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Search Engine Optimization (SEO) is an Internet marketing strategy that used widely for improving the volume
and quality of customer traffic to a company website through search engines. This research aims to explore the
importance and benefits of SEO in marketing as well as to examine the impact of SEO dimensions on online ad-
vertisement. A questionnaire was distributed personally on 121 companies in Jordan. Out of 121, only 102 com-
panies completed and returned the questionnaire, which give 72% response rate. Factor Analysis provided four
dimensions which were used later in Multiple Regression. Those factors were named as; SEO connectivity, SEO
competitiveness, SEO experience and SEO techniques. Results show that SEO connectivity was not significant,

while the remaining three dimensions were all significant.
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Introduction

Search engine optimization (SEO) is the procedure of
designing, writing, and coding a website in a way that
helps to improve the volume, quality and visibility of
company website by people using search engines via
the natural or un-paid ("organic" or "agorithmic")
search results. While other forms of search engine
marketing (SEM) target paid listings. Search engine
optimization (SEO) is a marketing strategy that helps
in enhancing company website presence. Companies
try hard to attain higher rankings for their websites
because when a site appears at the beginning of the
search results list or top of the page and more fre-
quently, the greater the likelihood that users will visit
the site (Enge et al., 2012). To achieve higher rank-
ing, SEO provides a variety of techniques, it include
increasing links from other websites to company web
pages, editing the content of the website, reorganiz-
ing the structure and organization of company web-
site, and coding changes (Shih, et al. 2013). The ad-
ditional interest in website ranking is attributed to the
fact that 73 percent of search engine users never look
beyond the first page of returned results (Jansen and
Spink, 2006). According to (Nielsen-NetRatings,
2015) the average SEO-engaged brand saw its natural
traffic rise by 19.8 percent year-over-year in 2014.
Natural search drove 21 percent of total site traffic in
2014, well up from 18.1 percent in 2013. However,
there are millions of websites on Internet and it is
realy difficult to advertise or sell products on such
large scale. At present there are many popular search
engines in use and include Google, Bing, Yahoo,

MSN, AOL, ASK etc. Currently, Google is the most
widely used at 83 percent (Netmarketshare, 2013). At
early stage, online display advertising began as sim-
ple hyperlinked images shown on websites and has
since progressed to include video, sound and many
other modern technologies. Images or video carry the
message and a hyperlink takes the visitor to the ad-
vertiser’s desired landing page. Today, messages and
interactions can be contained within the advertising
display, without ever taking consumers to a landing
page. Advertising, naturally, follows web-user behav-
ior. Advertisers want to place their adverts where
potential customers will see them. This trend is re-
sulting in the growth of advertising options using
rich, interactive technology, such as in socia net-
working.

Search engine optimization is widespread in the
world of online advertising; a 2010 survey of 1500
advertisers and agencies reveaed that 90% of them
engaged in SEO compared to 81% who purchased
sponsored links (SEMPO, 2010). This increased im-
portance is attributed to the direct affect of online
advertisement on sales. Aggregated results from 18
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studies provide evidence that, in the majority of stud-
ies, online advertising had a great impact on online
and offline sales (Abraham, 2008). In a study of
1,275 consumers, sales revenue increased for con-
sumers who used the Internet to search for product
information prior to the in-store purchases, for three
out of four retail categories (Sands et al., 2010).
Overdl, research confirms that online advertising,
affects both online and offline sales (Rainer and Car-
sten, 2014).

In the Arab world, Jordan stands amongst the top
50 countries in the world in terms of their Networked
Readiness Index (Arab Media Outlook, 2012, p58).
Jordan is developing into an important hub for re-
giona digital media and internet companies. Digital
advertising spend in Jordan was estimated to be
USD4.2 million in 2011 and its Compound Annual
Growth Rate (CAGR) of 43% reaching USD18 mil-
lion by 2015. The Jordan based Jabbar Internet Group
is one of the leading integrated online service provid-

