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Abstract 
This study aim to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top -ten rankings on Google’s search results. A questionnaire was developed as a tool for the study. The study sample consisted of 35 employees at EJAR - The Machinery Alternative Company. The results showed that the Effectiveness of SEM Campaigns, the User Engagement Metrics, the Evaluation of SEM Strategies and the Future Improvements in EJAR - The Machinery Alternative Company - came with a high degree. There is no significant difference in the participants’ attitudes to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top -ten rankings on Google’s search results according to gender and Qualification. However, there is a significant difference in the participants’ attitudes to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top -ten rankings on Google’s search results according to Experience and these differences were to the more experience(More than 10 years). The study recommended improve click-through rates by writing engaging ads that are relevant to your target keywords. also, targeting a wider range of relevant keywords to increase reach to a wider audience..
Keywords: Digital Marketing - SEM- Heavy Machinery Campaigns - EJAR Company
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Chapter 1
[bookmark: _Hlk185242457][bookmark: _Toc185276031]Introduction
Heavy industry represents one of the fundamental pillars of the global economy, being crucial for the industrial development and infrastructure of various sectors. This sector encompasses activities that involve the production of goods and materials on a large scale, requiring robust machinery and intensive processes )Dayandri, 2023).
In addition, these industries are fundamental for critical infrastructure, providing the materials and components necessary for the construction of roads, bridges, buildings and other large-scale projects that drive economic growth and social progress (Blaettchen et al., 2024).
In an increasingly interconnected and competitive world, the ability of heavy industries to innovate and adopt advanced technologies not only improves their operational efficiency but also strengthens their position in the global market (Puntadewa and Widyastuti, 2021).  
The heavy construction and mining equipment sector is constantly evolving. With increasing competition and the rapid adoption of advanced technologies, it is crucial that companies in this sector stay on top of strategic marketing best practices)Dayandri, 2023). 
In the digital age, companies that fail to take advantage of online opportunities risk being left behind. This is especially true in the heavy construction equipment industry. Many buyers now begin their search for equipment online, so it is critical that he heavy construction equipment industry have a strong digital presence Golchi et al. (2023).
Based on the above, it becomes clear to the researcher that digital marketing is of great importance in the field of heavy industries. Therefore, the study aimed to determine the impact of digital marketing campaigns on the heavy equipment sector by applying it to Machinery rental alternatives co. ltd (EJAR).
[bookmark: _Toc185276032]Research problem
With more than 66% of the world's population using the internet, it's no surprise that businesses around the world have turned their marketing efforts to the internet. Broadly speaking, digital marketing is a set of tools used to promote a brand's products or services through digital platforms such as websites, email, or social media.
Digital marketing refers to all the digital strategies and actions that companies carry out in order to promote their products or services. It definitely plays a fundamental role in directing corporate strategies towards their target audience, because the era of immediacy and constant evolution in which we live has revolutionized the way consumers research and make purchasing decisions.
Therefore, adopting a solid digital marketing strategy that is in tune with market trends and discourse has become a necessity for organizations to remain positioned within their economic sector and meet the changing demands of customers.
Therefore, the research problem can be defined through the following question: 

What is the impact of digital marketing on the heavy equipment industry?

[bookmark: _Toc185276033]Aim of the Researcher’s study
The primary aim of this study is to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top-ten rankings on Google’s search results. By analyzing the impact of specific keyword strategies and SEM practices, the study seeks to determine how these efforts influence Ejar’s ranking positions, user engagement metrics, and overall online visibility in the competitive property rental market. Additionally, it aims to identify key factors that contribute to ranking improvements and highlight the SEM tactics that best align with Ejar’s objectives.
[bookmark: _Toc185276034]Theoretical importance
This study contributes to the field of digital marketing and search engine optimization (SEO) by providing empirical insights into the mechanics of SEM and keyword strategy. Specifically, it explores how SEM campaigns can drive visibility in search engine results, thus offering a practical framework for understanding the relationship between ad spending, keyword selection, user engagement, and search engine algorithms.
The theoretical importance lies in its examination of the underlying principles of SEM effectiveness:
1.Keyword Relevance and Competitiveness:
The study tests the hypothesis that well-chosen, relevant keywords enhance search rankings and engagement, adding to the theory that search engines reward contextual alignment between queries, ad content, and landing pages.
Example of the used Keywords:
	Campaign
	Ad group
	Keyword

