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How Banner Ads Work

by Tom Hatrris

If you've spent any time surfing the Internet, yeltseen more than your fair shardahner

ads These small rectangular advertisements appeall sarts of Web pages and vary
considerably in appearance and subject mattethleytall share a basic function: if you click on
them, your Internet browser will take you to theediser's Web site. But how do they work and
why are they there?

Banner ads are usually relatively simple piecaddfIL code, but their presence on the Web
and their importance in Internet-based businesansense. In this article, we'll examine banner
ads and their place on the Internet. We'll see thawy work, how advertisers rate their
effectiveness, and how you can use them to adeentisr site or bring in revenue. We'll also e-
xamine the technology behind them and look at sofhtlee different forms they can take. By the
end of this article, you will be a banner ad expert
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Typical web banner, sized 468x60 pixels.

What is a Banner Ad?

Over the past few years, most of us have heardt atidhe money being made on the Internet.
This new medium of education and entertainmentéeslutionized the economy and brought
many people and many companies a great deal oéssicBut where is all this money coming
from? There are a lot of ways Web sites make mdmeatyone of the main sources of revenue is
advertising. And one of the most popular formsméinet advertising is the banner ad.

A banner ad is simply a special sort of hypertam.|A bit of HTML code instructs a Web

server to bring up a particular Web page when aalgks on a certain piece of text. Banner ads
are essentially the same thing, except that insiésekt, the link is displayed as a box
containing graphics (usually with textual elemeais)l sometimes animation.

Because of its graphic element, a banner ad is\wbatesimilar to a traditional ad you would see
in a printed publication such as a newspaper oraziag, but it has the added ability to bring a
potential customer directly to the advertiser's \§ed. This is something like touching a printed
ad and being immediately teleported to the ad\erttistore! A banner ad also differs from a
print ad in its dynamic capability. It stays in golace on a page, like a magazine ad, but it can
present multiple images, include animation and ghappearance in a number of other ways.



Types of Banner Ads

Like print ads, banner ads come in a variety opskand sizes. ThHeternet Advertising Bureau
(IAB) specifies eight different banner sizes, adaog topixel dimensions. A pixel is the
smallest unit of color used to make up images comaputer or television screen. The IAB's
standard banner sizes are:




The full banner (468 x 60) is by far the most papubut you will see all these variations all over
the Web. These are not the only banner ad shajpesizes, either, but they are a good
representation of the range of common banner duseTis no universal file-size constraint for
banner ads, but most Web sites impose their owitsliom memory size, usually something like
12K to 16K. This is because banner ads add tootla¢file size of the page they appear on,
therefore increasing the time it takes for a browsdoad that page.

As you've probably noticed while surfing the Wettual graphic content, areative, varies
considerably among banner ads. The simplest badssieature only one, static GIF or JPEG
image, which is linked to the advertiser's homeepagore common is the GIF-animated banner
ad, which displays several different images in sgson, sometimes to create the effect of
animated motion. Then there areh media banner ads -- ads that use audio, video, or Java a
Shockwave programming. These banner ads, whicHlysizave larger file sizes, are often
interactive beyond their simple linking function.
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Banner Ad Objectives

Advertisers generally hope a banner ad will do @ingvo things. Ideally, a visitor to the

publisher site, the Web site that posts the banner ad click on the banner ad and go to the
advertiser's Web site. In this case the banneraadlought the advertiser a visitor they would
not have had otherwise. The banner ad is a reaésadf the visitor not only comes to the site
but also buys something. Failinglck-through, advertisers hope that a publisher site visitor
will see the banner ad and will somehow registar their heads. This could mean the visitor
consciously notes the content of a banner ad acideketo visit the advertiser's site at some time
in the future, or it might mean that the visitotyoperipherally picks up on the ad but is made
aware of the advertiser's product or service.



This second effect of advertising is knowrnbaasnding. We've all experienced the effects of
branding before. Say you see ads on televisioBifand X glue all the time. The ads don't seem
to particularly affect you -- you don't leap fromur couch to go buy glue -- but down the road,
when you're at the store shopping for glue, they aitect the decision you make. If you don't
have any other reason to choose one type of gleetbe others, you'll probably choose the one
you're most familiar with, Brand X, even if youtaly familiar with it because of advertising.
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So there are several ways a banner ad can be studc€onsequently, there are several ways
advertisers measure banner ad success. Advelosérat:

Clicks/Click-throughs: The number of visitors who click on the bannefiaking to the
advertiser's Web site. Publisher sites often selhler ad space on a cost-per-click (CPC)
basis.

