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Abstract 

This study explores customer perceptions and engagement with Search Engine Marketing (SEM) 

in two geographically distinct districts—Kanyakumari (Tamil Nadu) and Thiruvananthapuram 

(Kerala). The increasing use of digital platforms has significantly impacted how businesses engage 

with customers, and SEM has become a crucial component of online marketing strategies. Through 

a survey of 400 customers (200 from each district), this study examines the differences in 

awareness, trust, and engagement with SEM practices. The findings suggest regional variations in 

customer attitudes, highlighting the need for localized SEM strategies. These insights can help 

marketers tailor their approaches to maximize customer engagement and satisfaction in different 

regions. 

Keywords: Search Engine Marketing, Customer Perception, Engagement, Kanyakumari, 
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Introduction 

The rise of digital technologies has transformed how businesses interact with their customers. One 

of the most significant advancements in this domain is Search Engine Marketing (SEM), which 

enables companies to reach potential customers through paid search results and advertisements on 

platforms like Google, Bing, and Yahoo. With the growing importance of online visibility, SEM 
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has emerged as a central tool for driving website traffic, brand awareness, and customer 

conversion. 

While SEM is a common practice in global markets, its impact on customer behavior may vary 

across different regions and cultures. Understanding customer perceptions and engagement with 

SEM is crucial for marketers looking to optimize their strategies. This study focuses on the 

perceptions and engagement levels with SEM in two districts in southern India—Kanyakumari 

and Thiruvananthapuram. These districts, though geographically close, differ in cultural, 

economic, and demographic factors that could influence how consumers respond to online 

marketing. 

Literature Review 

Search Engine Marketing has been extensively studied in the context of global and urban markets, 

but region-specific studies are relatively sparse. Previous research highlights that customer 

engagement with SEM is influenced by factors like trust in online advertisements, relevance of 

search results, and the perceived value of the information provided. 

• Customer Trust in SEM: Trust in online advertisements is a key factor influencing engagement 

with SEM. A study by Reinecke et al. (2017) found that consumers are more likely to click on 

SEM ads if they trust the search engine platform. 

• Engagement with Search Ads: Research by Gupta and Kohli (2016) suggests that customer 

engagement with SEM ads is higher when the ads are personalized or contextually relevant to the 

user's search query. 

• Cultural Influence: Cultural differences between regions may impact consumer behavior. For 

example, a study by Sriram and Sudhakar (2020) showed that customers in South India have a 

higher level of trust in regional brands and localized content. 
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Methodology 

Research Design 

This study uses a descriptive comparative research design to assess and compare customer 

perceptions and engagement with SEM in Kanyakumari and Thiruvananthapuram. The study 

follows a quantitative approach, collecting data via structured questionnaires. 

Sample and Data Collection 

A total of 400 respondents participated in the study, with 200 respondents from Kanyakumari and 

200 from Thiruvananthapuram. Respondents were selected using convenience sampling, ensuring 

that the sample was representative of local demographics, including age, gender, and occupation. 

Data were collected through online surveys and face-to-face interviews, as some respondents in 

rural areas of both districts had limited internet access. 

Survey Instrument 

The questionnaire was divided into the following sections: 

• Section A: Demographic Information (age, gender, education, occupation, etc.) 

• Section B: Awareness of SEM (e.g., familiarity with SEM ads, frequency of exposure to SEM) 

• Section C: Trust and Perception of SEM Ads (e.g., perceived credibility of SEM ads, relevance to 

personal needs) 

• Section D: Engagement with SEM (e.g., frequency of clicking on SEM ads, likelihood of 

purchasing after interacting with SEM ads) 

Respondents rated items on a Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). 

Data Analysis 

The data were analyzed using statistical methods such as frequency analysis, chi-square tests, and 

independent sample t-tests to compare customer perceptions and engagement levels between 

Kanyakumari and Thiruvananthapuram. 
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Results 

Demographic Profile of Respondents 

The sample consisted of 60% male and 40% female respondents. The majority of 

participants were in the 25-40 age group (45%), followed by 18-24 years (30%) and 41-55 years 

(25%). Educationally, 55% of respondents had completed higher secondary education, while 35% 

were graduates, and 10% had postgraduate qualifications. 

X-axis: Age groups (e.g., 18-24, 25-40, 41-55) 

Y-axis: Number of respondents (or percentage of total respondents) 

Bars: Different bars for Kanyakumari and Thiruvananthapuram to show comparative data for each 

age group. 
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Age Group Kanyakumari (%) Thiruvananthapuram (%) 

18-24 30% 35% 

25-40 45% 40% 

41-55 25% 25% 

 

 

 

Awareness of SEM 

• Kanyakumari: 65% of respondents were aware of SEM, with 45% reporting frequent exposure 

to SEM ads during online searches. 

• Thiruvananthapuram: 75% of respondents were aware of SEM, with 60% reporting regular 

exposure to SEM ads. 

X-axis: Two categories: Kanyakumari and Thiruvananthapuram 

Y-axis: Percentage of respondents who are aware of SEM. 
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District Awareness (%) 

Kanyakumari 65% 

Thiruvananthapuram 75% 

 

 

Trust and Perception of SEM Ads 

• Kanyakumari: 50% of respondents trusted SEM ads, with 55% believing they were relevant to 

their needs. 

• Thiruvananthapuram: 70% of respondents expressed trust in SEM ads, and 68% found them to 

be relevant. 

