attention to these ads in the future; since online consumers' 

attention toward advertising mostly depends on their previous experiences with these ads (Al-

Khasawneh, 2010). However, Sun and Spear's case study (2014) revealed that previously frustrated 

consumers by sponsored search ads are more favorable for clicking on sponsored ads if they are 

searching for a utilitarian product. In other words, searchers with a utilitarian purpose more tend to 

give a second chance for sponsored ads when they perform their search queries. 

 

 

2.3.2. Perceived Differences Between Organic And Sponsored Search 

 

Users of search engines give off an impression of being dubious of sponsored links and may consider 

these links as less correlated than organic results. Thus, users are less likely to select sponsored 

listings while businesses consider them as the future of web marketing (Jansen, Brown, and Resnick, 

2007).         

Kobylanski's study with 71 participants illustrated that the larger part of the searchers treats organic 

and sponsored listings as equal; thus, paid search ads are lack of broadly expressed bias since the 

majority of the people cannot distinguish paid and organic results (Kobylanski, 2012). Additionally, 

another study among 17 participants showed that when the searchers informed on the dynamics of 
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the sponsored results, many of the participants reflected their emotional responses negatively. 

Furthermore, search engines that were recognised to be less clear about related disclosures lost 

trustworthiness between the participants (Marable, 2003). Also, when searchers speculate that 

search engines are deliberately disguising the presence of sponsored listings, people might be more 

reluctant to consider them (Jansen, Brown and Resnick, 2007).         

When it comes to organic results' impact on searchers click decision, an increment of organic 

competition can increase consumers' level of awareness on the relevance of sponsored ads to their 

searches (Agarwal, Hosanagar and Smith, 2015). Furthermore, the result of another study shows that 

competitors' organic listings might behave like substitutes, not as complements by proving the 

negative effect of organic competition on sponsored search performance (Danescu-Niculescu-Mizil et 

al., 2010).  The study of Jeziorski and Segal (2015) illustrates high competition in sponsored ads 

results in the lower marginal utility of the advertiser. It decreases click propensity as higher organic 

competition may lower the performance of ad clicks, just like the sponsored competition. 

As another point of view representing a positive effect, consumers can increase their awareness 

about the relevance of sponsored search ads with an increase in the organic competition. With a 

positive spill-over of competition can make searchers aware of a category's relevancy and consider 

other products within the same category. In the end, searchers might change their opinion about the 

quality of the sponsored search ads within the presence of boosted organic competition (Liu, 

Steenburgh, and Gupta, 2011). In contrast to Danescu-Niculescu-Mizil's opinion, Yang and Ghose 

(2010) found a  positive interdependence between organic search and sponsored listings. They not 

only label them as a complementary relationship but also advises marketers to blend them to 

improve customer utility by decreasing the cognitive cost correlated with evaluating other 

alternatives. 
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2.3.3. Perceived Differences Between Sponsored Search engine Advertising And Other 

Channels 

When it comes to comparing the user perceptions on different advertising types, users perceive 

search engine advertising more credible than traditional advertising, and sponsored listings are 

perceived with better credibility scores than different types of online advertising methods 

(Kobylanski, 2012). 

Teixeira (2014) states that becoming widespread of the Internet has shortened people's attention 

spans; hence, consumers devoting less attention to TV ads with various reasons; ad clutter, distrust, 

and media proliferation. However, when it is compared with sponsored search ads, users tend to find 

sponsored ads more relevant, informative, and less irritative than ads placed on TV (Kobylanski, 

2012). 

The Internet offers marketers to do targeted online advertising includes all kinds of web advertising, 

including social media. Social media often enables the opportunity for instant public response caused 

by end-users besides media professionals (Knoll, 2015).  When its compared with other advertising 

methods, paid search ads are considered as credible sources of information. However, TurnTo 

Customer Study (2017) states that user-generated-content (UGC) based social media ads are 

perceived as being more trustable, reliable, interactive, and increases user engagement. 

 

2.4. Customer-Perceived Value (CPV) From Sponsored Search Advertising 

 

Customer-Perceived Value (CPV) is the ultimate difference between prospects' assessment of a 

company's offerings with its all total benefits and costs and the perceived alternatives. While total 

customer benefit is a combination of product, service, personnel, and image benefit, the 
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determinants of total customer cost are monetary, time, energy, and psychological costs (Kotler et 

al., 2018). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Determinants Of Customer- Perceived Value (CPV) (Kotler et al., 2018, p. 339). 
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 In the case of search engine advertising, the customers receive search engines' exceptionally 

informative services in the most relevant way; however, the cost they pay is their data and privacy. 

Information capitalism is a fact using its searchers as the subjects of a non-market, self-contained 

cycle under the title of the generation of user information in using for targeted advertising (Zuboff, 

2019). As an example, Google knows its users' age, gender, where they live, what queries they 

searched before, which apps they are using, each YouTube videos they have watched and 

commented on, the events they attended, even their automatic fill-inned online passwords and, 

credit card information including each purchase (Martin, 2019).  

Many of the customers do not like to be tracked since if behavioral targeting takes place, then it 

means user privacy is at risk (Toubiana et al., 2010). However, Zogby Analytics (2013) illustrates that 

almost 70% of the respondents from the US like the relevant ads tailored directly based on their 

interest. Also, 47% of them stated that they would be opposed to a law that restricts the data usage 

for Internet advertising. Aslanyürek's (2016) research with an intention to reflect internet users' 

awareness for internet security and data privacy in Turkey with young adults aged between 18 to 34 

shows that 52% of the participants feel privacy threat in search engines, however, continues to use 

them by 89% for informative purposes. Yet, considering almost half of the users have the knowledge 

about privacy issues in search engines including its advertising feature, people cannot give up on 

using search engines due to it substituted the place of dictionaries and encyclopedias with its time 

efficiency, convenience, and relevancy (Kink and Hess, 2008). As Kobylanski (2012) showed that 

relevancy is one of the most useful features in click decision, it is also one of the most influential 

barriers to not click if the level of relevancy of an ad is not provided. It can be seen that paying the 

cost of using sponsored search advertising with their personal data is dispensable for customers 

when it comes to the benefit gaining from these ads, especially the relevancy. 
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2.5. Sponsored Search Engine Advertising From Organisations' Perspective 

 

As a response to the increased number of online customers, search engines are started to seen value 

as a key to boost sales for organisations by the sales of advertising linked to the search queries typed 

by searchers and referring them to the organisations (Ghose and Yang, 2007). 

According to Xu, Chen, and Whinston (2015),  some commercial websites use sponsored ads while 

they also appear strongly in the organic results with the motivation of getting significant attention 

from the organic results without having to pay anything.  As it is mentioned, many organisations who 

invest in sponsored searches also put resources into an SEO strategy, therefore experience a 

significant problem in the matter of how to allocate their advertising budget between the two 

practices (Roy, Datta, & Basu, 2016). 

Gokaliler's study (2010) applied with different sized 453 organisations in Turkey showed that 68% of 

the organisations think that sponsored search engine advertising achieved their targets; also, 53% of 

them are planning to allocate budget for that in the future as well. Furthermore, IAB Turkey's reports 

shared that search engine advertising grew by 13% mainly with the driving force of e-commerce, 

retail, cosmetics, construction, and finance sector in 2018, and Turkey is the 26. the country in the 

world in terms of investments in search engine advertising (Deloitte, 2018). 

 

2.5.1. Factors Affecting Organisations' Choice Of Using Sponsored Search Engine 

Advertising: As this relates to Being Targetable, Controllability, Trackability, and 

Being Preventive For Competitors 

 



 

30 
 

Almost 50% of all purchases of B2C (business-to-business) e-commerce start with a search on the 

web; as such, the significance of search engines and how they play an essential role in sales is 

appreciated by organisations (Jansen, Sobel and Zhang, 2014). 

Search engine advertising is conspicuously successful as a substitute in the markets with fewer 

potential customers or prospects, which are hard to reach through other channels. Since ads are 

displayed only when a user types a specific search query where the price paid relies on an auction for 

that particular query, sponsored ads are counted as a cost-effective right channel for targeted 

advertisements. Conversely, mass media advertising may be the right choice when the number of 

potential customers is not only high but also various, so there might be less need for organisations to 

substitute into sponsored search advertising (Goldfarb and Tucker, 2010). Google -  the strongest 

player in sponsored search advertising market - crossed into the virgin territory of advertisement. 

Ads are no longer only linked to keywords in the search queries, but rather a specific ad is targeted to 

a particular individual by providing the behavioural value which ensures relevancy to the searchers 

and benefit to the organisations (Zuboff, 2019). 

