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Abstract


This dissertation will explore the relationship between business and customer when it comes to online advertising spaces. Since the development of the first online advertisement has the way that business present themselves changed due to the ever-changing digital platforms? The objectives of this will be to find out if there are any adverse effects on businesses if their online presence isn’t up to the standards of their audience.  

Inquiries into what the users think about the way their favourite brands compose themselves online and whether there is a definitive aspect of online advertising which deters users from following the path in which online ads lead them. 

Concluding at the end with understanding and evidence on the relationship between brands and consumer, having explored case studies on internationally known brands which have been able to capture the attention of thousands through the use of well crafted promotions, against those who have misled users, and taken them onto an online path which they never intended. 
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Introduction

This dissertation aims to cover the issues of online advertising and the notion that it can be intrusive to our online experiences and disrupt users while they are carrying out online tasks, from studying advertising and brand design there has been an influx of online advertising that does not only try and grab users attention but also in some cases interfering with their online experiences. Surfing online on a daily basis has become a maze, trying to navigate through the constant pop up promotional messages and ‘new window’ banner advertising which tends to lead the user to irrelevant sites. 

Exploring the first banner advertisements that appeared online (AT&T) and analysing what the effects of that was to the viewers, asking users themselves how they feel about the ads that they are getting presented and understanding the reason behind individuals engaging with online ads, finding the source of the irritation of online promotions, by asking users and brands themselves on what they think the other perceives of the advertisement and what the desired effect was when the ad was created in the first place. 

In chapter one, I explored the history of online advertising and where the first banner advertisements appeared, what the initial intentions are behind the ad and how users perceived that. The second explores the connection we have with businesses online and the possible negative effect that can occur when trying to advertise online. The final chapter explains about web spaces today, what banner ads have become, how they interfere with users experience and what the users think about the way that brands are being portrayed to them. 

Concluding on the desired effects that marketers hope for when positioning an ad and finding the line between being an annoyance to viewers through the use of generic ads with no creative ability, and generating ads that resonate with the customer, allowing them to engage at their own pace and without disturbing their online experience. 
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Chapter 1: History of Online Advertising

Online Advertising has grown rapidly over the last 20 years, one of the first ads appeared online on hotwired.com on the 17th of October 1994 (Kanarick, 2014). within Since then there has been an increase in need for advertising spaces within online platforms vs content space, which is where primarily you will see banner ads and pop up advertisements. They are primarily placed along the top of the webpage and along the sides, Advertising content is dependant on our browsing history and what products we may have searched online for before.  

There has been a need for businesses to follow the consumer when it comes to advertising as, without users, there is no market. Wherever users have gone in the past it seems that businesses will be soon to follow in order to maintain relationships with their audiences.  

Tracy L. Tuten (2008) explains that “In fact, the very philosophy of advertising has changed, not wholly but in large part, as a result of the opportunities created online” which shows that the methods of advertising have changed, not completely but due to the changes within the technological age and using the internet to creatively capture audiences. Although this isn’t always the case, and they aren’t always creative. 

Pop up ads are not popular with the average web surfer (Rouse, 2005) which does explain the amount of active Adblock plugin users which as of December 2016 was 236 Million users worldwide (Guttmann, 2018). Downloading Adblockers ensures that you aren’t bothered by any promotional material while you are surfing the web.  

“Pop-up adverts have been shown to be effective, with high click-through rates. However, they’re often thought by users to be irritating, as they block the content the user wanted to view and also use valuable bandwidth. If a lot of pop-ups appear at once, they can crash slower web connections.” (Yell, 2011) 

The estimated spend on online advertising in 2019 was 12.8 billion British pounds (Statista, 2019) this seems counterproductive given that the active Adblocker plugins are also increasing, meaning more business are spending money on ads, and more users are spending money to avoid engaging with them. 

Through research and surveys, Yell Business (2011) have managed to describe the experience of pop up ads, detailing that they will slow users devices down as the banner ads themselves use high amounts of bandwidth when placed upon sites, for a reputable business to create a pop up ad that could potentially distract the user and also slow down the device. This could make the difference between users feeling satisfied, or being dettered from completeing the task in hand. 