	wfx_tcrs_saudi_earthmoving_equipment_rental_english
	backhoes
	backhoe for rent

	wfx_tcrs_saudi_earthmoving_equipment_rental_english
	backhoes
	backhoe loader rental

	wfx_tcrs_saudi_earthmoving_equipment_rental_english
	backhoes
	backhoe rent

	wfx_tcrs_saudi_earthmoving_equipment_rental_english
	backhoes
	backhoe rental

	wfx_tcrs_saudi_earthmoving_equipment_rental_english
	backhoes
	backhoe rental near me

	wfx_tcrs_saudi_earthmoving_equipment_rental_english
	backhoes
	backhoe rentals

	wfx_tcrs_saudi_earthmoving_equipment_rental_english
	backhoes
	backhoes for rent

	wfx_tcrs_saudi_earthmoving_equipment_rental_english
	backhoes
	backhoes rent

	wfx_tcrs_saudi_earthmoving_equipment_rental_english
	backhoes
	backhoes rental

	wfx_tcrs_saudi_earthmoving_equipment_rental_english
	backhoes
	backhoes rentals



2.Bid Strategy and Ranking Impact:
By evaluating how bid amounts and quality scores affect rankings, the study supports or challenges the idea that paid search rankings can influence overall website visibility and user interaction.
3.User Engagement Metrics as Indicators of SEM Success:
The study investigates whether improvements in ranking due to SEM correlate with deeper user engagement metrics, contributing to the understanding of how search ranking improvements translate into user behavior on the site.
By addressing these theoretical aspects, the study aims to bridge the gap between SEM tactics and measurable outcomes, offering a model that other businesses and researchers can adapt to analyze the effectiveness of SEM campaigns in various contexts.
[bookmark: _Toc185276035]Practical Importance
SEM campaign can provide valuable, industry-specific insights for digital marketers, business owners, and professionals in the heavy machinery sector. Here’s how this research could be practically beneficial:
1. Optimizing SEM for Niche Industrial Keywords
2. Maximizing ROI on Advertising Spend in a Competitive Market
3. Improving Engagement with Targeted Audiences
4. Reducing Dependency on Trade Shows and Physical Marketing Channels
5. Establishing a Measurement Framework for SEM Success
6. Competitive Advantage through Enhanced Visibility
[bookmark: _Toc185276036]Background and Context:
Search Engine Marketing (SEM) has become a critical digital marketing strategy for enhancing website visibility and driving traffic. This study investigates the efficacy of a targeted SEM campaign for (Ejar Company), a website that aims to secure top-ten rankings on Google for relevant keywords related to property rentals and sales services in the region.
Ejar’s goal was to improve organic and paid search visibility using SEM tactics, particularly through Google Ads and keyword optimization. This study will evaluate how effectively these efforts improved Ejar’s position on Google’s search engine results pages (SERPs) over a set period and identify key factors contributing to their success or failure.
[bookmark: _Toc185276037]Research Objectives:
To analyze the impact of a targeted SEM campaign and keyword strategy on the Ejar website’s Google ranking, measuring improvements in position, click-through rate (CTR), and overall user engagement.
[bookmark: _Toc185276038]Research Questions:
This study is guided by the following research questions:
1. How effective was the SEM campaign in positioning Ejar in Google’s top ten search results for specific keywords?
2. What keywords proved most successful in achieving desired rankings, and why?
3. What was the effect of ranking improvements on user engagement metrics, such as click-through rate and bounce rate?