Unlike traditional advertisements whose practices rely on segmenting customers with their 

demographics and past behaviour, sponsored search advertising base on dynamic & real-time 

consumer interests, and it aims to reach their potential customers. Considering sponsored search 

advertising enables marketers to observe real-time results and lets them make direct, effective, and 

result-oriented changes in the ads immediately, it becomes one of the reasons to use these ads in 

organisations side (Jansen et al., 2009). 

Organisations' two different motivations to acquire a strong position in the sponsored list have been 

identified by Xu, Chen, and Whinston (2015). The first motivation is promotive to win the strongest 

sponsored ad position for increasing the organisations' overall exposure to get more demand and 

high profit. The second one is the preventive motivation for preventing the competitors from taking 

attention by improving exposure by being placed in a better position in the sponsored ads area. 
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Moreover, it is troublesome to find out accurately the number of customers who are exposed to and 

influenced by the ad in traditional mass advertising. Thus it is not only challenging to observe 

customers' change of behaviour in the marketplace but also to measure the return on the related 

investment. Unlike this situation, sponsored search advertising enables marketers to quickly audit 

the number of clicks determined by CPC (cost-per-click). Also, they can calculate the CPA (cost-per-

acquisition) by only paying if a customer clicks on the ad and follows a specific CTA (call-to-action) 

like adding a product into the cart or signing for a newsletter (Jansen et al., 2009). 

When PPC and SEO compared from an organisational point of view, Weideman's experiment (2017) 

revealed that sponsored ads outcomes favourable results; however, the website traffic declined into 

virtually zero once the campaign was stopped. Otherwise, although SEO is a time demanding process 

which requires a substantial investment at the beginning, it started to produce a continuous 

increment in website traffic by exceeding the clicks earned by PPC only after three months. 

 

 

CHAPTER 3: RESEARCH METHODOLOGY 

3.1. Introduction To Research Methodology 

 

Research can be defined after critically reviewing the literature since it helps the researcher to not 

only adopt a critical perspective in the topic selected by evaluating the relevance, value, and 

sufficiency of the literature analysed but also find the gap which might be developed. 

Saunders, Lewis, and Thornwill (2015) likens the process of research to an onion whose layers 

represent the layers of the research. The research onion's layers start with the philosophy, followed 

by an approach to theory development, methodological choice, strategy, time horizon, techniques, 

and procedures. While the layers proceed to the inner layer, the process helps the researcher to 
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draw the conclusion. The researcher selected the research onion approach in this study to structure 

the methodology. 

 

 

 

 

 

Figure 2.  The Research Onion (Saunders, Lewis, Thornhill, 2015, p.124) 

 

3.2. Research Philosophy 
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Research Philosophy represents the outer layer of the research onion. It refers to the system of 

beliefs and assumptions on the development of knowledge about the selected field, which is going to 

have an influence on not only the research strategy but also the methods will be used to interpret 

the findings (Saunders, Lewis, Thornhill, 2015, p.124).  

As a nature of research, the researcher makes the number of assumptions at every stage, which 

includes human knowledge-based assumptions (epistemological assumptions), encountered realities 

(ontological assumptions) and own values & ethics influences the research process (axiological 

assumptions) (Saunders, Lewis, Thornhill, 2015, p.124).  

Since epistemology is all about assumptions on knowledge to the extent what constitutes are 

acceptable, valid, and legitimate while how we can share our knowledge with others. Hence, the 

researcher thinks that epistemology is the best-matched philosophy for this research. Under 

epistemology, the researcher adopts the positivist philosophy developed by Comte. Explanation of 

the society empirically with human behaviour and creating law-like generalisations by credible data is 

intented. Positivism helps researchers to explain society related phenomenons by using logical 

reasoning and objectivity. The researcher aims to benefit from positivism from the survey conducted 

with searchers by assuming the data collected constitutes facts that can help causal analysis. 

Moreover, interviews with organisations will also be covered under positivism. Using interviews as an 

exploratory stage improves the overall quality of the research from both angles. 

 

3.3. Research Approach 

 

After starting to peel off the layers of the research onion, the next stage of consideration comes after 

philosophy is the choice of the research approach. There are three types of approaches leading to 

theory development which are; deductive, inductive, and abductive reasoning. According to 

Saunders, Lewis, and Thornwill (2015), the deductive approach occurs when the conclusion has 
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arrived in a logical way with a set of premises while an inductive approach, a gap can be observed in 

the logic of the argument between the conclusion and the premises. Moreover, abductive reasoning 

as a third approach considers that evidence is a major premise; hence, the conclusion is only 

probable. 

The researcher benefits from deductive reasoning by testing the theories and hypotheses drawn 

from the previous literature, considering the deductive approach proceeds from general to 

particular. The main investigation of this research is based on the primary quantitative research 

conducted with searchers, which generates data by the survey to test the hypotheses. There are 

eleven hypotheses stated in this research by setting the goal of achieving deep insights by testing 

their situation; thus, the most appropriate approach is selected as a deductive approach. 

 

3.4. Research Choice 

 

As Hanson et al. (2005) stated that the ultimate purpose of mixed methods (the combination of 

quantitative and qualitative methods) rather than any approach alone itself is providing a better 

understanding of the research problems. As Creswell and Plano Clark (2011) stated that mixed 

methods might be used unequally by giving the priority for either qualitative or quantitative; hence 

one methodology has a dominant role, and the other plays a supporting role depending on the 

research. In the same line, the researcher indeed aims to present an in-depth understanding of the 

searchers' perceptions for sponsored search advertising in a quantitative way as the centre of the 

investigation by combining the study with the organisational point of view with a qualitative method. 

 

3.5. Research Strategy 
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After peeling away the mentioned outer layers above regarding research philosophy, approach, and 

choice, the researcher has to specify the research strategy. Exploratory, explanatory, and descriptive 

strategies are considered the three main strategies when conducting research design. 

An exploratory study aims to ask open questions to find out the valuable insights about the topic 

interested, which begins with "How" and "What" questions. It suits best to in-depth and focus-group 

interviews; also, these interviews are usually relatively unstructured and depend on the quality of the 

contribution (Saunders, Lewis, Thornhill, 2015, p.174). 

Explanatory research tries to find the causal relationship between the variables to study a situation 

or problem. It fits both quantitative and qualitative research, including "How" and "Why" questions 

(Saunders, Lewis, Thornhill, 2015, p.176). 

When it comes to descriptive studies, it aims to tell the phenomenon the way it is while other types 

of searches try to determine the causal relationships and the effects. Descriptive studies can be 

either qualitative or quantitative, and it might include "Who", "What", "Where"," When" or "How" 

(AECT, 2001). 

An explanatory approach is chosen by the researcher for this dissertation to reveal the causal 

relationship between the consumers and sponsored search engine advertising and the organisational 

beliefs towards these ads. 

The research strategy is defined as a plan, a methodological link between the philosophy and choice 

of methods to collect the data, for guiding the researcher in finding the answers to the research 

questions (Saunders, Lewis, Thornhill, 2015, p.177). Considering survey is associated with a deductive 

approach and using questionnaires help the researcher to allow the collection of standardised data 

from a sample group in an economical and a convenient way, the researcher uses survey conducted 

from Google Forms as the cornerstone of this dissertation by reflecting the knowledge and attitudes 

of the Turkish Millennial searchers for paid search engine advertising. The quantitative data gathered 

from the online survey is going to allow the researcher to develop a causal relationship between 
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variables and to draw generalisations based on these relationships by using a sample group of the 

Turkish Millennial population. 

When it comes to the supportive part of the research, an interview is selected to illustrate 

organisations' not only knowledge but also beliefs and attitudes towards search engine advertising. 

Interviews with a small number of respondents are useful to explore their perspectives on a 

particular topic, which is sponsored search engine advertising in this investigation. The interview is 

planned to be conducted in a structured way, which has the same questions asked to the 

respondents in the same order. The researcher aims to reflect their opinions and wants to be able to 

compare and contrast their different answers for the same questions. 

 

3.6. Time Horizon 

 

The time horizon is another important layer of the research methodology, which includes two types 

of perspectives; cross-sectional and longitudinal studies. While cross-sectional studies present a 

snapshot of a time horizon, a longitudinal perspective represents the events over a certain period of 

time, like a diary (Saunders, Lewis, Thornhill, 2015, p.200). 