All figures in USD million
160.00
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ers in the region with a range of properties across
segments and verticals including e-commerce and
online marketplaces (i.e. Soug.com, sukar.com), cash
payment platforms (i.e. Cash U), Group Buying Ser-
vices (i.e. Cobone), online gaming (i.e. Tahadi
Games), online travel (i.e. joob.com), digital ad agen-
cy (i.e.lkoo) (Arab Media Outlook, 2012). Soug.com,
can be considered another local success story in the
e-commerce space having successfully transitioned
from an online auction site to a multi-category and
multi-country online marketplace. Soug.com has a
successful presence in markets such as the UAE,
KSA, Egypt, Kuwait and Jordan. Souq.com has built
strong credibility amongst buyers and sellers and
successfully explored diverse revenue streams (e.g.
online retail, advertising and deal of the day). Figure
1 the growth in net advertising projections and Com-
pound Annual Growth Rate between 2011 and 2015.
Figure 1: Jordan net advertising projections
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Ghazal report (2012) on online advertisement show
that Jordanians hold positive view towards online
advertising, which makes experts believe more com-
panies and users will resort to such medium for adsin
the coming few years. Ghazal maintain that about 32
per cent of Internet usersin Jordan believe that online
ads are fun to watch, 31 per cent believe online ads
provide useful information, 29 per cent think a com-
pany that advertises online is creative, 28 per cent
think online ads often highlight good deals and pro-
motions, and 16 per cent always pay attention to ads
when surfing the net.

Significance of the study

This paper attempts to contribute to the limited litera-
ture and empirical studies regarding the influence of
SEO dimensions on online advertisement. In particu-
lar, this work explores the nature, importance and
working mechanism of this concept and the diverse
factors that influence online advertisement. The em-
pirical research was conducted on companies operat-
ing and having online website in Jordan. The subject
of the study is considered as a new subject, where the
concept of search engine optimization appeared new-
ly in marketing, and the most studies especially Arab
studies are still in early stages.
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Resear ch objectives

1) To provide an overview on the development, com-
ponents, and benefits of SEO and its usesin marketing.
2) To identify and test the impact of SEO dimensions
on online advertisement

Literature Review

Search Engine Optimization (SEO)

SEO has been defined in different ways by authors to
capture the dynamic nature of this concept. For ex-
ample, Cheffey et al., (2006) defined SEO as a struc-
tured approach used to increase the position of a
company or its products in search engine natural or
organic results listings for selected keywords or
phrase. Search engine optimization (SEO) is a set of
techniques aimed at improving the ranking of a web-
site in search engine listings, thereby making it more
likely that the end user will choose to visit the site
(Vryniotis, 2015). SEO gathers the techniques lead-
ing to a better indexing of one’s site by one or several
targeted search engines (Gandour and Regolini
2011). It is dso defined as the process of identifying
factors in a webpage which would impact search en-
gine accessibility to it and fine-tuning the many ele-
ments of a website so it can achieve the highest pos-
sible visibility when a search engine responds to a
relevant query (Zgang and Dimitroff, 2005). Its role
isto achieve the highest position or ranking on search
engines, such as Google, Yahoo! and MSN Search
and so on, after a specific combination of keywords
or key phrase that istyped in. The final goal isfor the
site to be better ranked by one or severa targeted
search engines and therefore appearing higher in their
results lists for specified requests (Gandour and
Regolini 2011). Search engine optimization (SEO) is
a systematic approach to improving the membership
website on the Internet unpaid wage (Organic result),
and focus on the number of visitors to the site and
don’t on the quality of the search engine, (Google,
Search Engine Optimization Starter Guide, 2010).

How Search Engines Work?

To develop efficient and successful SEO techniques
we need to consider how search engines work and
what people are looking for. According to Paraskevas
et al., (2011) there are basicaly two types of search
engines that collect information in different ways.
The first one is Crawler-Based Search Engines (e.g.
Google and AltaVista), while the second one is Hu-
man-Powered Directories (e.g. Yahoo Directory and
Business.com). Search engines are complex software
applications that are automated to survey (“crawl” or
“spider”) the Internet to find websites. A Search En-

gine crawler is also referred to as “robot” or “bot”
and it’s a program, which searches or browses the
Web in alogical, automated manner. Search engines
use crawlers to find up-to-date information. Crawlers
are mainly used to create a copy of all the visited
pages. These pages are processed by a search engine
that will index the downloaded pages to provide fast
searches (Innovation PEI). These search engine
‘bots” generally index sites based on their content
and links (i.e. how many websites link to your web-
site). Therefore, a high number of links, links from
authoritative/reputable websites, and websites with
similar content/keywords are valued higher by search
engines (Lahuerta et al., 2014).

SEO Dimensions

SEO factors are notoriously difficult to enumerate, as
search engines do not reveal the specific factors used
when determining the ranking of a website (Lourdes
and Paloma 2013). SEO factors can generaly be cat-
egorized into two groups (Enge et al., 2009; Evans,
2007 SEOmoz, 2009). The first group, known as on-
page factors, includes those factors related to infor-
mation that can be gathered directly from the pages
of awebsite whose relevance is to be optimized, such
as the existence and frequency of keywords. The sec-
ond group, known as off-page factors, includes those
factors related to information about the website being
optimized that can be collected from other, external
websites. This study will focus on on-page factors.