[bookmark: _Toc185276039]Hypotheses:
The first hypothesis: There is a significant difference in the participants’ attitudes to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top -ten rankings on Google’s search results according to gender.
The second hypothesis: There is a significant difference in the participants’ attitudes to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top -ten rankings on Google’s search results according to Qualification.
The third hypothesis: There is a significant difference in the participants’ attitudes to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top -ten rankings on Google’s search results accoro Experience

SEM (Search Engine Marketing):
SEM definition:
This is a set of advertising actions on search engines and websites. It helps give visibility to the brand and the services and products it offers (Sholichah et al., 2022, 446).
SEM is a set of marketing strategies that help attract more traffic to websites or web pages, using search engines. It is generally used through the pay-per-click or PPC method (Panchal, et al., 2021, 17).
Benefits of SEM:
The benefits of running a SEM campaign:
1. Improve positioning on Google
SEM campaigns allow company to improve its positioning in search results with the keywords that interest its business.  Company must choose two or three keywords specific to its product or service that, in turn, are directly related to the final text of the ad.
2. Segment the customer
Company can segment its audience by location, language, keyword and type of device. These platforms even allow to show its ads only to those people who have previously visited its website through retargeting actions.
3. Increase the visibility of company
With a SEM campaign, company can reach the customer who is interested in its business and make its brand known. This step is essential to maximize conversions, whether through a purchase, a registration in the form, etc (Peter and Dalla Vecchia, 2021, 256).
4. Get traffic to website
Having a website without traffic is like having a physical store without customers who go to see the products or services it offer. Therefore, getting traffic to website is one of the key points to continue promoting search engine positioning strategy (Sholichah et al., 2022, 447).
5. Measuring the results
A SEM campaign allows compant to obtain various metrics of the advertising action: number of impressions, clicks, conversions, cost per click, cost per acquisition, etc. With this type of campaign, it is easier to measure the return on investment.
6. Controlling costs
In SEM campaigns, company can determine the amount it want to pay when some interaction with users occurs. Normally, payment is made when users click on its text ads, that is, cost per click. In addition, the tools allow it to pause SEM campaigns when it consider it appropriate to maximize its investment (Nyagadza, 2022, 409).
7. Taking advantage of the flexibility of the tools
Many SEM tools allow to access them for free, make different configurations and familiarize itself with the program panel before implementing the campaign.
8. Digital advertising is a guarantee of success
Once campaigns have been created and launched, they need a period of adaptation and adjustment to objectives through continuous optimization and revision. If the campaign has an appropriate structure, segmentation and budget, companies are likely to obtain benefits, either in terms of customer acquisition and sales or in terms of brand image (Peter and Dalla Vecchia, 2021, 254).
Advantages of using SEM
1. Increases web traffic
A good SEM campaign can generate visits to company website. However, the objectives can be varied from selling its product or service to promoting our brand or making itself known. Therefore, it is necessary to adapt the campaigns to the established objectives.
2. Instant positioning
The main advantage over organic positioning is that it allows company to position its business in the first search results from the moment we activate the campaign, which meansit can instantly increase traffic to its page.
3. Customized budget
One of the reasons for using SEM and not other advertising actions is the possibility of controlling and adjusting the budget at any time. Company can define the maximum budget it is willing to spend on the campaign, how much will be invested daily or decide on the maximum amount it is willing to pay for each click (maximum CPC) (Panchal, et al., 2021, 17).
4. Segmentation
Campaigns can be very personalized with segmentation. This segmentation is key to making SEM campaign effective. With it, different messages can be offered to different customer profiles. For example, it can be segmented by age, sex, location, tastes, hobbies, etc.
5. Perfect for testing and obtaining data
Carrying out a search engine campaign can be really useful for gathering information about  audience, which is very valuable for the business. Among the most significant data, company can analyze what type of message its audience likes the most, what keywords are the most important, the position our ads have achieved, etc. Furthermore, by linking compan's Google Ads account with the Google Analytics account, it will obtain more in-depth data about the users who visit our website and what they do on its site (Nyagadza, 2022, 411).
Disadvantages of SEM positioning
1. Continuous payment
The visibility of company's ads and the number of visits will depend on the investment made. That is, the moment it decide to stop paying and the campaign ends, the ads will no longer appear in the results.
2. High level of competition
In highly competitive sectors, where it is difficult to position of company organically, the use of SEM campaigns is becoming common. This competition means that there are many companies competing for the best keywords to position, which leads to an increase in the cost per click, and therefore causes a decrease in ROI (return on investment).




