The researcher selected a cross-sectional time horizon considering survey and interview is conducted 

to represent the ideas over sponsored search engine advertising. The research questions are 

answered using a snapshot of a time horizon by collecting the survey answers from Turkish Millennial 

searchers and opinions from the organisations via interview.  Therefore, the data collection from 

Turkish Millennial searchers and organisations took place between August 1st and 6th of 2020, due 

to the fact that it cannot be considered as a longitudinal study. Furthermore, the time given to 

complete this dissertation is another reason to select cross-sectional time frame due to two months 

are not enough to conduct a longitudinal time horizon research. 
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3.7. Data Collection 

 

According to Saunders, Lewis, and Thornwill (2015), data collection is the inner side of the research 

onion. There are two major types of data collection, which are primary and secondary. The 

researcher itself collects primary data via surveys, interviews, experiments, etc. Secondary data is 

usually collected through previous researches, government publications, and documents. 

Primary data collection is selected to illustrate the opinions of the real-time respondents for this 

research considering the data is original, relevant for the topic of the research, and the accuracy 

degree is considerably higher than secondary data. Primary data is collected using both quantitative 

by operating a survey and qualitative via an interview. 

 

3.7.1. Survey 

 

A questionnaire is the most common data collection technique under survey strategy, which 

consists of a set of questions prepared relating to the topic of the research. It can be executed in 

printed or electronically to be answered by the respondents. It can consist of multiple-choice, 

short answer, rating scale, Likert scale, and dropdown questions to gather statistically useful 

information about the selected topic. Foddy (1994) states that not only the respondent should 

understand the questions in the way the researcher intended, but also the researcher should 

understand the respondent's answers in the way the respondent intended. Hence, pilot testing 

should be applied to avoid misunderstanding and ensure the validity and reliability of the 

research.  
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In this research, the researcher prepared an online questionnaire with 18 questions via Google 

Forms. Beginning of the survey, the researcher provided a cover letter that explains the purpose 

of the questionnaire, ensures confidentiality as the anonymity, informs how long the survey 

takes, and shares contact for further questions. 

After the execution of pilot testing, with three respondents coming out of the marketing field, 

the survey is shared with the other respondents through Facebook and WOM (word-of-mouth). 

The questions start with the consent statement to be filled. The first three questions aimed to be 

as qualifying to eliminate the respondents who are not part of the target group. After the 

qualifying questions, the researcher shared a figure to inform the respondents about the 

concepts (search engine, search engine results page, organic search engine results, and paid 

search engine results) placed in the survey.  

Figure 3. The Informative Visual From The Online Survey 
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The next four questions aimed to reveal the search engine awareness (SEA) of the respondents in 

line with the first research objective by using multiple choice and Likert scale questions. 

Seven questions are asked to the respondents, including multiple-choice, Likert scale, rating 

scale, and short answer questions to enlighten the second research objective (revealing the 

current barriers in clicking on paid search links). 

In the end, four multiple-choice questions are asked to the respondents to explore customer-

perceived value (CPV) for searching online. 

 

3.7.2. Interview 

 

An interview is a purposeful conversation between the researcher and one or more respondents 

in a structured, semi-structured, or unstructured way. In this research, the interview has a 

supportive role by reflecting the attitudes and the application way for sponsored search 

advertising by the organisations. 

For this research, a structured interview is selected, which has seventeen same questions asked 

two different employees from the finance and e-commerce sector who belongs to the digital 

marketing departments. While sixteen questions are open-ended, only one is proposing to put 

the given factors into an order. The interview has been conducted by telephone, and before 

starting it, an information & consent sheet is shared with the respondents. 

The first three questions aim to understand the sector where the organisation is located and the 

department of the respondent. The fourth one is an eliminative question to ensure the 

organisation is applying sponsored search advertising while the fifth one aims to understand who 
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is in charge of the application (an agency or in the house). The next two questions stand for 

understanding the search engine strategy by evaluating both organic and sponsored options. 

Afterward, the interviewer intends to understand the knowledge level of the respondent when it 

comes to search engine appliances. Later, the interview ends with the reasons for using 

sponsored search engine advertising, the benefits and negative sides of using it, and the 

efficiency to reach targets. 

 

3.8. Sampling 

 

Determination of the best appropriate research population and the procedure of sampling is one of 

the most crucial parts of answering the research questions. It is almost impossible to either collect or 

analyse from every possible case or group member for our research objectives; furthermore, it 

means time and monetary restrictions.  The range of methods is available in sampling techniques, 

which let us decrease the amount of data needed to collect from a sub-group rather than considering 

all possible cases or elements (Saunders, Lewis, Thornhill, 2009, p.210). Considering most of the 

research questions need sample data for generalisation of the cases in the selected sample, the 

sample should be selected wisely to represent the target group from the population. 
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Figure 4. Population, Individual Case, And Sample (Saunders, Lewis, Thornhill, 2009, p.211) 

 

There are two types of sample selection; probability and non-probability. While in probability 

samples, the chance of the selection of each case from the population is usually equal and estimation 

of statistical characteristics of the population from the selected sample enables the researcher to 

address the research objectives. When it comes to non-probability samples, the probability for the 

selection of each case from the population is not known due to it is not possible to answer the 

research questions when making statistical inferences are needed (Saunders, Lewis, Thornhill, 2009, 

p.213). 
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Figure 5. Sampling Techniques (Saunders, Lewis, Thornhill, 2009, p.213) 

 

With an intention to provide a representative approach to the overall population, non-probability 

sampling is executed for both the survey and the interview. When it comes to the survey, with the 

purpose of receiving 100 Turkish Millenial respondents, the questionnaire was set online in Facebook 

groups and word-of-mouth where participants voluntarily participated. The researcher has selected 

the convenience sampling technique by holding the characteristics of the population the researcher 

targeted to increase the likelihood of the sample being representative, which means the participants 

are all Turkish born between 1981 and 1996 who perform online searches on search engines.  

In the selection of participants for the interview, considering the research aims to reflect the 

attitudes of organisations and the reasons for their budget allocation for search engine advertising, 

the researcher wanted to select participants from the sectors that are driving forces spending on 

search engine advertising. Thus, self-selection sampling is selected to identify the participants' desire 

to take part in this research who are working under marketing departments from the e-commerce 

and finance departments of Turkish organisations. 
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3.9. Research Ethics 

 

The survey and the interview required to give personal and professional information from the 

respondents, which should be in line with ethical research norms. Considering researchers should 

follow the standard of behaviour to guide moral choices on research behaviour (Blumberg, Cooper 

and Schindler, 2014, p.484), the researcher behaved adequately to carry out the research for this 

dissertation. Hence, the researcher was aware of the fact that the information collected from the 

participants should be treated respectively and anonymously. All of the participants for both survey 

and interview were voluntarily participated and were free to leave at any phase they wish. Before 

starting to answer the questions, the respondents informed that the collected data would only be 

used for this dissertation, and under no circumstances, their data would be shared with a third party, 

except for academics at Dublin Business School. The purpose of the survey and the average time 

needed is introduced at the beginning of the online questionnaire with a clear way in participants' 

native language, Turkish. 

Furthermore, contact information is shared for further questions if there are no clear statements for 

the participants. An information form & consent sheet consisting of the same information mentioned 

above is shared for the participants of the interview, and none of the interviews started before they 

fill and send back this sheet. As such, the participants are guaranteed that this research will not 

behave their data unethically. 

 

 

3.10. Limitations To Research 
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Even though the researcher showed the maximum effort to ensure the appropriateness and 

conducted this research effectively to provide representative findings according to the research 

objectives, there is no doubt that there were various situations out of the researcher's control, which 

may have an impact on the results. 

First of all, the time allocated to this dissertation was not enough to provide well-structured research 

since it limited the time not only would be spent on further investigation on the topic selected but 

also the number of participants who may be reached.  Furthermore, the data would be analysed 

more in-depth if the researcher would not be pressed for a limited time. 

As another limitation, lack of experience in primary research might have an impact on the 

methodology, so on the results due to this is the researcher's first research study. 

Lastly, Covid-19 limited not only the researcher but also the whole world; thus, the interview has 

been done by telephone rather than face to face, and limited access to the library affected the 

quality of the literature review process. 

 

CHAPTER 4: DATA ANALYSIS AND FINDINGS 

 

4.1. Introduction 

 

The purpose of this chapter to analyse the findings gathered by the researcher according to the 

research methodology outlined in the above section with the goal of illustrating the reasons for why 

Turkish Millennials do not click enough to the sponsored search advertising while many organisations 

in Turkey spend an outstanding amount of their marketing budgets for these ads. As it is mentioned 

before, the methodology of this research is mixed-method, where the quantitative analysis has the 

dominant role in line with the main research objective and qualitative analysis plays the supporting 
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role to represent the organisation side of this research. The quantitative analysis has been conducted 

with the primary data gathered via an online survey, and another primary data set generated from 

telephone interviews for the qualitative analysis. 

