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Abstract

In the era of digital commerce, businesses face the challenge of choosing between Search Engine Optimization (SEO)
and Paid Marketing to maximize Return on Investment (ROI). This study examines the comparative ROI of SEO and
Paid Marketing for e-commerce businesses in India. Using a mixed-methods approach combining surveys of digital
marketing professionals and secondary data, the research evaluates short-term vs long-term profitability, Customer
Acquisition Cost (CAC), and conversion efficiency. The findings reveal that while Paid Marketing provides rapid
traffic, SEO delivers superior long-term ROI. The paper recommends a hybrid approach for optimal digital marketing
outcomes.

1. Introduction

The growth of e-commerce has made digital marketing essential for business success. Among various strategies, SEO
and Paid Marketing (Google Ads, Facebook Ads) are most commonly used. SEO builds long-term organic traffic, while
Paid Marketing ensures immediate visibility at a cost. However, many e-commerce businesses remain uncertain about
which strategy yields better ROIL. This research addresses that gap by systematically comparing both strategies, focusing
on ROI, CAC, and conversion rates in the Indian e-commerce context.

2. Objectives of the Study

1. To analyze the role of SEO in enhancing long-term profitability of e-commerce businesses.
2. To assess the short-term benefits and limitations of Paid Marketing.

3. To compare Customer Acquisition Costs between SEO and Paid Marketing.

4. To recommend strategies for maximizing digital marketing ROL.

3. Literature Review

Fishkin (2018) emphasized the long-term value of SEO in generating organic traffic and brand trust. HubSpot (2022)
showed higher conversion rates from SEO leads compared to paid traffic. SEMrush (2021) highlighted the quick results
of Paid Marketing, but warned of sustainability challenges due to increasing CPC rates. Deloitte (2020) advocated for
combined strategies. However, gaps remain regarding comparative ROI studies focused on Indian e-commerce
businesses, justifying the need for this research.

4. Research Methodology

Approach: Mixed-methods (quantitative surveys + qualitative insights)
Sample Size: 50 e-commerce businesses in India

Data Analysis Tools: Descriptive statistics, regression analysis (Excel/SPSS)
Primary Data: Google Forms survey targeting e-commerce owners, marketers
Secondary Data: Reports from SEMrush, HubSpot, Deloitte, Moz

5. Data Analysis and Interpretation

5.1 Key Findings

- ROI: 58% of respondents agreed that SEO provided higher ROI after 12 months.
- Traffic Speed: 67% confirmed faster traffic from Paid Marketing campaigns.

- Lead Quality: 51% stated SEO leads were more qualified and conversion-prone.
- Customer Acquisition Cost (CAC): SEO had lower CAC over the long term.
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- Adoption Trends: 84% planned to increase investment in SEO in the next year.

5.2 Hypothesis Testing

- H1 (SEO ROI > Paid ROI in long-term): Supported (p < 0.05)

- H2 (Paid Marketing provides faster results): Supported (p < 0.05)
- H3 (Higher CAC for Paid Marketing): Supported (p < 0.05)

6. Findings, Discussion, and Implications
- SEO Strengths: Sustainable traffic, lower CAC, better lead quality.
- Paid Marketing Strengths: Fast visibility, ideal for product launches.
- Challenges: SEO requires patience and expertise; Paid Marketing costs rising.
- Recommendation for E-commerce:
- 60-70% focus on SEO for growth.
- 30-40% investment in Paid Marketing for time-sensitive campaigns.
- Use SEO insights to optimize Paid Marketing (keywords, audience).

7. Conclusion and Recommendations

7.1 Conclusion

SEO outperforms Paid Marketing for long-term ROI, but Paid Marketing is necessary for quick promotional gains. A
blended approach using SEO for consistent growth and Paid Marketing for tactical promotions yields the highest returns
for e-commerce businesses.

7.2 Recommendations

- Adopt Hybrid Strategy: Balance between SEO and Paid.

- Regular Monitoring: Use analytics to adjust campaigns.

- Invest in Skills: Hire professionals for SEO/Paid execution.

- Further Research: Larger sample studies and sector-specific analyses.

References

1. Fishkin, R. (2018). Lost and Founder. Penguin.

2. HubSpot. (2022). State of Inbound Marketing Report.

3. SEMrush. (2021). Marketing Strategy Survey Report.

4. Deloitte. (2020). Global Digital Marketing Trends Report.
5. Moz. (2019). SEO Ranking Factors.

6. Google Analytics Documentation. (2023).

© 2025,1JSREM | www.ijsrem.com DOI: 10.55041/IJSREM50592 | Page 2


http://www.ijsrem.com/