According to SEOmoz (2011) and Evans (2007),
search engines constantly work to improve their rank-
ing calculations which complicate matters further. As
a result the calculated relevance of webpages has
been observed to have varied over time, due to
changes in the relative weights assigned to individual
SEO factors, as well as the incorporation of new fac-
tors and the elimination or modification of others. In
the case of Google, for instance, the identification of
more than 200 factors which have varied over the
lifespan of the search engine has, thus far, prevented
the definition of a precise method by which the high
ranking of a website on the search engine could be
guaranteed. Despite these difficulties, the peer group
assembled by SEOMoz identified the most critica
SEO components to include keywords, titles, web site
name, and the right top level headings. With the
proper usage of a keyword phrase, a web site is more
likely to appear in the first page of search results and
be seen by the people that an organization wants to
get to their web page (SEOmoz, 2009). Google rec-
ommends that a web site page should have a short but
unique and accurate page title. The description meta
tag is not seen on the page, but should have useful
and more detailed information than the page title. The



filename of the page or its page address should be
worded so that it is easily understood by a visitor
(Google, Search Engine Optimization Starter Guide,
2010). The easiest way to optimize a web site is to
enter appropriate text in the web site's title, meta de-
scription, headings, and page content that search en-
gines recognize (Goldsborough, 2005).

To ensure that Internet users find the company’s
website, different Internet marketing techniques are
used (Madlenak, et al., 2015). In addition to using
Search Engine Optimization (SEO) techniques,
Google recommends using a general sitemap for hu-
man visitors and an XML Sitemap to improve the
visibility of pages to users and search engines. Navi-
gation should be simple to follow and be made from
text instead of Flash or JavaScript (Google, Search
Engine Optimization Starter Guide, 2010). Also,
Google recommends using the Robots. TXT fileto let
search engines know what should be shown in search
results and what should be hidden. A site without a
Robots. TXT file cannot grant search engines the
permission needed to look at their pages or show
search results to searchers (Google, Search Engine
Optimization Starter Guide, 2010).The common ele-
ments that occur among different sources are the el-
ements that were used in the instrument. The SEO
component include these seven items. the H1 header
tag, page titles, description meta tag, relevant key-
word use, user friendly page address, Sitemap. XML
file presence, and Robots. TXT file presence.

Benefits of SEO

We can summarize some major benefits and ad-
vantages of SEO asfollows:

1) According to Nezar, (2009) the primary advantage
of SEO isthat your company can be ranked in top 10
without any fuss. Users are most likely to choose
from the addresses appearing on the first page of re-
sults. If your website ranks high, your site becomes
much easier to find, thus increasing traffic.

2) SEO is a good investment on the long run. A suc-
cessful search engine marketing strategy can generate
steady levels of traffic to the website, a great return
on investments, and enhance awareness of brands and
vendors (Shih et al., 2013).

3) If your site is designed and optimized properly
SEO is cost effective compared with conventional
marketing, Search Engine Advertisement SEA and
pay per click advertising PPC. Using SEO save much
time and money and can stay longer than other tools.
4) SEO leads to the increased brand visibility for
your site, the more times a company’s website is vis-
ible in the search results, the better the company’s
online visibility (Smithson et al., 2011).
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5) Increased accessibility leads to higher sales for
your products and services (Lourdes and Paloma,
2013).

6) The search engine is also coming to play a greater
role asacritical link between firms that use the Inter-
net to build their image and find their target custom-
ers (Shih, et al. 2013).

7) In order to achieve excellent results it's not enough
to use SEO. The company needs to have a good web-
site with a good design to actually attain the custom-
er. The content on the website has to be “useful, usa-
ble, desirable, accessible, credible, and valuable”
(Rangaswamy et al., 2009).

8) In general, if the company manages to achieve the
above mentioned points, thiswill results in improving
the company image as well as growth in sales, market
share, credibility and referral businesses online.

Previous Studies

Research conducted worldwide on search engine op-
timization is considered very few. We can assume
that this research is the first one to tackle thisissue in
Jordan and maybe in the Arab world as well. Most of
the research focused on search engine in genera
(Ramargj, 2013), search engine advertisement (Jafar-
zadeh, 2011), and search engine optimization in edu-
cation (Gandour and Regolini 2011). Based on that,
research that link SEO with online advertisement is
considered very rare. In the following lines we will
highlight some of previous studies focused on SEO
and online advertisement.