 

 

 

4.2. Findings From Quantitative Analysis (Survey Questions) 

 

The questionnaire created on Google Forms is distributed on the 1st of August 2020, and the results 

collected after one week. One hundred four participants gave their consent to participate in the 

research voluntarily.  

 

Question 1. Are you a Turkish citizen? 

 

Figure 6. Responses For Survey Question 1 (Source: Created by the Author via Excel) 

 

All of the participants (100%) stated their citizenship as Turkish for the first question. Since this 

research aims to do the investigation on Turkish Millennials, the first qualifying question did not 

eliminate any of the respondents. 

 

Question 2. Please select your birth year. 
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Figure 7. Responses For Survey Question 2 (Source: Created by the Author via Excel) 

 

 

Figure 8. Graphical Representation For Survey Question 2 (Source: Created by the Author via 

Excel) 

 

 

 

73.08% of the respondents shared their birth year as between 1991-1996, and 16,35% stated that 

they are born between 1981 and 1990. Only 10,58 % of the participants are born in another year. As 

it is mentioned before, Millennials are the population born between 1981 and 1996. Therefore, 

89,43% of the respondents belong to the Millennial age group category. Considering the researcher 

wants to analyse Turkish Millennials' attitudes towards paid search engine advertising, people who 

are born out of this year span are excluded from the rest of the research. 
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Question 3. Do you perform online searches? 

 

 

Figure 9. Responses For Survey Question 3 (Source: Created by the Author via Excel) 

 

This question aims to guarantee that the selected participants perform online searches since the 

researcher wants to investigate their opinion for paid advertising when searching online. Except for 

one respondent, the rest stated that they perform searches online by 98,92%. Thus, after the 

elimination of one respondent, the number of participants for the questions aiming to answer the 

research objectives decreased to ninety-two participants. 

 

Question 4. Are you able to differentiate paid and organic links while searching online? 

 

 

Figure 10. Responses For Survey Question 4 (Source: Created by the Author via Excel) 

 

This question is in line with the first research objective, to understand the Turkish Millennials search 

engine awareness (SEA) as it relates to differentiating organic from paid results. According to the 

respondents, the great majority of them can differentiate paid and organic links while searching 

online by 91,30%, while 8,70% of them cannot differentiate. 

 

Question 5. Do you know the difference between organic and paid links? 
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Figure 11. Responses For Survey Question 5 (Source: Created by the Author via Excel) 

 

The fifth question of the survey aiming for the examination of search engine awareness (SEA) of the 

respondents showed that only 69,55% of them are aware of the difference between organic and paid 

links. In comparison, 30,43% of them are not knowledgeable about their difference. 

 

 

Question 6. How knowledgable do you consider yourself when searching online? 

 

Figure 12. Responses For Survey Question 6 (Source: Created by the Author via Excel) 
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Figure 13. Graphical Representation For Survey Question 6 (Source: Created by the Author via 

Excel) 

 

This question showed that 16,30% of the respondents consider themselves very knowledgable when 

they perform searches online, while the majority count themselves belong to the medium level 

knowledge group with 65,22%. When it comes to an inadequate level of knowledge, the rate is 

17,39%, and only 1,09% of them admit that they have no clue about this topic. 

 

Question 7.  Do you click on paid links when you search online?

 

Figure 14. Responses For Survey Question 7 (Source: Created by the Author via Excel) 

 

 

Figure 15. Graphical Representation For Survey Question 7 (Source: Created by the Author via 

Excel) 
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This question aims to understand respondents clicking habits during searching online. The 

percentage of respondents who always clicks on paid advertising almost is zero by 1,09%, while 

11,96% never clicks on these ads. Most of the respondents state that they click on ads sometimes by 

43,48%, and 28,26% of them often while 15,22% clicks on paid ads generally. 

 

 

Question 8. Would you have a preference for using organic or paid links when you search 

online? 

 

Figure 16. Responses For Survey Question 8 (Source: Created by the Author via Excel) 

 

 

 

Figure 17. Graphical Representation For Survey Question 8 (Source: Created by the Author via 

Excel) 
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In the lights of research objective 1, the researcher wants to investigate if the respondents have any 

preference when searching online, which may result in bias against paid searches. It is outstanding 

that except one person, no one prefers clicking on paid links during online searches. While 26,09% of 

the respondents have no preference, the majority have a preference for organic links by 72,83%. 

 

Question 9. Would you agree with the following statement? Paid links are credible sources of 

information. 

 

Figure 18. Responses For Survey Question 9 (Source: Created by the Author via Excel) 

 

 

Figure 19. Graphical Representation For Survey Question 9 (Source: Created by the Author via 

Excel) 
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Under one of the barriers to click on paid search engine ads, the trust/credibility factor has been 

tested in this question. 16,30% of the respondents have a strong trust issue with paid ads since they 

strongly disagree with "Paid links are a credible source of information." statement. While 36,96 % of 

the respondents disagree with the statement, 31,52% of them are neutral. Moreover, 14,13% believe 

that paid links are trustable information sources; only 1,09% of the respondents strongly agree with 

this statement. 

 

Question 10. Would you agree with the following statement? Paid links provide relevant 

information as organic links do. 

 

 

 

Figure 20. Responses For Survey Question 10 (Source: Created by the Author via Excel) 
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Figure 21. Graphical Representation For Survey Question 10 (Source: Created by the Author via 

Excel) 

 

As it is mentioned in research objective 2, relevancy is another potential barrier in click decision; 

hence, in this question, the respondents are questioned. 5,43% of the respondents strongly disagree 

with the statement that "Paid links provide as relevant information as organic links do." At the same 

time, 48,91% of them disagree, and 32,61% are neutral. The percentage of positive correlation with 

the statement decreases with 10,87% for agreeing and 2,17% for strongly agreeing. 

 

Question 11. Would you agree with the following statement? I tend to click on paid links 

representing a brand. 

 

 

Figure 22. Responses For Survey Question 11 (Source: Created by the Author via Excel) 
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Figure 23. Graphical Representation For Survey Question 11 (Source: Created by the Author via 

Excel) 

In this question, familiarity with a brand is treated under possible current barriers of the consumers 

to click. Comparing to the questions above, the answers for "I tend to click on paid links representing 

a brand." became diversified. While 13,04% of the respondents are strongly disagreed with this 

statement, 18,48% are agreed, and 28,26% are neutrals. 29,35% of the respondents agree with the 

statement as the majority and 10,87 are strongly agreed. 

 

Question 12. Would you agree with the following statement? My previous experience on 

clicking links influences my click decision. 

 

 

Figure 24. Responses For Survey Question 12 (Source: Created by the Author via Excel) 

 



 

55 
 

 

Figure 25. Graphical Representation For Survey Question 12 (Source: Created by the Author via 

Excel) 

 

Prior experiences with paid search advertising are discussed as a barrier to click on these ads. 

Answers for this question shows that 5,43% of the respondents are strongly disagreed that prior 

experiences are influential on click decision. 8,70% believe that prior experience does not change 

click decision despite the fact that 13,04% are neutral with this factor. The majority of the responses 

belong to the answer agree with the statement by 47,83%, and 25,00% are strongly agreed. 

 

Question 13. Please rate in order of importance of "The strongest barriers for clicking on paid 

links when you search online" from being the least important to the most important. 
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Figure 26. Graphical Representation For Survey Question 13 (Source: Created by the Author via 

Excel) 

In order to examine the importance level of the selected possible barriers for clicking paid ads, the 

respondents have been asked to order from most important to least important as this relates to 

trust, familiarity, relevancy, and bad experiences. According to the respondents, when it comes to 

the most important factor among the given elements, the trust issue is the most voted one by 

41,94%, which is followed by relevancy with 30,65%. When the level of importance selected as 

important, if the respondent is not familiar with the brand of the ad, it is an important barrier to not 

to click by 40,49%, and followed by relevancy by 24,54%. When it is asked what is the relatively 

important barrier in click decision, while 38,57% of the respondents say I had bad experiences with 

paid links before, 34,29% of participants state that I am not familiar with the link. When it is asked 

what the least important barrier for you is, the majority by 78,79% selected having bad experiences 

with paid results. 
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Question 14. If you have other strongest barrier for clicking on paid links when you search 

online, please specify. 

 

To answer this question, out of 92 participants, only 6 of them have responded with their additional 

barriers. In brief, half of the respondents stated that they do not want to make search engines 

(especially Google) earn money with their clicks. One respondent has a privacy issue; thus, this 

person does not want to be tracked with his or her cookies. The other two respondents think that 

paid ads are fraud or viruses; in other words, they have trust issues with paid links. 

 

 

 

 

Question 15. Do you have data privacy concerns when searching online? 