Chapter 3
Methodology

[bookmark: _Toc185276040]Overview:
In this chapter, the participants of the study and the instruments employed are introduced. Moreover, the procedure of the research, the design and data analysis are presented in detail where This study aims to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top-ten rankings on Google’s search results.
Research Design:
In this study, the researcher will use a quantitative research approach to gather numerical data on the worker attitude on the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top -ten rankings on Google’s search results.
[bookmark: _Toc185276041]Participants:
The population of study consisted of all workers at EJAR - The Machinery Alternative Company and the sample study was (35) participants.
Instrument:
The questionnaire was developed by the researcher based on a thorough review of the theoretical background and existing literature; the questionnaire consisted of two main sections as the following: 
· The first section included the demographic data of participants. 
· The second section consists of five main axes 


The validity of Instrument:
Face validity 
To ensure the instrument's validity, the researcher enlisted the help of a panel of experts whose involvement was required to determine the questionnaire's content validity. The jurors were instructed to review the questionnaire items for language, applicability, and consistency. Some suggestions and comments were received, and minor changes to the questionnaire were made as a result.
The internal consistency:
Internal consistency was calculated by Pearson correlation coefficient between each item and the axis that belonged to, and the results shown as the following:
Table (1) internal correlation between phrases and the axis belonged to it
	N
	correlation coefficient
	N
	correlation coefficient

	1
	.537**
	10
	.555**

	2
	.616**
	11
	.593**

	3
	.694**
	12
	.694**

	4
	.627**
	13
	.821**

	5
	.655**
	14
	.710**

	6
	.469**
	15
	.738**

	7
	.582**
	16
	.629**

	8
	.726**
	17
	.720**

	9
	.739**
	18
	.715**


**. Correlation is significant at the 0.01 level (2-tailed).
From the above table we conclude that all Pearson correlation coefficients between each item and the axis that belonged to it come with high degree and significant (where significant value less than 0.05) Which indicates a high degree of validity of the internal consistency of the terms of the questionnaire.
The reliability of Instrument:
The reliability of the study tool means that the tool will give approximately the same results when applied multiple times to the same sample. The reliability of the questionnaire was checked through Cronbach’s alpha Coefficient, as shown in the following table. 
Table (2) Cronbach's Alpha coefficients
	[bookmark: _Hlk160142302]Axis 
	N of Items
	Cronbach's Alpha

	[bookmark: _Hlk160143305]General Perceptions of SEM
	4
	.801

	Effectiveness of SEM Campaigns
	4
	.814

	User Engagement Metrics
	3
	.785

	Evaluation of SEM Strategies
	4
	.802

	Future Improvements
	3
	.703

	Total degree
	18
	.897


	From the above table we conclude that the reliability coefficients value of all axes of questionnaire were all high scores approaching the correct one and the total degree of reliability was (.897) which is high value and approaching the correct one and it refers to the reality of the questionnaire for the application.


Data Analysis
[bookmark: _Toc156207398]After data collection, the variables will be checked and entered a computer, and statistical analyses will be conducted by appropriate methods using Statistical Package for Social Sciences (SPSS) version (24.0). Continuous variables will be represented as mean ± standard deviation (SD). The Frequency will be counted for categorical variables.
Ethical concerns
The researcher will obtain informed consent from all participants, clearly explain the purpose of the study, and ensure confidentiality. Also, he will seek ethical approval from relevant institutional review boards to ensure the research adheres to ethical guidelines.