The purpose of Evans (2007) paper was to identi-
fy the most popular techniques used to rank a web
page highly in Google. The paper presents the results
of a study into 50 highly optimized web pages that
were created as part of a Search Engine Optimization
competition. The study focuses on the most popular
techniques that were used to rank highest in this
competition, and includes an analysis on the use of
PageRank, number of pages, number of in-links, do-
main age and the use of third party sites such as di-
rectories and socia bookmarking sites. A separate
study was made into 50 non-optimized web pages for
comparison. The paper provides insight into the tech-
nigques that successful Search Engine Optimizers use
to ensure a page ranks highly in Google. Recognizes
the importance of Page Rank and links as well as
directories and social bookmarking sites.

While Singh et al., (2011) investigate the impact
of Search Engine Optimization on Advertisement in
IT companies of north India. The study use quantita-
tive and qualitative research methodology. Google,
Bing MSN, and Yahoo etc, are a common search
engines that consumers use when they search for
product or services online. The majority or about
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90% of the customers select the product from first
page only and out of that 90% more than 80% select
the product or services from first three or four. The
study concludes that companies using SEO for the
purpose of advertisement are getting more new cus-
tomer than the companies using traditional methods.
Kaurin and Dragi¢, (2012) research aimed to deter-
mine the influence of Meta Tags usage on web rating
within Search Engine Results Pages (SERP) by ex-
amining travel agencies in Serbia, as arelatively new
but the large market, and their knowledge and right
usage of available technologies of Meta Tags usage.
Research covered a total of 66 travel agencies operat-
ing in Serbia. Companies are mostly from cities in the
regional centers. The study used quantitative and
qualitative research methodology. Research result
shows that 41 of 66 companies (62%) are maintaining
their own website, and that the rest (25 companies,
38%) don’t have their internet presentation or are
using other websites for their promotion. Because the
research should provide the website positioning with-
in SERP, we would be considering only those com-
panies that have their own website presentation.
Berman and Katonay (2012) study the impact of
search engine optimization (SEO) on the competition
between advertisers for organic and sponsored search
results. They find that a positive level of search en-
gine optimization may improve the search engine's
ranking quality and thus the satisfaction of its visi-
tors. Results imply that high quality sites have an
advantage as they can aways use sponsored links as
a backup option if their organic link does not place
well. In the absence of sponsored links, the organic
ranking is improved by SEO if and only if the quality
provided by a website is sufficiently positively corre-
lated with its valuation for consumers. That is, if
sites valuations for consumers are correlated with
their qualities then consumers are better off with
some positive level of SEO than without. By contrast,
if there are sites that extract high value from visitors
yet provide them with low quality then SEO is gener-
aly detrimental to consumer welfare. As a result of
the high expected quality on the organic side, con-
sumers begin their search with an organic click. Alt-
hough SEO can improve consumer welfare and the
payoff of high quality sites, they find that the search
engine's revenues are typicaly lower when advertisers
spend more on SEO and thus less on sponsored links.
Lourdes and Paloma (2013) conducted an inter-
esting research on the relationship between SEO on-
page factors and web accessibility. Access to web
content is the central link between SEO and accessi-
bility. The research described arose from an investi-
gation into the observed phenomenon that pages from
accessible websites regularly appear near the top of
search engine (such as Google) results, without any

deliberate effort having been made through the appli-
cation of search engine optimization (SEO) tech-
nigues to achieve this. The research provides firm
evidence that the overlapping factors not only serve
to ensure the accessibility of a website for all users,
but are also useful for the optimization of the web-
site’s search engine ranking. The paper demonstrates
that any SEO project undertaken should include, as a
prerequisite, the proper design of accessible web con-
tent, inasmuch as search engines will interpret the
web accessibility achieved as an indicator of quality
and will be able to better access and index the result-
ing web content.

The purpose of Madletidk, et al., (2015) article is
to find the suitable Internet marketing tools that in-
crease the number of visitors at the business website.
For the Analysis of website traffic, Google Analytics
was used. While Facebook Insights tool and correla-
tion analysis was used to find the degree of depend-
ence between visitors streams at personal and official
business website. Results of the research show a clear
correlation between website traffic at business and
personal websites as well as clear correlation between
competition at social network and business websites
traffic. The researchers suggested that the creation of
primary website must be supported by additional ac-
tivities as a social network activities, frequent actual-
ization of website and creation secondary websites,
that are connected with primary website.