 

 

Figure 27. Responses For Survey Question 15 (Source: Created by the Author via Excel) 
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Figure 28. Graphical Representation For Survey Question 15 (Source: Created by the Author via 

Excel) 

In line with research objective 3, privacy concerns are one of the costs of customer-perceived value 

(CPV); hence, respondents' opinions are asked to understand it deeply. According to the survey 

results, 76,09% of the respondents have privacy concerns for online searches, while 15,22 % are not 

concerned about data privacy. At the same time, 8,70%  of the respondents do not care about data 

privacy issues. 

 

Question 16. Do you believe searching online is convenient? 

 

 

Figure 29. Responses For Survey Question 16 (Source: Created by the Author via Excel) 
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As one of the benefits of using search engines, the convenience has been asked to the respondents. 

Almost all of the respondents agree with the fact that searching online is a convenient way for 

information. 

 

Question 17. Do you believe searching online provides relevant results? 

 

Figure 30. Responses For Survey Question 17 (Source: Created by the Author via Excel) 

 

Relevancy has been investigated as another benefit of searching online. 98,91% of the respondents 

are agreed that they access relevant results when they perform online searches. 

 

Question 18. When you consider your concerns and benefits of performing searches online, are 

you satisfied with searching through search engines? 

 

Figure 31. Responses For Survey Question 18 (Source: Created by the Author via Excel) 

This question has the purpose to understand the customer-perceived value (CPV) with its benefits 

and costs. Therefore, the respondents state that they still prefer to search through search engines 

even they are aware of data privacy issues by 95,65%. Only 4,35% of the respondents will not search 

via search engines if they do not have to use them. 

 

4.2.1. Hypotheses Evaluation (1-7) 
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This part is aimed to find answers from the survey implemented to the hypotheses created to 

understand consumer attitudes towards sponsored search engine advertising. 

 

H1:  The majority of the consumers are not able to differentiate the difference between 

organic and sponsored search results. 

The fourth question is asked to the respondents to evaluate this hypothesis. When it is asked "Are 

you able to differentiate paid and organic links while searching online?", 91,30% (n= 84) stated that 

they are able to differentiate the results by type and 8,70% (n= 8) cannot differentiate among them. 

Thus, H1 has been rejected in the lights of Question 4. 

H2:  Consumers have a bias against sponsored search results, and they prefer organic results. 

Question 8 is dedicated to finding an answer to the second hypothesis. It is asked to the responses:” 

Would you have a preference for using organic or paid links when you search online?”. 72,83 % (n= 

67) said they prefer organic links while 26,09% (n= 24) have not any preferences and only 1,09% (n= 

1) prefer paid links. Therefore, this result is coordinated with hypothesis 2; it is accepted. 

H3: Consumers think that sponsored search ads are not credible sources. 

In question 9, respondents’ level of agreement has been asked for this statement: “Paid links are a 

credible source of information,” cooperating with hypothesis 3. The total percentage for Strongly 

Disagree and Disagree is 53,26% (n= 49). Considering the majority does not accept this statement, 

the third hypothesis is approved. 

H4: Consumers think that sponsored search ads do not provide enough relevant results as 

organic lists do. 

In order to evaluate hypothesis 4, Question 10 has been released, and the level of agreement of the 

respondents has been asked for this statement: “Paid links provide as relevant information as organic 
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links do.” Considering respondents who selected Strongly Disagree and Disagree do not think 

sponsored search ads provide relevant results as organic lists do, the opponents of this idea are 

54,35% (n= 50). In brief, H4 has been approved in consideration of the statistics. 

H5: The familiarity of brands in the sponsored ads is a crucial click factor for consumers. 

Question 11 has been asked to answer this hypothesis by asking the agreement level of the 

respondents for the statement of “I tend to click on paid links representing a brand”. However, 

considering people who have positive ideas for this statement by strongly agreeing and agreeing is 

40,22% (n= 37), and disagreement level counting strongly disagreed respondents too is 31,52% (n= 

29). At the same time, respondents who shared neutral feelings are 28,26% (n= 26). Considering 

these numbers, it is not possible to decide on a conclusion in approval or rejection of hypothesis 5. 

H6:  If a consumer has a bad experience with sponsored search advertising, they do not prefer 

clicking on them. 

Question 12 has been devoted to finding a conclusion for Hypothesis 6. And the level of agreement 

of the respondents has been asked for this statement: “My previous experience on clicking links 

influences my click decision.” Among the respondents, the great majority by 72,83% (n= 67) shared 

positive responses. As such, they accept their experiences affect click decision; thus, Hypothesis 6 is 

accepted. 

H7: Consumers prefer to use search engines even they are aware of their privacy threat. 

In order to find an answer for hypothesis 7, question number 15 and 18 have been asked to the 

respondents.  When it is asked, “Do you have data privacy concerns when searching online?” 76,09% 

(n= 70) of the respondents admitted that they are concerned about data privacy, and the rest 23,91% 

(n= 22) are not concerned about data privacy or do not care about it. Hence, the great majority are 

aware of the fact that data privacy is an issue while using search engines for performing online 

searches. As a supporting question, it is asked, “When you consider your concerns and benefits of 
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performing searches online, are you satisfied with searching through search engines?”. The answer 

to this question illustrates the results of customer-perceived value (CPV) for online searches. 95,65% 

(n= 88) of the respondents stated that they still prefer to use them after consideration of benefits 

and concerns. Thus, even though the privacy threat as a concern for using search engines, the vast 

majority prefer to use them. Hypothesis 7 is approved. 

 

4.3. Findings From Qualitative Analysis (Interview) 

 

The structured interviews are conducted with two digital marketers working in the finance and e-

commerce sectors to explore their points of view towards sponsored search ads. While Mr. Baysal, 

works for a large-scale organisation in the field of finance & banking, Ms. Kalyon is working in a 

growing e-commerce startup organisation; moreover, both of their companies use sponsored search 

advertising. All of the comments of the interviewees have been analysed. The similarities and 

differences of their answers have been determined to discuss for hypothesis and the research 

objectives. 

The first four questions have been asked to learn the organisation name, sector of the organisation, 

the interviewees’ departments, and if they are using sponsored ads as an organisation. 

Q5. Do you work with a digital marketing agency for search engine advertising, or do you 

undertake your digital marketing strategy in the house? 

While Mr. Baysal’s workplace as a large-scale organisation works with an advertising agency, Ms. 

Kalyon’s startup organisation implement SEA (search engine advertising) inhouse. 

Q6. Do you use SEO (Search Engine Optimisation) or Sponsored Search Ads for your search 

engine advertising strategy, or both? 
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All of the respondents answered this question as they are using both SEO and sponsored search ads. 

Q7. Organic or sponsored visibility is your priority? 

The answers fort his question varies. Since Mr. Baysal’s organisation is an established bank very 

visible organically on the search engines, they believe that in the long run, organic visibility is more 

fruitful, while sponsored ads are only for short term goals. Although, Ms. Kalyon states that 

especially for her team, sponsored ads are the priority in case of volume. 

Q8. As a professional, do you know the difference between SEO and Sponsored Search 

Advertising, theoretically and practically? 

Mr. Baysal stated that even he theoretically knows them, but he does not know the practical side. 

Ms. Kalyon is not too detailly knowledgeable about SEO. 

Q9. What criteria would you use for an undertaking sponsored search engine advertising? 

The answer to this question was quite similar by both sides; lead generation and increasing the 

volume of traffic through their websites. 

Q10.  Would you monitor the SEM tactics of your competitor, and why?  

They are both monitoring their competitors’ actions on search engines regularly. 

Q11. Would you use sponsored ads to prevent your competitors from being placed in a better 

position in search engine results? 

They both answered that they are not using sponsored ads for suppressing the competitors, but for 

their targets. 

Q12. Do you think sponsored search advertising is a successful practice in the segmentation of 

your customers and reaching the target audience? 

They both think that it is a good practice to reach the segmented groups, and it is targetable. 



 

64 
 

Q13. What do you think when you compare sponsored search advertising with other 

methods? What value do you get from your paid SEM strategy? 

Mr. Baysal thinks that sponsored search ads are more measurable, and their results can easily be 

tracked. Furthermore, it enables them to control and optimise the ads directly based on their course 

of events, since it is observable if the ad is reaching the target group or not. From another point of 

view, Ms. Kalyon states that sponsored ads are cost-effective compared to other channels; it enables 

them to reach valuable volume through the searchers with personalised searches. Moreover, it is 

easy to take searchers’ attention via the headline and meta description, so it helps to express the 

organisation itself and its campaigns. 

