BEYOND ONLINE ADVERTISING
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Abstract

The paper analyzes some online texts used in marketing to promote certain services and products. The texts will be
considered from several perspectives: that of the writer (his purpose and constraints), that of the machine (search engine)
interpreting the text, and that of the reader and the effect on him.

Nowadays, advertisers have learnt that straight-forward ads are neither as efficient as they used
to be nor can they get potential buyers buy things. And there are two main reasons for that.

The first one is that competition on the market has become global, and quality of products or
services is already an assumed standard, and second the clients have become smarter and more
demanding when spending their own money.

Another factor that may turn out bad in online advertising, the same way that it does in real life
advertising, is that potential buyers are no longer wiling to cope with interruption advertising.
“Free” yahoo mail service is a good example of interruption advertising. Yahoo serves banners
when all you want to do is read some interesting reply from your friend. But there are even
worse facets of interrupting advertising, pop-ups, pop-unders, banner farms, link farms. And
these aggressive forms of advertisings have repelled potential clients instead of driving them
towards closing a deal.

So, advertisers have thought of finding a common ground with clients, and online this spells
search engines. Search engine users want to find what they need as fast as possible, hence the
search engine must comply to its best with the four Gricean maxims, that of quantity, where
one tries to be as informative as one possibly can, and gives as much information as is needed,
and no more; the maxim of quality, where one tries to be truthful, and does not give
information that is false or that is not supported by evidence; the maxim of relation, where
one tries to be relevant, and says things that are pertinent to the discussion; the maxim of
manner, when one tries to be as clear, as brief, and as orderly as one can in what one says, and

where one avoids obscurity and ambiguity.

Search engines now stand as the environment necessary to establish a common context
necessary for successful communication between advertisers and clients, but this is rather
limited to the linguistic context. Search engines are thought now to be the best way of non-
intrusive advertising as now smart search engine technologies serve their users advertisements
that relate to the users search string. For advertisers this means that their ads are much better
targeted, and users are more likely to click on an advertisement that is related to what the user
is looking for. In this case the advertiser must “guess” the terms a user might use to find a

357

BDD-A23742 © 2007 Editura Universititii ,,Petru Maior”
Provided by Diacronia.ro for IP 216.73.216.29 (2026-03-09 18:10:18 UTC)



certain product. Words with broader meaning can cause losses to advertisers, and frustrations
to users. Synonymy, paronymy, homonymy, homophony, hyponymy, are all language issues

that can help in successful communication or on the contrary it can create confusion.

Not all listings on the search engine result pages are paid for, and these results are the most
important when an advertiser considers the strength of his site, as this is the least intrusive way
of advertising, as the advertiser feeds the user the information he/she requites.

That is why this is the most valued channel of advertising, as clients that are sharing the same
context are much closer to spend their money on what they are really looking for.

Google and Yahoo are the two biggest search engines and at the same time globally recognized
as such by both sides the advertisers and the potential buyers.

Fortunately for advertisers, both the above search engines are helping out the advertisers with
valuable information. Google trends, for instance, gives valuable information on its
http://www.google.com/trends site. Here one can find out the trends: what is hip and to what

extent, the area certain items are searched for and the approximate number of searches queried.
Graphical elements can show the increasing or decreasing interest of the users towards certain
items. Hence market research has become a much easier process and data is continually
updated 24/7.

In the pictures below one can see that the interest for English literature for the last 30 days
have been greater in countries where English is taught only as a second language. Because the
keyword is quite broad one cannot know for sure whether the users refer in this case to ebooks
or hard copies, free copies or they are willing to buy, or whether they refer to a certain period
of English literature, whether they are looking for essays on English literature or for the works
of a particular English writer. So this would be quite out of target advertising. But compared to
a more restrictive keyword, for instance modern English literature, it could generate more traffic.

Also, it is interesting to notice in Figure 2 that compared to a sex-related keyword, shown in
red, English literature is non-existent.

|AII regions j |Last30 days j |AII regions j | Last 30 days j

Regions Regions

1. Philippines EESS 1. Philippines —_—

2. India 2. India

3. United Kingdom — 3. United Kingdom

4. United States — 4. United States ——

5. Canada _ 5. Canada ——

B. ltaly o B. Italy

7. China " 7. China -
Rank by |eng|ish literature j Learn rmore Rank by |eng|ish|iterature j Learn rore
Figure 1: Shows top searches on the Figure 2: In red is a sex-related term is

“Englis literature” keyword being represented
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Opverture.com, a subsidiary of Yahoo, does the same, but searches are shown in numbers and
not in percentage.

Any site owner may have great info on his or her site or should sell great products for best
value, but if no one visits their site, that is site awareness converges towards zero, they will go
bankrupt. This is where marketers, linguists, and psychologists come in place.

On the following pages I will study the impact of some Google paid text advertisement and the
extent they succeed to comply with several principles from pragmatics. These examples and the
comments on them are true at the time when the paper is written. Values may change in time
due to several factors: change in the algorithms of the search engine, changes of the advertiser
in his text and or area where he wants it to appeat.