Chapter4
Results

Study demographic data 
The frequencies and percentages of the sample were calculated according to the following:
1- Gender
Table (1) the gender of the sample 
	Gender  
	Frequency
	Percent

	Male
	23
	65.7

	Female
	12
	34.3

	Total
	35
	100%


[bookmark: _Hlk144079721]From the above table, we conclude that (65.7%) of the participants are males, and (34.3%) of the participants are females. 


Shape (1) the gender of the sample


2- Qualification
Table (2) Qualification of the sample
	Qualification
	Frequency
	Percent

	Bachelor
	22
	62.9

	Diploma
	6
	17.1

	Masters
	7
	20.0

	Total
	35
	100%


[bookmark: _Hlk144079757]From the above table, we conclude that (62.9%) of the participants qualification is a Bachelor, (20%) of the participants their qualification is Masters, and (17.1 %) of the participants their qualification is diploma 


Shape (2) Qualification of the sample


3- Years of Experience
Table (3) Experience of the sample
	Experience
	Frequency
	Percent

	Less than 5 years
	11
	31.4

	From 5 to 10 years
	12
	34.3

	More than 10 years
	12
	34.3

	Total
	35
	100%



From the above table, we conclude that (34.3%) of the participants have more than 10 years of experience, (34.3%) of the participants have from 5 to 10 years of experience, and (31.4%) of the participants have Less than 5 years of experience. 


Shape (3) Experience of the sample
[bookmark: _Hlk144079865]

Second, answering the questions of the study 
The first question: What are the General Perceptions of SEM at EJAR - The Machinery Alternative Company?
To study the General Perceptions of SEM in at EJAR - The Machinery Alternative Company, the mean and standard deviation were calculated on the first axis as follows. 
Table (4) mean and standard deviation to the first axis 
	No 
	Item  
	Mean 
	Standard Deviation 
	Rank
	Degree 

	1
	SEM campaigns are an effective tool for improving a company’s online visibility.
	4.40
	.812
	3
	Strongly agree

	2
	Using SEM allows businesses in the heavy equipment industry to attract more potential customers.
	4.49
	.612
	1
	Strongly agree

	3
	Search Engine Marketing is more cost-effective than traditional marketing strategies.
	4.26
	1.010
	4
	Strongly agree

	4
	SEM strategies are essential for remaining competitive in today’s digital marketplace.
	4.49
	.853
	2
	Strongly agree

	General mean 
	4.41
	0.82
	Strongly agree


[bookmark: _Hlk89300260][bookmark: _Hlk151767229][bookmark: _Hlk185047423]From the above table, we conclude that the General Perceptions of SEM at EJAR - The Machinery Alternative Company with degree (Strongly Agree), mean (4.41), and standard deviation (0.82) low value, indicating the homogeny opinions of the study sample on the items of this dimension  
[bookmark: _Hlk151767237]In the first order (Using SEM allows businesses in the heavy equipment industry to attract more potential customers.), with a mean (4.49), a standard deviation of (0.612) and a degree of (Strongly Agree)
In the second order (SEM strategies are essential for remaining competitive in today’s digital marketplace.), with a mean (4.49), a standard deviation of (0.853), and a degree of (Strongly Agree).
[bookmark: _Hlk151767262]In the last order (Search Engine Marketing is more cost-effective than traditional marketing strategies.) with a mean of (4.26) and a standard deviation (1.01) with a degree of (Strongly Agree) 
[bookmark: _Hlk185047441]From the results, we conclude that the General Perceptions of SEM in EJAR - The Machinery Alternative Company - come with a high degree.
The second question: How effective was the SEM campaign in positioning Ejar in Google’s top ten search results for specific keywords?
To study the Effectiveness of SEM Campaigns in at EJAR - The Machinery Alternative Company, mean and standard deviation was calculated to the second axis as the following. 
Table (5) means and standard deviation to the second axis 
	No 
	Item  
	Mean 
	Standard Deviation 
	Rank
	Degree 

