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PAID SEARCH MARKETING (PPC)
Paid search marketing is a marketing strategy that affords business the opportunity to advertise within the sponsored listing of search engine (e.g. Google and Firefox).by paying either each time their ad is read or clicked or displayed. 
That is pay per click and cost per thousand.
The channel works for all three phases of the customer journey		
1. Awareness
2. Consideration
3. Buying moment




1. AWARENESS
This is in the top of the funnel. The customer who are aware of their needs for solution. Here is all about brand awareness. PPC covers this because it is easy to reach more people and create brand since so much attention is given to the online marketing. Since awareness includes one looking for options of companies to buy from, use of search engines gives a boost to this as it offered conveniently and on low budget. The user can easily discover more about the company
2. CONSIDERATION
This is the second stage in the middle of marketing strategy. After being aware of the company one can become a frequent customer.
At this stage it’s about remarketing convey value   precious interest and brand sroy telling.
This is covered in the paid search channel as one can easily advertise and make one to easily consider being a common customer 
			3. BUYING OPTION
This is the ultimate goal of any online marketing. One can purchase an order on an e-commerce website, a form of completion, email newsletters signups leads or downloads.
Paid search works in this option as it gives a platform for all the mentioned goals of online marketing. 
					CONCLUSION
Paid search offer the perfect platform that works for all the three stages of customer journey mentioned above. That is 1. Awareness
			       2. Consideration 
			        3. Buying option
And with the everyday improvement in technology and its use in the world this is set to gt better and better
















REFERENCES

Dinner, I. M., Heerde Van, H. J., & Neslin, S. A. (2014). Driving online and offline sales: The cross-channel effects of traditional, online display, and paid search advertising. Journal of marketing research, 51(5), 527-545.
Wang, F., Zuo, L., Yang, Z., & Wu, Y. (2019). Mobile searching versus online searching: differential effects of paid search keywords on direct and indirect sales. Journal of the Academy of Marketing Science, 47(6), 1151-1165.


AWARENESS


CONSIDERATION


BUYING OPTION


image1.png