This case study is based on the weight loss keyword.

A quick use of the Yahoo Marketing Tool reveals an estimation of monthly searches in the
entire US related to the above keyword:

weight loss program 381,579
diet 381,579
weight loss product 3,813 - 40,756

weight loss diet
tast weight loss
quick weight loss
natural weight loss
weight loss supplement
weight loss plan
weight loss healthy
easy weight loss
weight loss pill
rapid weight loss
weight loss help
diet pill

nutrition

how to lose weight fast

[.]

40,757 - 381,544
40,757 - 381,544
3,813 - 40,756
3,813 - 40,756
3,813 - 40,756
40,757 - 381,544
3,813 - 40,756
40,757 - 381,544
40,757 - 381,544
3,813 - 40,756
3,813 - 40,756
40,757 - 381,544
40,757 - 381,544
40,757 - 381,544

It can be noticed that some of the suggested keywords are more general than the actual query
or just related like diet, diet pill and nutrition, while most of them are more limiting through
adding further restrictive words, by making a keyword more specific.

Also if we look at the other major search engine marketing tool, the result does not show
keywords with broader or related keywords but shows more specific searches.(Adwords offer
several keyword research options)
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Keywords related to term(s) entered - sorted by relevance (2

Avqg Search Search Volume Trends (Dec 2006 - Nov Highest Yolume -
Keywords WVolume 2 2007y = Occurred In Bre
weight loss L — | T ol
fast weight loss | — | TR Jun
weight loss pills | p—— | [T 1
guick weight loss | JJ_,JJ_,JJJJJJ Jun
weight loss programs | I JJJJJ_]JJJJJJ Jul
weight loss program I JJJJJJJJJJJJ Al
weight loss diet ] m— | [T el
weight loss pill ] _|_|_|_|_|_IJJJ_|J_| i
la weight loss ] ST TS ol
weight loss tips | e | [T Aul
rapid weight loss ] p—— | [T A0l
weight loss surgery | JJ_,JJJJJJJJJ e
weight loss plan | — | [T Al
healthy weight loss ] L L [ TT T Jul
weight loss diets ] r—— [T Jul
weight loss supplements | JJ_,JJJJJJJJJ Jul
midical weight loss | LT Jul
hest weight loss | [T Jul
weight loss plans I pe——— | [ 17 Jul
weight loss products ] I [— TN
weight loss cure ] AJJJJ_MJJJ_IJ il
natural weight loss ] JJJJJJJJJJJJ Jul
alli weight loss - _.JJ_u_u Sin
weight loss drug ] JJ_IJJ_IJJJJ_IJ i
the weight loss cure ] Mo data No data
weight loss supplement | RE— | |- Jul

This is what the marketer sees and knows in general about the market, what is being searched at
a certain moment. He is using this info to convert net surfers into buyers, and this is how the
surfer sees the information displayed in the search engine results page when looking for any of
the above terms or related keywords. Search engine have become very good at “guessing” what
the user is looking for, yet the advertiser must build his campaign in such a way that it complies
both with meeting the expectations of the potential customer and with the search engine
algorithms.

Searching for wezght loss on Google and Yahoo gives different natural ranking but some results
can direct towards the same sites whereas sponsored links direct towards same sites or internet
pages only if a site owner applies a quasi- road block online advertising campaign. This paper
will discuss only the paid links on Google search page results.
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GO L)gle |weightluss Search |w

Web Results 1 - 10 of about 67,700,000 for weight loss. (0.20 seconds)

"Top 10 Weight Loss Tips"

wew FireVourFat.com  Lose 20 Pounds in 30 Days! Mew Weight Loss Secrats.

Refine results for weight loss:

Treatmeant Tests/diagnosis For patients From medical authorities
Symptams Causesfrisk factors  For health professionals  Alternative medicing
Weight Loss

About.com's weight loss Web site provides a variety of infarmation about diets, ermational
eating, fitness, nutrition, cooking and more, as well as weekly ...
weightloss about com/ - 22k - Cached - Similar pages

Weight Control - WebhD

From healthy diet plans to helpful weight loss tools, here you'l find the latest diet news and
information.

vy b cormdfdiety - 127k - Cached - Similar pages

LA Weight Loss Program - The LA Weight Loss Diet Plan

Discover the LA Weight Loss program. Cne of the leading diet plans, LA Weight Loss can
lead you to weight loss success.

vy [aweightloss.com/ - 11k - Cached - Similar pages

WeightLoss Center - MayoClinic.com

Weight-Loss Center — reliable infarmation to achieve weight loss and maintain a healthy
weight.

wenne. mayoclinic. com/health/iweight-lossAWT99533 - 55k - Cached - Simnilar panes

Weight loss - Wikipedia, the free encyclopedia

Weight loss, in the context of medicine or health or physical fitness, is a reduction of the total
body weight, due to a mean loss of fluid, ...

en.wikipedia. orgfwikiWeight_loss - 34k - Cached - Similar pages

Weight Loss-Center.net | Diet Pills - Weight Loss - Diet Programs ...
Weight Loss Center is your free online guide to weight loss, diet pills, dieting and nutrition.
Yisit the Weight Loss Center Forum and join our community of ...

weewr. weight-loss-center.net/ - 29k - Cached - Similar pages

Free Diet Plans and Weight Loss Frograms

Diet Plans and Weight Loss Programs - Calculators, Loads of Free Meal Plans, In-depth
Reviews, Free Trials and Samples. 100% Free.