There is an incentive for the brand to appeal to their viewers within the online platform, generating more creative methods of gaining the attention of potential users, this can be seen from Audi with the ‘curves’ advertisement.

Audi has managed to make the medium rectangle form of banner advertising more engaging for the viewer, they did not stick to the traditional method of static image and a call to action, they made sure that the user could engage with the ad before being directed anywhere else, the ad didn’t lead them to the site, it was the ad that was doing the selling, by providing more of an experience for the user. 
[image: ]
Figure 1: Audi Curves: Almap BBDO, Brazil (2011)
Almap have created a banner ad in which gives the viewer an emotional experience and build a relationship with the brand, using technology that is designed to look like a home screen of a news website. 

[bookmark: _Toc25838328]Users would not be directed to another site or landing page, instead, just click on the steering wheel of the car in the ad and then begin to turn, at this point all the wording of the webpage and the images would slide to one side, demonstrating the smoothness of the curves on the new Audi. This method of using the experience to sell the product rather than previous techniques of trying to push the customer to a certain page would sell the product more efficiently and organically by giving the consumer the opportunity to experience first rather than later.
 
This contrasts with other methods of using the banner ad space, such as static ads with a direct call to action. Spotify has created their own series of medium rectangle ads which would sit on social media and retail sites where advertising has been allowed. The Spotify series are connecting to users using static imagery. 

Aside from the static imagery, it's evident that the marketers who created these ads are trying to attract the viewer through using upbeat visuals and scenarios which would relate to the customer in some way. Using copy like ‘fam favourites’ and ‘midterms have no chill’ are phrases which draw the users attention naturally and without it being distracted or disturbed on the customer to path journey.

The use of contrasting colours and the methods behind them is explained by Jacci Bear, a graphic designer, writer and artist, who regulary teaches about web design. She states that colours, when it comes to design are based more on perception and feeling rather than just concentrating on the contrasting or complimentary aspect of the colours.

Spotify has managed to use the banner in various ways, all with a static image, brand logo, and call to action. Having colour variations of the ad makes it easier to be placed upon contrasting backgrounds, that again pulling the users' attention. 
[image: ]Fig 2. Spotify Banner Ads


[bookmark: _Toc26437690]This makes the ad more visually appealing to the user, giving the brand a higher chance of capturing the users attention, which would then increase the chances of converting the user into a consumer of the brand. 

Spotify as a brand are one of the leading music streaming services, which makes them instantly recognisable and the brand ethos is presented and potrayed within their online promotions, which would encourage users to engage as it is a familirar brand. 







Chapter 2: Connecting
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The first online banner ad went live on October 27th, 1994. And was set up by Craig Kanarick and Otto Timmons. They are the owners of the site and describe the efforts they went through when creating the ad; 

‘We tried to set an example of how corporations could communicate with their audiences.’ (AT&T) What kanarick and Timmons at AT&T had done was open the gate to a broader method of advertising. They proved by using the banner ad that they were able to re-direct users who saw it, leading people onto another site where they were faced with activities which were the first of their kind. One which would eventually become one of the most used advertising methods with brands spending millions each year trying to reach new and old users by targeted advertising.

“Based on these numbers, we have estimated there are approximately 1.7 million organisations in the UK with a website” - Glass.ai (2018) 

This then proved to them that there is an ability to be able to direct users to anywhere if the advertisement was appealing enough and that in theory would then be more likely to convert into a customer for the business. 

Some brands rely on the income of pay per click advertising, “reports indicate that around 95% of Google’s revenue comes from online advertising” (Saleh, Effectiveness of online advertising). Understanding that some brands rely on the income generated from online ads is important as it shows us how they run, but it’s when the user is overrun with ads and pop-ups from the moment the home screen of the site appear, when this happens, it tends to deter the user from proceeding to use the site and more often or not end up with them leaving the site and finding another.

