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Exploring Factors Affecting Banner Advertising Effectiveness
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Abstract

The purpose of this study is to explore the factors enhancing banner ads click effects.
In this Study, we proposed 11 factors including banner size, location, file format, domain,
content format, brand, promotion, cliché, page viewed, duration, and demographic variables
to verify the effects on banner ads clicking behavior. Clickstream data were collected and
analyzed from Insightxplorer’s ARO panels and ad tracking system. The results show that
banners with larger size, animated file and content, and brand information will create more
advertising effects. Furthermore, we also find out the some impacts from online users’
demographic and behavioral profile. Finally, based on our findings, we provide marketers
further suggestions for banner ad execution and content design.

Keywords: banner Ads, advertising effects, click-through behavior, internet marketing
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