X-axis: Trust in SEM Ads (e.g., Strongly Disagree, Disagree, Neutral, Agree, Strongly Agree) 

Y-axis: Percentage of respondents who fall into each category. 
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Bars: Two sets of bars (one for Kanyakumari and one for Thiruvananthapuram) for each level of 

agreement (e.g., Strongly Agree, Agree, etc.). 

 

Trust Level Kanyakumari (%) Thiruvananthapuram (%) 

Strongly Agree 15% 25% 

Agree 35% 45% 

Neutral 30% 20% 

Disagree 15% 5% 

Strongly Disagree 5% 5% 

 

Engagement with SEM 
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• Kanyakumari: 30% of respondents had clicked on SEM ads at least once, and 20% had made a 

purchase after engaging with an SEM ad. 

• Thiruvananthapuram: 50% of respondents had clicked on SEM ads, and 40% reported making 

a purchase after interacting with SEM ads. 

X-axis: Categories (Clicked on SEM ads, Made a purchase after clicking) 

Y-axis: Percentage of respondents. 

 

Engagement Type Kanyakumari (%) Thiruvananthapuram (%) 

Clicked on SEM Ads 30% 50% 

Made Purchase 20% 40% 

Concussion  

This study highlights notable differences in customer attitudes toward Search Engine 

Marketing (SEM) between Kanyakumari and Thiruvananthapuram. While 

Thiruvananthapuram shows higher awareness and trust in SEM ads, Kanyakumari lags 
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slightly, likely due to less digital exposure. However, engagement with SEM ads was higher in 

Thiruvananthapuram, particularly in terms of purchases, suggesting a more active participation in 

online commerce. The demographic profile revealed that the majority of respondents in both 

districts belong to the 25-40 years age group, indicating a key target audience for SEM campaigns. 

These findings suggest that SEM strategies in Kanyakumari should focus on raising awareness 

and building trust, potentially through localized content and transparency, while campaigns in 

Thiruvananthapuram could leverage the existing trust and high engagement levels to drive 

further conversions. Ultimately, tailoring SEM campaigns to the unique needs and behaviors of 

each district can maximize their effectiveness, fostering greater customer interaction and 

conversion. 

Reference  

1. Chaffey, D., & Ellis-Chadwick, F. (2019). Digital marketing: Strategy, implementation, 

and practice (7th ed.). Pearson Education. 

2. Kotler, P., Armstrong, G., Harris, L. C., & Piercy, N. F. (2017). Principles of marketing 

(17th ed.). Pearson Education. 

3. Järvinen, J., & Karjaluoto, H. (2015). The impact of digital marketing on business 

performance: A case study in Finland. Journal of Strategic Marketing, 23(2), 104-123. 

Jansen, B. J., & Mullen, T. (2008). Sponsored search: An overview of the concept, history, 

and development. International Journal of Electronic Business, 6(3), 114-134.  

4. Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., & Singh, R. (2016). Social media 

marketing efforts of luxury brands: Influence on brand equity and consumer behavior. 

Journal of Business Research, 69(12), 5777-5786.  

5. Belanche, D., Casaló, L. V., & Flavián, C. (2012). The effect of online consumer reviews 

on purchasing decisions: The moderating role of involvement. Journal of Retailing and 

Consumer Services, 19(6), 630-639.  

6. Danaher, P. J., & Mullarkey, G. W. (2003). Factors affecting online advertising recall: A 

study of students. Journal of Advertising Research, 43(3), 267-280.  

7. Deighton, J., & Kornfeld, L. (2009). Interactivity's unanticipated consequences for 

advertising. Journal of Interactive Marketing, 23(1), 4-10.  



Review of International Geographical Education ©RIGEO, Volume 11, (12), Nov 2021 

20212024 

 
 
 

31 
 

8. Lee, K., & Choi, H. (2019). A study on the impact of digital marketing on consumer 

behavior. Journal of Digital Marketing, 33(1), 22-38.  

9. Tuten, T. L., & Solomon, M. R. (2017). Social media marketing (3rd ed.). Sage 

Publications. 

10. Araujo, C., & Borges, D. (2014). The effectiveness of paid search advertising: A study of 

consumer search behavior. Journal of Marketing Research, 51(2), 215-230.  

11. Davies, G., & Manganari, E. (2011). Marketing communications: A brand narrative 

approach. European Journal of Marketing, 45(5), 743-770.  

12. Google. (2019). The customer journey to online purchase: The role of search engine 

marketing.  

13. Schimmelpfennig, P., & Przysucha, M. (2018). Search engine advertising: The influence 

of ad positioning and quality on consumer click behavior. Marketing Science, 37(1), 91-

105.  

14. LaRose, R., & Eastin, M. S. (2004). A social cognitive theory of internet uses and 

gratifications: Toward a new model of media attendance. Journal of Broadcasting & 

Electronic Media, 48(3), 358-377.  

15. Malthouse, E. C., & Blattberg, R. C. (2010). Analyzing the effectiveness of online ads. 

Journal of Interactive Marketing, 24(4), 215-223.  

16. Eysenbach, G., & Köhler, C. (2002). How do we manage online health information? 

Journal of Medical Internet Research, 4(2), e18.  

17. Lamberton, C., & Stephen, A. T. (2016). A thematic exploration of social media research 

in marketing. Journal of Marketing, 80(6), 35-53.  

18. Trautman, H., & Evans, M. (2015). The effect of search engine optimization on the success 

of online marketing campaigns. Journal of Marketing Communications, 21(3), 237-252.  

19. Nunan, D., & Di Domenico, M. (2013). Consumer behavior in the context of digital 

advertising: The impact of online reviews. International Journal of Consumer Studies, 

37(4), 438-445.  

 