 

Q14. : Can you sort these features of sponsored search engine ads from the most important to the 

least important for you? 

 Targetable 

 Controllable 

 Trackability 

 It can prevent competitors from ranking high in search results 

They are both agree that targetability is the most crucial factor, while competitor prevention is the 

least important factor. Mr. Baysal thinks that being controllable is the second important factor, 

whereas Ms. Kalyon believes that the latter should be being trackable. 

Q15. What are the negative aspects of using sponsored search engine advertising? 

Both of the interviewees mentioned the problems occurring in practice due to Google’s keyword 

suggestions or automated dynamic search ads services, but no concepts of sponsored ads itself. 

Q16. Are you reaching your target as an organisation more efficiently by using sponsored 

ads? 
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While Mr. Baysal believes that a strong organic presence is enough, and sponsored search ads might 

be dispensable, Ms. Kalyon states that sponsored ads are influential in reaching their KPI’s. 

 

4.3.1. Hypotheses Evaluation (8-11) 

This part is allocated to evaluate the hypotheses from the interviews by illustrating the organisational 

attitudes towards sponsored search ads. 

H8: Large-Scaled Organisations hire advertising agencies to apply sponsored search ads. 

Considering Mr. Baysal is working as a digital marketer in a large-scale organisation in the finance 

sector stated that they are working with an advertising agency. His answer is in the same direction as 

hypothesis 8. 

H9: Organisations prefer to invest in SEO rather than sponsored search advertising in their 

marketing strategy. 

After evaluation of the answers of question 7, it can be seen that preference for SEO over sponsored 

search advertising depends on the organisation’s establishment level and the number of years in 

operation. Startups are more enthusiastic about using sponsored search ads and being visible 

according to their campaigns as a guerrilla marketing method. In contrast, large-scaled well-

established organisations believe that SEO is a more effective way for long term online visibility. 

H10: Organisations believe that sponsored ads enable them to reach targetable consumers. 

Analysing questions 12 and 13 enable the researcher to draw the conclusion that both large-scale 

and startup organisations believe that sponsored ads help organisations to reach targetable 

consumers as a supporting answer for hypothesis 10. Indeed, when it is asked to rate in the order of 

importance of given factors, both of the interviewees rated being targetable as the most important 

factor. 
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H11: Organisations use sponsored ads since their competitors are using, and they want to 

prevent their competitors' online visibility in search engines. 

Although both of the respondents said that they are monitoring their competitors’ actions on search 

engines regularly as the answer for question 10, they clearly stated for question 11 that preventing 

competitors’ online visibility is not of their purpose of using sponsored ads. Moreover, they rated the 

factor of prevention of competitors as the least important factor among the given in question 14. 

Hence, hypothesis 11 can be rejected after the evaluation of the interviews. 

 

CHAPTER 5: DISCUSSION 

5.1. Introduction 

This research intended to illustrate the perceptions, beliefs, and attitudes of Turkish Millenials’ 

towards paid search advertising. In research objectives, it is aimed to show the level of search engine 

awareness of the target group, the factors effective on click decision, and the perceived value from 

search engines. The purpose of this chapter is to discuss the findings under each research objective 

drawn. 

 

5.2. Research Objective 1 

After investigating the previous literature on searchers’ general knowledge level for search engine 

results page (SERP) and how it is categorised, the researcher aimed to illustrate the search engine 

awareness of Turkish Millennials by testing their ability to differentiate organic results from paid 

links. A couple of articles mentioned in the literature review showed that many searchers are not 

able to differentiate paid links from organic results, and the majority are not able to state how the 

SERP is categorised. As such, the mindset of the researcher was coordinated with these articles. In 

contrast to previous literature focused on other countries, the results of the survey questions have 
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been asked to Turkish Millennials indicated that the great majority of the respondents are able to 

differentiate the organic and paid links and, the majority consider their knowledge level for search 

engines is medium to a very knowledgable level. 

Furthermore, under research objective 1, the researcher wanted to illustrate if the searchers have a 

preference to click on organic links over paid links considering many studies mentioned in the 

literature review reflected that searchers have bias aginst paid links and prefer to click on organic 

links. In line with past literature, the respondents showed a preference for organic over paid links. 

Also, the researcher wanted to uncover if the organisations prefer to invest in search engine 

optimisation (SEO) or sponsored search advertising as a part of their marketing strategies as another 

side of the medallion. As it is mentioned in the literature review, organisations see search engines as 

a key to promote their products and gain leads; hence, search engine advertising is appreciated as an 

important way to enable online visibility. However, as search engine advertising has two approaches, 

SEO and sponsored search ads, the preference for these two approaches has been varied among the 

organisations has been interviewed. While a large-scale organisiton reflected their preference for 

SEO considering its long term strategies, the startup level company stated their interest in paid 

search ads to assure their online visibility. 

 

5.3. Research Objective 2 

 

The researcher had the purpose of an examination of current barriers to click on paid search ads. 

Previous literature revealed the factors are influential in click decision for paid search ads are trust, 

relevancy, familiarity, and prior experiences. Thus, these factors are examined, and their level of 

importance has been investigated among Turkish Millenials by online questionnaires. In light of the 

survey findings, the mindset for paid search ads of the searchers has been investigated. Parallel with 
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the literature review, all of these factors (trust, relevancy, familiarity, and prior experiences) have 

been dwelled on has a critical impact in click decision. When it comes to rating their importance as a 

factor of respondents’ eyes, trust is the most outstanding factor which is followed by relevancy and 

being familiar with the link. Although having a bad experience with paid links has an impact on click 

decision, according to the respondents, it is the least important one among the other factors. 

Moreover, intending to provide comprehensive research, the researcher tried to reflect 

organisations’ mindset for sponsored search advertising with telephone interviews. The main criteria 

and the benefits of using sponsored search ads have been asked. In line with previous literature 

focused on organisations and their reasons to allocate budget for sponsored search ads, the 

interviewees mentioned personalised results help them to be visible for future leads in a cost-

effective way. Furthermore, they stated how real-time results make not only the process for tracking 

and controlling the ads easy, but also it enables advertisers to adjust the ads. The factors that are 

taken from the literature review (being targetable, controllability, trackability, and being preventive 

for competitors) have been asked to the respondents for rating them in the level of importance. The 

respondents agreed that being targetable is the most crucial feature of sponsored search ads. Unlike 

the study reflected that organisations use sponsored ads to prevent their competitors’ visibility in 

search engines, both of the interviewees rated this factor as the least important one. Indeed they 

stated that preventing competitors is not a reason to use sponsored ads according to their marketing 

strategies. 

 

5.4. Research Objective 3 

 

The researcher aimed to investigate the elements of customer-perceived value (CPV) for paid search 

advertising by examining the cost and benefits of using search engines for online searches. 

Investigating the previous literature made the researcher focused on privacy issues for personal data 



 

69 
 

collection as the costs of performing online searches on search engines. Through the questionnaire, 

the respondents’ data privacy concerns have been tested. It appeared that the majority of the 

respondents are aware of the privacy threat and were concerned about it. At the same time, 

convenience and relevance factors are investigated via survey questions in light of the literature 

review. The respondents all have agreed that online searches in search engines help them to find 

relevant results, and the process is very convenient. However, when it comes to comparing the 

perceived value with its pros and cons, the respondents agreed that they still prefer to use search 

engines and perform online searches even the data privacy is an accepted fact among them. Thus, it 

can be stated that paying the cost of online searches with their personal data is seen as dispensable 

for the respondents when it comes to the benefit gathered from these results, especially the 

relevancy and the convenience. 

 

CHAPTER 6: CONCLUSION AND RECOMMENDATIONS 

 

6.1. Conclusion 

 

It is an undeniable fact that the Internet has revolutionised the way how people live, communicate, 

and do business. Thus, the Internet had become one of the inevitable tools to do marketing by using 

search engines. After the investigation of the statistics and previous literature on paid search 

advertisements, it was observed that the overall click rate could be considered to be low comparing 

the organisations’ spendings on these ads. Considering there is not enough study focused on Turkish 

Millennials’ perceptions towards paid search advertising, the researcher had decided to address to 

illustrate the reasons leading to the click decision via an online survey.  
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Furthermore, one of the gaps that have been found during the literature review was that there is no 

precise study reflecting Turkish Millennials’ search engine awareness. Hence, the researcher 

allocated the first part of the survey questions to understand the general level of knowledge of 

search engines among the respondents, including the ability to differentiate paid links from organic 

results. Afterward, the selected factors from past studies – credibility, relevancy, familiarity, and 

prior experiences - had selected to test their impact in clicking on paid search ads. Thereafter, the 

customer-perceived value of using search engines has been examined by selecting convenience and 

relevance as the benefit of using them. In contrast, data privacy concerns are selected as the main 

costly factor.  

