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Businesses organizations are increasingly establishing their presence online as a means of increasing their brand awareness (López, Lizcano, Ramos & Matos, 2019). With the rapid increase of organizations in the digital platforms, competition in digital marketing becomes stiffer. To cope with the increasing competition in digital marketing, organizations must implement strategies that place them at a better competitive position. One of the strategies that is implemented by many business firms in positively leveraging their online presence and recognition is the integration of search engine marketing (SEM) in their digital strategy (Ištvanić, Crnjac Milić, & Krpić, 2017). In fact, a digital strategy is never complete without the integration of a search engine marketing (SEM) strategy. SEM is a form of paid advertising that promotes websites by increasing the visibility of a company’s website on search engine result pages (Spais, 2010). 
SEM is very effective in fostering business success since it is a powerful way of driving traffic to the business website and generate brand awareness for the business in the shortest time. With SEM, a business organization can position its advertising and messaging in first place in search engines (López, Lizcano, Ramos & Matos, 2019). Of much importance is the fact that SEM has a powerful ability of generating the right traffic for a firm’s product. In this way, a business is able to place its advertisement in front of motivated target customers thereby generating sales in immediately (Ištvanić, Crnjac Milić, & Krpić, 2017). Additionally, SEM allows a firm to target its customers geographically by offering an ability to geo-lock regions and postcodes (Spais, 2010). In this way, businesses can easily convert leads for their products and identify return on investment for the advertising efforts. Like any other firm, Health Consumers Queensland can enjoy all the benefits of a SEM strategy. Also, of important to note is the extent to which people across the globe are adopting the use of the internet. With the rapid proliferation of the internet, it is apparent that a SEM strategy can help a firm to reach its customers faster than any other form of organic marketing. 
The SEM strategy developed in this case specifically focuses on the target customers for Health Consumers Queensland (HCQ). The main target audience for HCQ is all people living in Queensland. However, most the firm’s products are suited for older people. As reported by the Australian Bureau of Statistics (2017), older Australians constituted the demographic group most likely to consult health professionals. An extremely high percentage of 96.2% elders has consulted a health professional (Australian Government Department of Health, 2017).  HCQ also provides several courses for health professionals. Since the average age for health professionals in Queensland is 44.8, the target audience for such courses is adults. With this analysis, the SEM strategy developed includes keywords that are suitable and align with adult health issues and interests. In particular, most of the key words are closely linked with lifestyle diseases and chronic diseases for the adult population. Other keywords relate to health services required by the adult population as well as the mostly sought-after courses in the healthcare industry. 
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