Page viewsAlso called page impressions, this is the numlb&nees a particular Web
page has been requested from the server. Adveraserinterested in page views because
they indicate the number of visitors who could hsgen the banner ad. Although they
don't measure the effectiveness of a branding campthey do measure how many
visitors were exposed to it. The most common wagelbbanner ad space is cost per
thousand impressions, or CPM (In roman numeraleghils a thousand).



Click-through rate (CTR): This describes the ratio of page views to clidkis.
expressed as the percentage of total visitorgtrtecular page who actually clicked on
the banner ad. The typical click-through-rate imsthing under 1 percent, and click-
through rates significantly higher than that areyvare.

Cost per sale:This is the measure of how much advertising masspent on making
one sale. Advertisers use different means to catieuhis, depending on the ad and the
product or service. Many advertisers keep trackigifor activity using Internetookies
This technology allows the site to combine shoppirsgory with information about how
the visitor originally came to the site.

Different measures are more important to diffeeehtertisers, but most advertisers consider all
of these elements when judging the effectivenesshanner ad.

Who Makes Banner Ads?

Pretty much anybody with computer knowledge camiéaw to make a very basic banner ad.
To code the banner, simply combine the HTML tagaftink with the HTML tag for an image.
You can create the necessary graphics using assicophputer art program, like Paint Shop Pro.

Basic, static banner ads are so simple you can m&ke for your site in an afternoon, and
animated GIF banner ads aren't much more complic&e the other end of the spectrum are
complicated rich media ads. Ads with elaborate ation or user interactivity require much
more extensive programming ability.



Elaborate animation or user interactivity ad
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Amateur banner ads often work fine, but with so ynaths competing for viewer attention, many
Web sites need the help of professional ad desg@aod advertising agencies and professional
designers not only bring their programming skitioanner ad creation, but also their creativity
and extensive marketing experience. They work ttctma banner ad campaign with the
advertiser's product or service, and to make intiegattention-getting graphic content. There
are many ad agencies and free-lance banner achdesgerving Web sites today, and they have
a wide range of experience, ability and successy Hiso have a wide range of fees: You can get
a professional banner ad for $50 or you can spemdrds of $1,000.

There are also Web sites that offer free bannereation. They either provide you with all the
components you need to create your own banneuat,as backgrounds and fonts, or they
create a banner ad for you. These designers anplasoes do this for a number of reasons.
Some simply make money from advertising on theégssisome offer free banner creation in



exchange for their customers posting client baadsron the customer's site and a few designers
simply create banners as a hobby.

Some popular free banner design sites are:
. Make Your Banner.com

- ABC Banners
. Atomic Arts

* mybannermaker #

Create Rofating Banners No Branding Custom Sizes up to 1200x1200
\/ I F) Edit Saved Banners  Perfect for Small Businesses ~ Mailto and JavaScript Links
Phone & Email Support Non-Recurring Biling Adult Content Allowed
ENEF No Usage Limits Private Banner Option Great for email signatures!

Banner Preview
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Like most forms of advertising, banner ads vamysierably in quality because their creators
vary a great deal in ability and experience. Thgeais even greater with banner ads than with
most other forms, however, because it is so eadyraxpensive to create and post banners.

Advertising with Banners

An advertiser that is interested in posting barawsron other sites has three basic options. The
advertiser can:

Arrange to display other Web sites' banner adsaha&nge for them displaying its ad.
Pay publisher sites to post its banner.

Pay an organization, usually a banner networkikebleClickor Flycast to post the
banner on a number of publisher sites.

These three arrangements take many forms and ersrand publishers must choose the
specific arrangement that best suits them. If yantvio post banner ads on other sites but don't
have the capital to mount a traditional advertisiaghpaign, you may choose to exchange
banner ads with other sites. There are two wayscgougo about this. The first is to individually
develop relationships with other Web sites andetrsakecific banners. This is a very natural
process and allows you to place your banner adsceamtiously and post other Web site banner
ads that fit your site well. Your banner ad doesnit up on very many sites, however, unless
you invest a whole lot of your time in seeking mierested webmasters.