To present well-developed research, the researcher wanted the illustrate the attitudes and beliefs of 

organisations when it comes to allocating budget for sponsored search advertising. Telephone 

interviews have been selected as the method of discovering the side of organisations. The 

interviewees' preference for the method of implementing search engine advertising has been 

analysed with the reasons provided by them. Moreover, the selected factors- being targetable, 

controllability, trackability, and preventive for competitors- to test their influence on organisations 

have been asked to the interviewees to draw conclusions. 

In conclusion, it is deduced from the survey that the Turkish Millennials are able to differentiate from 

paid links to organic results, and the majority's knowledge level for search engines is medium to high. 

The great majority prefer organic links since they found organic results more credible and relevant 

than paid links. While credibility, relevancy, and being familiar with the ad of the brand are relatively 

more influential factors leading click decision, having prior bad experiences with paid ads is still 

prominent but less effective than the other factors counted. Furthermore, the majority is aware of 

the data privacy issue while performing online searches and concerned about it; at the same time, 

they admit that searching online provides them relevant results with convenience. In the comparison 
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of the benefits and the costs taken by online searches, Turkish Millennials are focused on the value 

side of search engines; as such, data security is a dispensable fact comparing the benefit they earned. 

On the contrary side of a coin, it is deduced from the telephone interviews with digital marketers 

working for different organisations that big organisations work with advertising agencies and they 

prefer to focus on Search Engine Optimisation (SEO) for their long term of interest while startup 

organisations implement their applications inhouse and leaning over sponsored search ads as their 

short-term plan to ensure online visibility. It can be stated that the measurability and controllability 

of the real-time ads are outstanding features of sponsored search ads for organisations. Moreover, 

personalised searches are a feature of sponsored search ads to help digital marketers to reach the 

groups they targeted cost-effectively whereas preventing competitors’ online visibility is not one of 

the crucial aspects of these ads. 

 

6.2. Recommendations For Further Studies 

 

Although this research aimed to reflect not only customers’ but also organisations’ side when it 

comes to the perceptions and crucial factors of paid search advertising, further studies are required 

considering the time limit for this research was for three months. Time constraint restricted the 

possibility for the high number of participants incorporated in the data analysis. The survey should 

have released not only in Facebook groups but also in other channels to gain a more inclusive group 

of respondents with significant variety. Therefore, the limited range of participants is eliminative to 

draw generalisations inferred by this research in terms of accuracy. On behalf of future studies, the 

data collection should have been done with a larger group of respondents; among them, the variety 

should have been analysed carefully to make more reliable inferences via improving the 

trustworthiness of the findings by using inferential statistics. Based on the responses for an open-

ended survey question, cookie collection might be investigated as another factor as a barrier to click 

decision for paid search advertisings, which is not examined in this research. In addition, due to time 
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constrain, the qualitative part of this research- the telephone interview- is only placed with two 

participants from two different sizes of organisations. In order to be able to draw more accurate 

genaralisations based on large-scaled and startup organisations, more than one respondent is 

needed for each size of companies. Moreover, two sectors are chosen for this study- e-commerce 

and finance- according to the statistics of the most money spending sectors for paid search 

advertising. Other industries can be explored to present more representative research without 

excluding other fields. Also, rather than interviews via telephone, face to face interviews might be 

more insightful. Lastly, advertising agencies might be included in the research as the representatives 

of the execution part since they are usually the practitioners of sponsored search ads for medium to 

large-scale organisations. 
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APPENDICES 

Appendix 1. Questionnaire 

The questionnaire in Turkish can be found from the link below. 

https://docs.google.com/forms/d/1J3yWI1wWermDVDzdU1MqtFJljcfn_PRA6eA-

Rr_t5RI/edit?usp=drive_web 

 

Turkish Millennial Consumers Attitutes and Beliefs Towards Paid Search Engine 

Advertising. 

 

Dear participant, 

Hello, my name is Gözde Balıoğlu and I am doing a master's degree in “Digital Marketing” at Dublin 

Business School. I invite you to join my research, which will enlighten Turkish Millennial consumers 

attitutes and beliefs towards paid search engine advertising for my dissertation. 

Your data that will be collected through the survey will be used only for this thesis. Under no 

circumstances will your data be shared with a third party, except for academics at Dublin Business 

School. Please fill out the consent  

If you have any questions, please contact me via the email address below. 

10522500@mydbs.i to 

The survey takes about 5 minutes. 

 

https://docs.google.com/forms/d/1J3yWI1wWermDVDzdU1MqtFJljcfn_PRA6eA-Rr_t5RI/edit?usp=drive_web
https://docs.google.com/forms/d/1J3yWI1wWermDVDzdU1MqtFJljcfn_PRA6eA-Rr_t5RI/edit?usp=drive_web
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Please confirm that you have read and understood what was written in the above by clicking "I 

Confirm" below and voluntarily participated in this research. If you do not wish to participate in 

the research, please click on the "I Do Not Confirm" option. 

 

 I confirm 

 I do not confirm 

 

Are you a Turkish citizen? (Qualifying) 

 

 Yes 

 No 

 

Please select your birth year. (Qualifying) 

 

 1981-1990 

 1990-1996 

 Other 

Do you perform online searches? (Qualifying) 

 

 Yes 

 No 

Figure 1. Illustration of search engine, search engine result page, organic search results and paid 

search engine ads 
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Are you able to differentiate paid and organic links while searching online? RO1 

 Yes 

 No 

Do you know the difference between organic and paid links?RO1 

 Yes 

 No 

How knowledgable do you consider yourself when searching online? RO1 

 Very knowledgable 

 Medium level 

 Inadequate level 

 I have no clue 

 

Do you click on paid links when you search online? RO1 

 

 

 



 

82 
 

Never                                                                                                                                           Always 

 

 

 

 

 

 

Do you have any preference for organic results over sponsored ads? Would you have a preference 

for using organic or paid links when you search online? RO2 

 I prefer organic links 

 I prefer paid links 

 I have no preference 

 

Would you agree with the following statements?  

(Please indicate your level of agreement from 1 (Strongly disagree) to 5 (Strongly agree)) 

 

Paid links are credible source of information. RO2 

 

Strongly disagree                                                                                                                  Strongly agree  

 

 

 

 

Paid links provide as relevant information as organic links do. RO2 

 

Strongly disagree                                                                                                                  Strongly agree  

 

 

 

 

I tend to click on paid links representing a brand. RO2 
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Strongly disagree                                                                                                                  Strongly agree  

 

 

 

 

 My previous experience on clicking links influences my click decision. RO2 

 

Strongly disagree                                                                                                                  Strongly agree  

 

 

 

 

 

The strongest barriers for clicking on paid links when you search online RO2 

(Rate in order of importance from being the least important to the most important ) 

                                                                              Least              Relatively          Important            Most 
                                                                           Important        Important                                    Important 

 

The link is not relevant to my search query 

I am not familiar with the link 

I do not trust the link 

I had a bad experience with paid links 
before 

 

If you have other strongest barrier for clicking on paid links when you search online, please specify. 

RO2 

………………………………………………………………………………………………………… 

 

Do you have data privacy concerns when searching online?RO3 

 Yes, I am concerned about data privacy 

 No, I am not concerned about data privacy 

 I do not care about the management of my data 

 

Do you believe searching online is convenient? RO3 
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 Yes  

 No 

 

Do you believe searching online provides relevant results? RO3 

 

 Yes  

 No 

 

When you consider your concerns and benefits of performing searches online, are you satisfied 

with searching through search engines? RO3 

 

 Yes, I still prefer to use them. 

 No, I don’t use it if I do not have to use them. 

 

 

 

Appendix 2. Information & Consent Sheet Shared To Interviewees 

INFORMATION SHEET FOR PARTICIPANTS 

PROJECT TITLE: An investigation of Turkish Millennial Consumers’ Attitudes Towards Sponsored 

Search Engine Advertising 

Dear participant, my name is Gozde Balioglu and I am doing a master's degree in “Digital Marketing” 

at Dublin Business School. I invite you to join my research. The main purpose of this study 

understand the attitudes of Turkish Millennial consumers’ for sponsored search engine advertising. 

The average click through rate of these ads are around 2%; however, organisations from different 

sectors are allocating considerable amount of budgets for it. You are being asked to take part in a 

supportive research studying on organisations beliefs and attitudes towards sponsored search 

engine advertising with an aim to illustrate the organisational reasons to allocate budget and 

applications on sponsored search engine advertising. 