	1
	Ejar’s SEM campaign successfully positioned the website in Google’s top ten search results for specific keywords.
	4.29
	1.100
	4
	Strongly agree

	2
	The keywords used in Ejar’s SEM campaign were relevant to the target audience.
	4.40
	.847
	2
	Strongly agree

	3
	The SEM campaign significantly improved the visibility of the Ejar website.
	4.54
	.657
	1
	Strongly agree

	4
	The SEM campaign led to an increase in overall traffic to the Ejar website.
	4.40
	.775
	3
	Strongly agree

	General mean 
	4.41
	0.84
	Strongly agree


[bookmark: _Hlk185047480]From the above table we conclude that the Effectiveness of SEM Campaigns in EJAR - The Machinery Alternative Company with degree (Strongly Agree) , mean (4.41) and standard deviation (0.84) low value, indicating the homogeny opinions of the study sample on the items of this dimension  
In the first order (The SEM campaign significantly improved the visibility of the Ejar website.), with a mean (4.54), a standard deviation of (0.657) and a degree of (Strongly Agree).
In the second order (The keywords used in Ejar’s SEM campaign were relevant to the target audience.), with a mean (4.4), a standard deviation of (0.847) and a degree of (Strongly Agree).
While in the last order (Ejar’s SEM campaign successfully positioned the website in Google’s top ten search results for specific keywords.) with a mean of (4.29) and a standard deviation (1.1) with a degree of (Strongly Agree) 
From the results we conclude that the Effectiveness of SEM Campaigns in EJAR - The Machinery Alternative Company - comes with a high degree.


The third question: What are User Engagement Metrics in at EJAR - The Machinery Alternative Company?
To study the User Engagement Metrics in at EJAR - The Machinery Alternative Company, mean and standard deviation was calculated to the third axis as the following. 
Table (6) means and standard deviation to the third axis 
	No 
	Item  
	Mean 
	Standard Deviation 
	Rank
	Degree 

	1
	Improvements in Ejar’s search rankings resulted in a higher click-through rate (CTR).
	4.37
	.731
	3
	Strongly agree

	2
	The SEM campaign reduced the bounce rate for the Ejar website.
	4.40
	.775
	1
	Strongly agree

	3
	The increase in rankings translated into a better user experience for visitors to the Ejar website.
	4.40
	.881
	2
	Strongly agree

	General mean 
	4.39
	0.80
	Strongly agree


[bookmark: _Hlk185047582]From the above table, we conclude that the User Engagement Metrics at EJAR - The Machinery Alternative Company with degree (Strongly Agree), mean (4.39), and standard deviation (0.80) low value, indicating the homogeny opinions of the study sample on the items of this dimension  
In the first order (The SEM campaign reduced the bounce rate for the Ejar website.), with a mean (4.4), a standard deviation of (0.775) and a degree of (Strongly Agree).
While in the last order (Improvements in Ejar’s search rankings resulted in a higher click-through rate (CTR).) with a mean of (4,37) and a standard deviation (0.731) with a degree of (Strongly Agree) 
[bookmark: _Hlk185047617]From the results we conclude that the User Engagement Metrics at EJAR - The Machinery Alternative Company come with a high degree.


The fourth question: What is the Evaluation of SEM Strategies in EJAR - The Machinery Alternative Company?
To study the Evaluation of SEM Strategies in EJAR - The Machinery Alternative Company, mean and standard deviation was calculated to the fourth axis as follows. 
Table (7) means and standard deviation to the fourth axis 
	No 
	Item  
	Mean 
	Standard Deviation 
	Rank
	Degree 

	1
	The SEM tactics employed aligned well with Ejar’s business objectives.
	4.40
	.881
	3
	Strongly agree

	2
	Targeting specific keywords is the most important factor in improving search rankings.
	4.60
	.775
	1
	Strongly agree

	3
	The cost of running an SEM campaign is justified by the results it delivers.
	4.34
	.873
	4
	Strongly agree

	4
	SEM campaigns should be prioritized over traditional marketing methods for similar industries.
	4.46
	.780
	2
	Strongly agree