If you want to get your banner ad on a lot of sitea short amount of time (and don't want to
pay for it) then your best bet is joining a baneecthange program.

Gog)gle Advertising Programs

. R i - Loogle AdsSense
For Advertisers: Google AdWords For Site Owners: Google AdSense

* Maximize your site’s revenue potential with contextually targeted ads
@ Advertise to people searching on Google and our advertising network

# Reach people actively looking for information about your products and
ser\;mes DIﬁIHE v 9 yeure # Track the success of different formats and locations with online reports

® Customize ads to complement the look and feel of your site

# Easily control costs - pay only when people click on your ad

Ready to start?

/ ?
Ready to start Want more information about AdSense? Leam more »

Want more information about AdWords? Learn more »

Find out how our sales team can help you reach your online advertising
goals. Contact Sales

Looking for an ad server? Check out Google's ad semving solutions



What Makes a Banner Ad Effective?

There are no concrete rules about what makes algaruaer ad. As in all advertising, an

effective banner ad is the product of a numbeifém@nt factors, and there is no sure way to
predict how well any banner ad will do. A lot ofcsessful banner ads are the result of extensive
trial and error experimentation: A Web site putsaaner ad up and monitors the response it gets.
If that doesn't work, the site tries something elbat makes a good advertisement is largely a
mystery.

That said, there are a few qualities that generalife for more effective banner ads in many
situations. If you are mounting a banner ad canmpyay should keep these suggestions in mind:

Post banner ads on pages with related Web contdre more related, the better.
Advertise a particular product or service in yoanber, rather than your site generally.
If you do advertise a particular product or serylocek the banner ad to that part of your
Web site, rather than your home page.

Put banner ads at the top of the page, ratherférdrer down.

Use simple messages rather than complicated ones.

Use animated ads rather than static ones.

Your graphic content should pique visitor curiosigthout being too obscure.

Keep banner ad size small. If the page takes tog to load, a lot of visitors will go on to
another page.

The most important things are to make visually afipg ads with interesting content and to
intelligently place the ads so they are exposealitiences that would be interested in them.
Combining these qualities is a simple notion, fetatively accomplishing this is a complicated
art. And like any art, advertising is constantlpking. New approaches to banner ads pop up all
the time.

One interesting development that has been arouralidnile istargeting. Banner ads that are
targeted appear based on the Internet user'stactar example, advertisers can tkayword
advertising on a search engine, suchfdia Vista or Yahog, so that their ads are displayed when
someone performs a particular search‘ If an achegrtiuys up keywords related to its product or
service, it can probably increase click-througlesabecause the visitor has already demonstrated
an interest in finding sites on that particularjech
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The Internet is an attractive medium to advertideesauseookiesallow sites to gather
information about each visitor. It's a good bet tha future of Internet advertising will involve
extensive use of this technology to target indigidaternet users. Many Web sites are already
experimenting with presenting each visitor withape banner ads that would be likely to
interest them, based on information gathered fromeys and the visitor's Web-surfing activity.

The Future of Internet Advertising

Web experts have been predicting the end of taditibanner advertising for years, noting
dwindling click-through rates. They have sever#fedent ideas of what will replace it as the
dominant means of advertisir@op-up ads advertisements that appear in their own, small
browser window, have been growing in popularity.nM&Veb users find them extremely
annoying because you have to close each browseowirand if there are enough of them, they
can overload some browsers' capacity. Some Integsetirch shows that text links are more
effective than banner ads. This is probably becaaseany Web users are automatically aware
of banner ads and so can easily ignore them wéntelinks are less obvious -- they appear to be
part of the site's content.

Advertisers have also found some success widitstitial ads. Like Pop-up ads, these ads
appear in their own browser window. When a vistarks on a link, the interstitial ad appears
before the browser brings up the linking page. Mgrstitial ads close automatically, so they
are less annoying than pop-up ads, but they bridifthe user's screen, so they definitely make
an impression.

If you keep an eye on Internet news, you will conlly see stories on the death of the banner
ad, as well as stories about upturns in banneueckss. Banner ads will most likely be around
for some time, but it's a good bet they will taleswninteresting forms. As we've all read in
recent years, the Internet is in its infancy, amtbmvasters have only begun to tap its potential.
The same can certainly be said for Internet acsei and since advertising is the main source
of revenue the keeps Web sites going, you can figeitswill continue to evolve at an accelerated
rate.