Resear ch Hypothesis

Based on the above literature review, the following
hypothesis will be proposed:

H.1l: Thereisadatisticaly significant effect for search
engine optimization (SEO) dimensions on companies
using online advertisement in Jordan at (0.05).

H.1-1: There is a statistically significant effect for
SEO connectivity on online advertisement at Jordani-
an companies at (0.05).

H.1-2: There is a statistically significant effect for
SEO competitiveness on online advertisement at Jor-
danian companies at (0.05).

H.1-3: There is a statistically significant effect for
SEO experience on online advertisement at Jordanian
companies at (0.05).

H.1-4: There is a statistically significant effect for
SEO techniques on online advertisement at Jordanian
companies at (0.05).

Resear ch M ethodology

This research will use the analytical descriptive
method, where the survey questionnaire will be built
to collect information about the variables of the study
through a sample search. The research instrument



was a three-page questionnaire designed to collect
information about the main practices that contribute
most to influence online advertisement by SEO di-
mensions in Jordanian companies, which affect their
sales and operational performance. A total of 24
questions in the form of multiple-choices were in-
cluded. The research questionnaire was divided into
three sections, with most of the scales standardized to
a five-point Likert scale for consistency and ease of
completion. The statistics, reported by Ministry of IT
in June 2013, indicate that 140 companies have active
online marketing websites in Jordan. After contacting
those companies, only 121 companies agree to partic-
ipate in this research. The questionnaires were admin-
istered and gathered during atwo-month field survey.
The research visited the designated companies and
handled the questionnaire to the person in charge on
marketing operation in the company. At the end of
the two months period only 112 companies returned

Table 1: Demographic profile of the respondents
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the questionnaire. After discarding invalid and in-
complete questionnaires, this study collected 102
valid responses, which gives us 72.8% response rate.

Results
Study Sample Characteristics

As shown in table 1, majority of the sample was male
(73.5%). Respondents were predominantly with less
than (4) years experience and about (34.3%) of the
respondents were specialized in marketing. Over
(56.8%) of companies are small size (less than 50
employee) and only (32.3%) of them are using E-
marketing in high level. Regarding annual online
sales, (32.3%) of companies were between 51.000-
99.000JD.

Demographics Frequency Percentage %
Gender
Male 75 735
Female 27 26.5
Total 102 100%
Y ears of experience
1-4years 44 431
5-9 years 32 313
10-15 years 20 19.7
More than 16 years 6 5.8
Total 102 100%
Job Title
Marketing Manager 35 343
Genera Manager 12 11.7
Web Designer 16 15.7
Programmer 14 138
Software Engineering 22 215
System Analysis 3 3.00
Total 102 100%
Company Size (Employee no.)
less than 50 ( Small Size) 58 56.8
101 and less than 200 (Medium size) 23 22.6
More than 201 (Large Size) 21 20.6
Total 102 100%
Frequency of E-marketing usage
Low 17 16.7
Moderate 22 215
High 33 323
Extremely high 30 294
Total 102 100%
Company Annual Online sales
Less than 50.000 JD 31 304
51.000-99.000JD 33 323
100.000 — 250.000 JD 15 147
More than 250.000 JD 23 225
Total 102 100%
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Testing of Hypothesis

In order to determine the SEO dimensions that influ-
ence companies using E-marketing and discern what
kind of factors that affects online advertisement, SEO
statements were factor analyzed. A principal compo-
nent factor analysis with Varimax Kaiser Normaliza-
tion rotation was conducted. Values greater than 0.5
are considered acceptable. The results of the factor
analysis are given in Table 2. The analysis produced
four factors, which explained 68.504 percent of the

Table 2: Results of factor Analysisfor SEO items

total variance. Only those factors with an eigenvalue
greater than 1.00 were retained. Factor Analysis pro-
vided four dimensions which were used later in Mul-
tiple Regression. Those factors were named as; SEO
connectivity, SEO competitiveness, SEO experience
and SEO techniques. The reliability for each of the
extracted factors is established by checking these
factors for internal consistency using Cronbach’s
alphas. Cronbach’s alpha is based on the average
correlation between variables within each factor
where avalue of 0.7 isthe minimum

