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ABSTRACT 

The foundation for developing assessment procedures, interpreting test performance and 

adaptive functioning, and formulating treatment and management strategies is provided by 

conceptual models for psychological variables such as EF. Large-scale confirmatory factor 

analytical research are needed to uncover common executive components and investigate their 

inter-relationships in order to validate or alter current EF models. Executive functioning 

includes both cognitive and behavioral components; yet, cognition and behavior may often be at 

odds. The functions of distinct prefrontal systems may play a role in the dissociation between 

cognitive performance and behavior/personality traits. Behavioral manifestations of EDF, for 

example, seem to be more strongly connected with orbital and ventral medial parts of the 

prefrontal cortex, whereas cognitive elements of EF appear to be firmly related with dorsolateral 

sections of the prefrontal cortex. To establish the differences and overlaps between the 

neurobiological correlates of psychological - behavioral components of EF, further research is 

needed. Measures that are both ecologically sound and developmentally appropriate are 

required. EF measurements for children have lacked sufficient validation and trustworthy 

normative data in the past. Children's exams must be more selective, ensuring that they are 

relevant, have received sufficient standardization, and have been validated in suitable childhood 

settings. Given that most cognitive activities involve some level of executive functioning, 

identifying performance characteristics linked to EF rather than labeling particular 

measurements as executive or non-executive may be more useful.  

 

KEYWORDS: Advertising, Internet, Search Optimization, World Wide Web. 

REFERENCES 

1. B. Pan, Z. Xiang, R. Law, and D. R. Fesenmaier, “The dynamics of search engine marketing 

for tourist destinations,” J. Travel Res., 2011, doi: 10.1177/0047287510369558. 

2. B. Skiera, J. Eckert, and O. Hinz, “An analysis of the importance of the long tail in search 

engine marketing,” Electron. Commer. Res. Appl., 2010, doi: 10.1016/j.elerap.2010.05.001. 

mailto:id:%20vipin555@rediffmail.com


ISSN: 2249-877X              Vol. 11, Issue 10, October 2021,      Impact Factor: SJIF 2021= 7.642 

South Asian Journal of Marketing & Management Research (SAJMMR)  

https://www.saarj.com  
                                                                                                                                                   

    SAJMMR 

3. Z. Yang, Y. Shi, and B. Wang, “Search engine marketing, financing ability and firm 

performance in E-commerce,” 2015, doi: 10.1016/j.procs.2015.07.078. 

4. R. Sen, “Optimal search engine marketing strategy,” Int. J. Electron. Commer., 2005, doi: 

10.1080/10864415.2005.11043964. 

5. H. Karjaluoto and H. Leinonen, “Advertisers’ perceptions of search engine marketing,” Int. 

J. Internet Mark. Advert., 2009, doi: 10.1504/IJIMA.2009.021952. 

6. N. Abou Nabout, B. Skiera, T. Stepanchuk, and E. Gerstmeier, “An analysis of the 

profitability of fee-based compensation plans for search engine marketing,” Int. J. Res. 

Mark., 2012, doi: 10.1016/j.ijresmar.2011.07.002. 

7. A. Paraskevas, I. Katsogridakis, R. Law, and D. Buhalis, “Search engine marketing: 

Transforming search engines into hotel distribution channels,” Cornell Hosp. Q., 2011, doi: 

10.1177/1938965510395016. 

8. R. Berman and Z. Katona, “The role of search engine optimization in search marketing,” 

Mark. Sci., 2013, doi: 10.1287/mksc.2013.0783. 

9. A. Ramya Terrance, S. Shrivastava, A. Kumari, and L. Sivanandam, “Competitive Analysis 

of Retail Websites through Search Engine Marketing,” Ing. Solidar., 2018, doi: 

10.16925/.v14i0.2235. 

10. M. bolia A. Birajdar, H. Agarwal, “Search Engine Marketing Using Search Engine 

Optimisation.,” Asian J. Converg. Technol., 2017. 

 

 