	General mean 
	4.45
	0.83
	Strongly agree


[bookmark: _Hlk185047637]From the above table we conclude that the Evaluation of SEM Strategies in EJAR - The Machinery Alternative Company with degree (Strongly Agree) , mean (4.45) and standard deviation (0.83) low value, indicating the homogeny opinions of the study sample on the items of this dimension  
In the first order (Targeting specific keywords is the most important factor in improving search rankings.), with a mean (4.6), a standard deviation of (0.775) and a degree of (Strongly Agree).
In the second order (SEM campaigns should be prioritized over traditional marketing methods for similar industries.), with a mean (4.46), a standard deviation of (0.78), and a degree of (Strongly Agree).
In the last order (The cost of running an SEM campaign is justified by the results it delivers.) with a mean of (4.34) and a standard deviation (0.873) with a degree of (Strongly Agree) 
[bookmark: _Hlk185047667]From the results, we conclude that the Evaluation of SEM Strategies in EJAR - The Machinery Alternative Company comes with a high degree.
The fifth question: What are the Future Improvements in EJAR - The Machinery Alternative Company?
To study the Future Improvements in EJAR - The Machinery Alternative Company, mean and standard deviation were calculated to the fifth axis as the following. 
Table (8) means and standard deviation to the fourth axis 
	No 
	Item  
	Mean 
	Standard Deviation 
	Rank
	Degree 

	1
	Ejar could achieve better results by refining its keyword strategy
	4.26
	1.094
	3
	Strongly agree

	2
	Additional SEM tools and practices should be explored to optimize future campaigns.
	4.54
	.817
	1
	Strongly agree

	3
	Regular monitoring and adjustment of SEM strategies improve campaign effectiveness.
	4.54
	.657
	2
	Strongly agree

	General mean 
	4.45
	0.86
	Strongly agree


[bookmark: _Hlk185047699]From the above table we conclude that the Future Improvements in EJAR - The Machinery Alternative Company with degree (Strongly Agree), mean (4.45) and standard deviation (0.86) low value, indicating the homogeny opinions of the study sample on the items of this dimension  
In the first order (Additional SEM tools and practices should be explored to optimize future campaigns.), with a mean (4.54), a standard deviation of (0.817) and a degree of (Strongly Agree).
While in the last order (Ejar could achieve better results by refining its keyword strategy) with a mean of (4.26) and a standard deviation (1.094) with a degree of (Strongly Agree) 
[bookmark: _Hlk185047726]From the results we conclude that the Future Improvements in EJAR - The Machinery Alternative Company - come with a high degree.
Study hypotheses
Study the normality of data 
To study the normality of data (Kolmogorov-Smirnova - Shapiro-Wilk) tests were used and the results as following 
Table (9) normality test
	Kolmogorov-Smirnova
	Shapiro-Wilk

	Statistic
	df
	Sig.
	Statistic
	df
	Sig.

	[bookmark: _Hlk177345712].254
	35
	.000
	.829
	35
	.000


From the table, we conclude that the data is significant where significant values less than (0.05) means that the data doesn’t follow the standard normal distribution, so to study the hypotheses non-parametric tests were used as the following 
The first hypothesis: There is a significant difference in the participants’ attitudes to evaluating the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top-ten rankings on Google’s search results according to gender
to study the hypothesis (Mann-Whitney Test) was used and the results shown as the following 
Table (10) the differences according to gender
	Gender
	N
	Mean Rank
	Sum of Ranks
	Z
	Sig

	Male
	23
	19.15
	440.50
	-.927
	.354

	Female
	12
	15.79
	189.50
	
	

	Total
	35
	
	
	
	