Factor Factor Explained | Cronbach
No. loading variance apha
1) Our company consider SEO as a priority bond to communicate our brands by
online advertisement .824
2) SEO strategies are cheaper Lower in cost compared with the rest of other
strategy 1 .803 15.611 710
5) SEO Promoational techniques increase the company competitive advantage in
the online market .589
3) It is extremely important to be on the top of the SERP, as consumers search
for information online. .697
4) The higher ranking on SE, the bigger probability that more customers will 2
come to our company site 732 15.828 .823
15) The company knows the process done inside the search engine like (Robots,
Index Server.. et a) .830
7) Making links to the company's website with other sites contributed in increas-
ing company website ranking on search engines .644
6) SEO increased the levels of confidence and competency to the company web-
site 3 761 16.711 .683
8) SEO improved the company's brand recognition 744
9) The company has sufficient experience when to implementing SEO .560
10) The company choose Keywords carefully which are added to the website .518
11) Using (H1 tag) and (Title tag) has improved the company website ranking .565
12) The company reslize the importance of suitable "URL" inimproving its
image 775
13) Using (Meta tag) hasimproved the company website ranking in search en- 4 20.353 751
gine .827
14) Using (Sitemap) has contributed positively to the company website .828

acceptability value; although the exploratory research
studies the value of 0.6 is considered sufficient (Hair
et al.,, 1998). Examination of the Cronbach’s alpha
values revealed that amost all of the reliability coef-
ficients for the constructs listed in Table 2 have ac-
ceptable levels of reliability.

To test the hypothesis, regression analysis was
used to determine which of the four factors had the
utmost impact on respondents’ toward online adver-
tising. In these analyses the four factors index scores
served as the independent and the overall opinion
scores as the dependent variables. Regressions
proved to be significant. In Table 3 the model sum-
mary derived from multiple regression shows that R
square is .427 which indicates the amount of varia-
tion in one variable that is accounted for by another
variable. In another word, through the survey with

102 companies, their opinion of SEO account for
42.7 percent of total impact on online advertisement
in Jordan. This indicates that the level of influence of
SEO impact on online advertisement is relatively
moderate. A closer scrutiny of the results show that
SEO competitiveness, SEO experience and SEO
techniques were al significant predictor of online
advertisement as shown in Tables 5. While regarding
SEO connectivity it was not significant. This can be
atributed to the fact that most of the companies lack
the resources to design along term strategy due to the
complicated nature of SEO. Based on Table 3 and 4
we can conclude that the main hypothesis has been
accepted, while regarding sub-hypothesis, the first
sub-hypothesis was rejected, while the second, third
and fourth sub-hypothesis were accepted as shown in
Table 4.



Table 3: Model Summary
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Model R R Square Adjusted R Sguare Std. Error of the Estimate
1 .653% A27 .399 42924
a. Predictors: (Constant), Fact4, Factl, Fact3, Fact2
Table 4: Results of Regression Analysis
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 1.358 .348 3.904 .000
Factor 1 .091 .072 .129 1.270 .208
Factor 2 .163 .075 .220 2.187 .032
Factor 3 .239 .096 .260 2.474 .015
Factor 4 179 .069 .249 2.576 .012
Conclusions Funding

SEO contribute in increasing the opportunity to ob-
serve online advertisement by customers when they
search engines like Google, MSN, Altavista etc for
information about product or services. This could be
extremely important especially in a country like Jor-
dan with 87.3 % of internet penetration. Based on this
fact, this research aims to explore the impact of SEO
dimensions on online advertisement. Companies who
are using the SEO for the purpose of online adver-
tisement are getting more new customer than the
companies using the other methods. After applying
the statistical tools i.e. Factor analysis and later on
Regression anaysis. Factor Analysis provided four
dimensions which were used later in Multiple Re-
gression. Those factors were named as; SEO connec-
tivity, SEO competitiveness, SEO experience and
SEO techniques. Results show that SEO connectivity
were not significant, while the remaining three di-
mensions were all significant. Results show that the
objectives of the research are very much true and
there is a visible moderate impact of the SEO on
online advertisement in Jordanian companies utiliz-
ing e-marketing.

Since we have countless number of factors that
affect SEO, it's very essential for companies to
choose the appropriate tools to be used. For example,
the company must choose carefully the web site's
title, meta description, headings, and page content
that search engines can recognize better than others.
SEO can be beneficial by giving an advantage to high
quality sites; such improvement in the quality of
search results will attract more consumers. SEO is an
important tool to increase a site's visibility for adver-
tisers who can afford to pay more. Consequently, the
main value of SEO is to avoid the potentially hefty
payments for sponsored clicks.
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