 As Nigel Packer explains in Internet Marketing: How To Get A Website That Works For Your Business, he mentions that “Anything that makes the viewers wait should be avoided as it gives them a chance to leave” (Packer, 2008, p.28) 

This meaning that there is a sense of urgency that needs to be addressed when presenting yourself to the user, if done 
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Fig 3. Themilliondollarhomepage.com
The million-dollar home page was created by Alex Tew in 2005, a student from Wiltshire, England. He created a site purely for advertising. The site is 1,000,000 square pixels and this has been sold off per pixel to brands looking for a platform to connect to the users, even though the site evidently divides your attention to the numerous ads across the website. For users to be able to find one brand among the million other ads on the site seems to be difficult and also the relationship between one brand and the others that are advertised beside it. 
Aside from the million-dollar home page, Tew (2005)  also created Calm, a meditation app which has been downloaded more than 700,000 times. And a by-product of Calm is donothingfor2minutes.com a website where users are encouraged to not use their computer for a whole two minutes in order to ensure screen time is kept to a minimum and regular breaks are being taken.  

While researching into the time we spend on our screens daily, the average time that we are on our screens is about 11 hours a day (Brooks, 2018) this includes any form of screen, so that may be mobile devices, computers or televisions. Study’s that have been undertaken generally look into the screen time of children, and how it can affect mental and physical health will prolonged use. 

“Experts are never going to be able to provide a definitive answer for how much screen time is too much” (Brooks, 2018), with Brooks stating that there isn’t a specific amount of time which we can allocate an individual for screen use, many reports have mentioned that prolonged screen time can lead to adverse effects on our health. 

The side effects that can occur when exposed to screens for an extended amount of time, these are higher chances of eye strain, trouble processing emotions, brain restructuring, and some studies found that prolonged use might be linked to an early death (Thorpe. 2015) 

There have been studies undertaken to see the effect of our time online, although the main focus will be on how the things we see online, influence decisions such as buying or subscribing. BannerSnack.com author Ana Darstaru explains about the most effective spaces online and with the top three being a medium rectangle, large rectangle and leaderboard. 

In contrast to Tew's million-dollar homepage where there is a million pixels worth of services and business trying to grab users attention. It proves that brands need a space much bigger than what Tew was selling in order to be visible enough and within the eye of the viewer, granted the million-dollar home page has been specifically designed for the ads to be placed in that way and the site is basically one whole advertisement. 

Regarding the effectiveness of online advertising, Digiday author Bob Hoffman (2013) explains that the average click-through rate for banner ads is a 0.04% response rate, coming in third to TV spots having a 0.5% response rate and radio being the highest with a 0.13%. 

This meaning that only 4 users would click their ad per 1,000 people that saw it, which doesn’t give much reach in the beginning, yet again if this ad was disrupting users while it was being shown, the chances of the user engaging with that ad would be minimal. 

Strategists will explore all the different avenues possible when advertising online, in order to convert the online viewer into a customer. Julia Mckoy a VIP editor at Search Engine Journal explains the difference between two different types of online marketers. 

The ‘Inbound marketer’, who will allow communication between business and customer, allowing the customer to decide individually on purchasing a product or not, they will provide value and educate while allowing the users to engage at their own pace. And in contrast to this, you have the ‘Outbound marketer’. Outbound marketing seems to be an older form of advertising where the methods used will push upon the consumer to complete the purchase, they will seek out the users through various channels such as print, radio, bandner advertising and cold calling. 

Inbound marketing is more about trying to direct users to the website without directly doing so. This can be done in many ways, blogging, creating a podcast and even infohgrphics, its when the users would see the content, and search for the site rather than going through a reditrected ad. 

McCoy shows that being an ‘Outbound marketer’ doesn't provide much brand experience for the customer. Instead, the marketer will instead just serve the ad without consideration of any benefit to the customer or how they will perceive the ad. Whereas inbound marketers will be more tactical during the conversion process and will appeal more to the customer in the end. This seems like the most effective way to advertise online with it not affecting the relationship between business and customer, only giving the customer the opportunity to engage with the ad at their own pace rather than having no choice.  

When researching into the primary reasons why consumers may make certain decisions online, Mckinsey & Company who are digital consultants, posted an article providing insight into the connection rate online, proving that digital online presence is something that needs to be considered in order to form a good business to customer relationship.   
‘Every day, people form impressions of brands from touchpoints such as advertisements, news reports, conversations with family and friends, and product experiences. Unless consumers are actively shopping, much of that exposure appears wasted.’ (Court. D, Elzinga, D Mulder. S and Vwetvik, J.O, 2009) 
[bookmark: _Toc25838330]
While banner ads have low click-through rates and aren’t the most popular form of advertising today, cases have proven successful in regaining the customer's attention and retaining them as brand followers. 