[bookmark: _Hlk185128142]From the table we conclude that there is no significant difference in the participants’ attitudes to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top -ten rankings on Google’s search results according to gender where significant value (0.345) more than (0.05) which means that there is no significant differences 
The second hypothesis: There is a significant difference in the participants’ attitudes to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top -ten rankings on Google’s search results according to Qualification
to study the hypothesis (Kruskal-Wallis Test) was used and the results shown as the following 
Table (11) the differences according to Qualification
	Qualification
	N
	Mean Rank
	Chi-Square
	df
	Sig

	Bachelor
	22
	18.82
	1.026
	2
	.599

	diploma
	6
	14.17
	
	
	

	Masters
	7
	18.71
	
	
	

	Total
	35
	
	
	
	


[bookmark: _Hlk185128178]From the table, we conclude that there is no significant difference in the participants’ attitudes to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top-ten rankings on Google’s search results according to Qualification where significant value (0.599) more than (0.05) which means that there are no significant differences


The third hypothesis: There is a significant difference in the participants’ attitudes to evaluating the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top-ten rankings on Google’s search results according to Experience
to study the hypothesis (Kruskal-Wallis Test) was used and the results shown as the following 
Table (12) the differences according to Experience
	Experience
	N
	Mean Rank
	Chi-Square
	df
	Sig

	Less than 5 years
	11
	16.14
	6.473
	2
	.001

	From 5 to 10 years
	12
	19.29
	
	
	

	More than 10 years
	12
	27.42
	
	
	

	Total
	35
	
	
	
	


[bookmark: _Hlk185128209][bookmark: _Hlk185128226]From the table, we conclude that there is a significant difference in the participants’ attitudes toward evaluating the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top-ten rankings on Google’s search results according to Experience where significant value (0.001) less than (0.05) which means that there is significant differences and these differences were to the more experienced (More than 10 years) with mean rank(27.42)


Conclusions 
· The General Perceptions of SEM in EJAR - The Machinery Alternative Company with degree (Strongly Agree) , mean (4.41) and standard deviation (0.82) ,means that the General Perceptions of SEM in  EJAR - The Machinery Alternative Company - come with a high degree.
· The Effectiveness of SEM Campaigns in EJAR - The Machinery Alternative Company with degree (Strongly Agree) , mean (4.41) and standard deviation (0.84) ,means that the Effectiveness of SEM Campaigns in EJAR - The Machinery Alternative Company - come with a high degree.
· The User Engagement Metrics at EJAR - The Machinery Alternative Company with degree (Strongly Agree) , mean (4.39) and standard deviation (0.80) ,means that the User Engagement Metrics at EJAR - The Machinery Alternative Company come with a high degree
· The Evaluation of SEM Strategies in EJAR - The Machinery Alternative Company with degree (Strongly Agree) , mean (4.45) and standard deviation (0.83) ,means that the Evaluation of SEM Strategies in EJAR - The Machinery Alternative Company come with a high degree.
· The Future Improvements in EJAR - The Machinery Alternative Company with degree (Strongly Agree), mean (4.45) and standard deviation (0.86), means that the Future Improvements in EJAR - The Machinery Alternative Company - come with a high degree.
· There is no significant difference in the participants’ attitudes to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top -ten rankings on Google’s search results according to gender
· There is no significant difference in the participants’ attitudes to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top -ten rankings on Google’s search results according to Qualification
· There is a significant difference in the participants’ attitudes to evaluate the effectiveness of a targeted Search Engine Marketing (SEM) campaign for the Ejar website in achieving top -ten rankings on Google’s search results according to Experience and these differences were to the more experience (More than 10 years)

Recommendation
· Improve click-through rates by writing engaging ads that are relevant to your target keywords.
· Target a wider range of relevant keywords to increase your reach to a wider audience.
· Use offer ads to engage customers and encourage them to act.
· Combine SEM campaigns with social media marketing efforts to increase brand awareness and encourage engagement.
· Use retargeting techniques to target users who have previously visited your website and show them personalized ads. 
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