 

Your data that will be collected through the interview will be used only for this dissertation. Under 

no circumstances will your data be shared with a third party, except for academics at Dublin Business 
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School. You may decide to stop being a part of the research study at any time without explanation 

required from you. You have the right to ask that any data you have supplied to that point be 

withdrawn or destroyed. If you have any questions as a result of reading this information sheet, you 

should ask the researcher before the study begins.     

In this study, you will be asked to answer 17 questions by telephone which will take approximately 

20 minutes. 

I am going to be glad to answer your questions about this study at any time. You can contact me via 

email from 10522500@mydbs.ie 

 

INFORMED CONSENT FORM 

PROJECT TITLE:      An investigation of Turkish Millennial Consumers’ Attitudes Towards Sponsored 

Search Engine Advertising 

PROJECT SUMMARY:  The research intends to reveal consumers’ perceptions, beliefs, attitudes 

toward search engine advertising by illustrating the customer perceived value from sponsored search 

ads and explore the factors leading to click-decision, focusing on Turkish Millennials. The average 

click through rate of these ads are around 2%; however, organisations from different sectors are 

allocating considerable amount of budgets for it. In order to provide a precisely research, both 

consumer and organisation side should be focused; hence this consent sheet is provided to reveal 

the organisation side through an interview 

By signing below, you are agreeing that: (1) you have read and understood the Participant 

Information Sheet, (2) questions about your participation in this study have been answered 

satisfactorily, (3) you are aware of the potential risks (if any), and (4) you are taking part in this 

research study voluntarily (without coercion). 

 

Appendix 3. Interview Transcript 

Interview With- Mustafa Baysal 

Gozde: Hello Mustafa, How are you? 

Mustafa: Hi Gozde, I am good. Thank you for asking. 

Gozde: Would you like to start the interview? 

Mustafa: Yes, of course 

mailto:10522500@mydbs.ie
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Gozde: First of all, can I learn the organisation you are working for? 

Mustafa: Garanti BBVA Payment Systems 

Gozde: In which sector does your organisation operate? 

Mustafa: Finance, banking 

Gozde: In which department are you working? 

Mustafa: Digital marketing 

Gozde: Does your organisation use search engine advertising? 

Mustafa: Yes, especially on Google 

Gozde: Well, Do you work with a digital marketing agency for search engine advertising, or do you 

undertake your digital marketing strategy in the house? 

Mustafa: We are working with an advertising agency. 

Gozde: Do you use SEO or sponsored search ads for your search engine advertising strategy, or both? 

Mustafa: We are working for both in our strategy 

Gozde: Organic or sponsored visibility is your priority? 

Mustafa: In the end, organic visibility matters since our insights say that users react more to organic 

results. But the paid side is also important and very competitive. In summary, for short term paid and 

for long term organic. 

Gozde: As a professional, do you know the difference between SEO and sponsored search advertising 

theoretically and practically? 

Mustafa: I know the difference, but in practice, I cannot implement it. 

Gozde: What criteria would you use for an undertaking sponsored search engine advertising? 

Mustafa: Main criteria for us is lead generation, directing users to our website for card applications. 

Sometimes, we use it for branding as well. 

Gozde: Would you monitor the SEM tactics of your competitor, and why?  

Mustafa: Yes, regularly.  We are looking for both branded and non-branded keyword impressions and 

trying to find if the competitors gain our clicks. Furthermore, we are monitoring what kind of title 

and meta descriptions are our competitors using, or are they trying something new. 

Gozde: Would you use sponsored ads to prevent your competitors from being placed in a better 

position in search engine results?  

Mustafa: It is not for suppressing the competitors, but performance-focused. If a keyword can 

potentially result in card sales or lead generation, we would use it. The thing matter, in the end, is 

optimisation of the advertising budget with the most effective way to achieve our targets. 

Gozde: Do you think sponsored search advertising is a successful practice in the segmentation of your 

customers and reaching the target audience? 

Mustafa: Yes, and it is getting more targetable day by day. 
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Gozde: What do you think when you compare sponsored search advertising with other methods? 

What value do you get from your paid SEM strategy? 

Mustafa: It is more measurable, and the results can be tracked easily. It enables us to intervene and 

optimise the ads directly based on their results. We can observe if the ad is reaching the target group 

or not. If it is not, we can adjust it.  

Gozde: Can you sort these features of sponsored search engine ads from the most important to the 

least important for you? 

 Targetable 

 Controllable 

 Trackability 

 It can prevent competitors from ranking high in search results 

Mustafa: targetable, controllable, trackability, competitor prevention 

Gozde: What are the negative aspects of using sponsored search engine advertising? 

Mustafa: Google is suggesting some keywords or applications to us, but are those really 100% 

impactful for us we don't know. Considering Google is not a separate consultant, it is a company and 

wants to earn money. Hence, I am not sure if they are objectively suggesting something for us or not. 

We started a couple of campaigns with the suggestion of Google, which ended inefficiently.  

Gozde: As the last question, do you think, as an organisation you are reaching your target more 

efficiently by using sponsored ads? 

Mustafa: At the moment, after a recent ban, we are not able to use these ads anymore. We have 

been used for a long time, and we expected the effects of this ban would really affect us in a bad 

way. However, it did not have that much an influence, since we are still on the search engines with 

SEO, organically. It showed us that a strong organic presence is enough, and sponsored seach ads are 

dispensable for us. So, the critical thing is being visible on search engines sponsored or not. 

Gozde: Thank you Mustafa, for your answers. 

Mustafa: No problem, thank you for including me into your research. 

 

Interview with- Pırıl Kalyon 

Gozde: Hello, Pırıl. If you are ready, would you like to start interviewing? 

Pırıl: Yes, we can start. 

Gozde: Firstly, can I learn your organisation? 

Pırıl: I am working for Trendyol. 

Gozde: Okay, what is the sector your organisation operates? 

Pırıl: E-commerce 

Gozde: What is your department? 

Pırıl: Digital Marketing 
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Gozde: Does your organisation use search engine advertising? 

Pırıl: Yes 

Gozde: Do you work with a digital marketing agency for search engine advertising, or do you 

undertake your digital marketing strategy in the house?  

Pırıl: Since we are a startup company, we are implementing inhouse. 

Gozde: Do you use SEO (search engine optimisation) or Sponsored search ads for your search engine 

advertising strategy, or both? 

Pırıl: We are using both SEO and sponsored ads. 

Gozde: Organic or sponsored visibility is your priority? 

Pırıl: Since I am in the team, working with Google Ads, Ads are our priority. 

Gozde: As a professional, do you know the difference between SEO and sponsored search advertising 

theoretically and practically? 

Pırıl: In our company, SEO is implementing another department. But they are nurturing each other. 

So, I am not too detailly knowledgeable about SEO. 

Gozde: What criteria would you use for an undertaking sponsored search engine advertising? 

Pırıl: We are using ads to get traffic through new buyers, and we are supporting our categories and 

brands. Since, as an e-commerce site, we have a lot of brands, we are aiming to become prominent 

on search engines for many categories. 

Gozde: Well, Would you monitor the SEM tactics of your competitor, and why?  

Pırıl: Yes, we are observing and tracking them. 

Gozde: Would you use sponsored ads to prevent your competitors from being placed in a better 

position in search engine results?  

Pırıl: No, we are not using sponsored search ads for preventing our competitors, only for our targets. 

Gozde: Do you think sponsored search advertising is a successful practice in the segmentation of your 

customers and reaching the target audience? 

Pırıl: We are aiming to reach all new buyers, but of course, it is a good practice to reach the 

segmented groups. 

Gozde: What do you think when you compare sponsored search advertising with other methods? 

Pırıl: Its cost-effective compared to other channels, it enables us to reach valuable volume through 

the searchers. 

Gozde: What value do you get of your paid SEM strategy? 

Pırıl: It helps us to reach customers through their own searches; it is personalised. We can take their 

attention via the headline and meta description, so it helps to express ourselves and our campaigns. 

Gozde: Can you sort these features of sponsored search engine ads from the most important to the 

least important for you? 
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 Targetable 

 Controllable 

 Trackability 

 It can prevent competitors from ranking high in search results 

Pırıl: targetable, trackability, controllable, preventive for competitors 

Gozde: What are the negative aspects of using sponsored search engine advertising? 

Pırıl: Sometimes, dynamic keywords create and provide ads belong to us but not correlated with our 

business. So dynamic search ads might create confusion for our website and products, which is a 

danger for us. 

Gozde: Do you think, as an organisation you are reaching your target more efficiently by using 

sponsored ads? 

Pırıl: Yes, it helps us to reach our KPI’s. 

Gozde: Thank you Pırıl! 

Pırıl: You are welcome! 

 