Sponsored Link

Sponsored Links
Weight Loss Book Reviews

Read Our Reviews and Compare the
Top 10 Weight Loss Books Herel
wennwy. Mo Reviews. com

15kgs in 3 Weeks- No Work
Armazing Weight Loss Formula.
As Seen on CMM and Hollywood.
weiwy. e superfoods. corm

Weight Loss

Safe, Matural Weight Loss Tips From
Diet & Mutrition Experts. Lose MNowd
weirw. TotalHealthBreakthroughs. corm

Logking for weight loss”?
Safe, Matural Weight Loss Tips
Make Your 2005 Weight Loss Goal
wenewy affiliatesden. com

cerification

Get Certified as a Personal Trainer
Get Cetified by the IFBBE PROS
Propta.com

Weight Loss

Weight Loss Secrets Ebook & Tips.
Join Mow & Get Your Copy For Free.
werw. SimpleFatLossSecrets. com

The Matural Path

Using Herbs to Help Yourself
and Others in Health

weinw. thenaturalpath. net

Fat Loss 4 Idiots ® Diet
Learn the 10 "Fat Loss 4 [diots"
Rules & Lose 9 Ibs Every 11 Days.
FatLossd|diotsDiet. corm

The purpose of the current study is to look only at the sponsored links as this is not “natural”
ranking; natural ranking works differently. With sponsored links the marketer bids for the best
spot, the closer to the top of the page the more expensive and more likely to give good

conversion rate.

The focus of the paper is to see whether the info in the links is relevant to the actual search
query and to what extent and to see if the actual page to which it leads is pertinent.

“Top 10 Weight Loss Tips” at the top of the search engine result page is well constructed. Tgp
10 conveys that they have the ten most important guidelines to losing weight, the message is
clear and short, they are using digits and not the number written out in words, and it does
comply with the context of weight loss. The URL, in green, FireYourFat.com turther emphasizes
that the user is on the right track, even if the choice of words used in the domain name sound
somewhat bombastic and making it sound like losing weight is very simple, it is like firing
someone, so it sounds like a very convincing statement. Yet sequences of the last part of the
text ad are in contradiction with the domain name “... 30 days ...”, as 30 days are more than it
would take somebody to fire someone. Even so, 30 days can be considered a short period of
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time for someone who knows how difficult it is to lose weight, but then 20 pounds sounds like
a good achievement. Yet, most people will read only the first part of the text ad which is
written with bigger fonts and it is also underlined. So that text add will trigger responses from
users. Very important in the case of this particular ad is its position at the top of the page,
above the regular search results page, as readers on only text pages always start from top-left.

Accessing the index page of the FireYourFat.com shows what the page is about. Unfortunately
the site is not about tips it is about a new drug, so the word #ps, advice is not quite what the
index page offers, but what is even worse it is that browsing through the site gives the same
page over and over. Even if the site does offer remedies to lose fat what it actually offers is in
contradiction to what it advertised in the sponsored link. This may cause frustration. The page
itself further attempts to convince the potential buyers the old way, using “as seen on TV”
methods. Still this particular online communication does not comply entirely with the four
Gricean maxims.

The context requirements are somewhat met:

- physical context (under the shape of online content, specifically given by the search query,
and in general by the online environment. The search engines have the same general
structure but they differ in terms of algorithms and other features mentioned previously.
However the physical environment provided by each site may be very different in terms of
images, text format and formatting, categories, etc. depending very much on the purpose of
the site owner )

- epistemic context (this element may affect directly the keywords by which the search is
being conducted, and even if the search engine attempts a close match, the site itself may
not be what the user has hoped for, as is the case with the above site)

- linguistic context (can vary depending to whom the site is addressed; in this case it does use
specialized language, yet simple, to further emphasize to the visitor that he/she is visiting
the right site. )

- social context ( in the case of this site the social context is that of people having the same
health problem: obesity)

By looking at the other sponsored links show that the search query is matched only in some
aspects. They have a broader approach to the issue of weight Joss. Also in terms of meaning the
search query is a quite broad concept. This can be restricted by adding one or more words to
further narrow down the contexts.

Conclusions:

Unfortunately in most cases the content found online is still long way from being true to the
norms of natural communication, as most marketers tend to mislead the potential buyers by
using advertising techniques and not efficient communication techniques. Deceptive
advertising techniques have, however, come under heavy criticism from the part of online
buyers, so the natural tendency is developing towards efficient communication, as on the long
run this turns out to be the most cost-effective method of selling products and services.
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