A Google employee by the name of Bob Arnold explains in an article posted in Data & Measurement, Experience & Design  (2015) ‘The banner creative for our Android Wear campaign increased brand recall and intent by 15.8% and 9.4% respectively’ Arnold. B (2015). In this case, the banner ad has actually increased the brands brand recall by a considerable amount. 

This is then strengthened by Sean Bagheri, a digital marketing expert and entrepreneur. He states that banner ads are effective if they are used in the right website with right strategy (Bagheri, 2017), while he also states that banner ads are not the best for lead generation and sales, they are effective when re-targeting users to brands websites. 
















Airbnb
Airbnb are internationaly known for being one of the most diverse online travel agencies. In order for them to gain the status they have, they set out on a mission in order to change the brand perception and also gain exposure as far across the globe as they possibly could, In order for them to do this, they contacted Google Display (2011) and began using advertising spaces within online sites. Airbnb provide individuals with the chance of staying somewhere unique rather than your average hotel, and this is shown within the banner ad, along with picturesque images showing the locations on where the unique locations are.  This managed to get Airbnb to being one of the most well known travel agencies to this day.
[image: ]
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Chapter 3: Web Spaces Today

Fig 4. Airbnb’s Google Display Banner Ads


The use of the banner ads encouraged users to explore new locations and unique places to stay through the use of well designed banners. This allows them to connect to users in a more natural and emotional way, showing them the potential of Airbnb and enticing them to explore further. From using Google Display, Airbnb managed to go from having 1 listing on their site, too 80,000 listings all over the world, this allowed them to be recognised as a international brand. 
Web Spaces Today
Connecting to the customer through online channels is of utmost importance, which is described by Nigel Packer, Packer has been consulting businesses regarding online interaction with users for years, he has seen first-hand what the effects are of banner advertisements and also pop-ups can do to brands if they are not careful and thoughtful with the execution. 

‘Brand placement is really important on a number of levels, people will crawl over broken glass to buy something from a brand they recognise, whereas a brand they don’t recognise, they aren’t interested in, they are quite happy to go and find an alternative.’ (Packer. N, 2019) 


Packer explains that if brands are looking to place banner ads and pop-ups online where users can find them, they will need to begin to take the customer on the path from initial ideology to fulfilling the purchase from the brand. Backing the claims that pop-ups can interfere with a customer’s experience when trying to purchase products online. 
‘Pop-ups and Adblockers are one of the biggest complaints that anybody has when asked what they hate about websites. The thing everyone says is pop-ups, and one of the issues about this is that it’s a negative as far as the business is concerned because somebody comes onto a website to carry out a particular task, if the task is being interrupted by adverts they forget why they came to the site in the first place.’ (Packer. N, 2019) 

When asked if banner ads and pop-ups could possibly damage a brand’s reputation by interfering with the user experience, Packer explains that website visitors are expecting the journey they have online to be as short as possible, and when banner ads and pop-ups are stopping the visitor on this journey, the chances of that visitor turning into a customer are far less likely than if the customer was to go about their business without the interference from pop-ups or any other spontaneous marketing messages online. Whilst adding that if consumers are looking to purchase a product from big labelled brands, then users are more likely to ignore any push notifications or pop-up advertisements that may appear. 

Push notifications being one of the methods that are also used to send promotional messages, although they can be disguised as text messages on a users device. Web service Push Notification gives comfort and incentive to application users. (Singh, 2017) 

Packer is explaining is that for brands to be able to sell things effectively within an online space, they need to not disrupt the customer on the path to task completion. If users are getting distracted and pulled off the path, then the task does not get completed, the customer has not made a purchase and the brand has not made a good enough impression, given the chance within this environment. 

Brand loyalty as above mentioned by Packer is something the business or brand strive to achieve, but In order to first understand the advertisement, a better perspective would be to look from the eyes of the marketers who create them. 

Steve Olenski, a former contributor to Forbes, wrote an online article back in 2011 titled The Major Disconnect Between Brands and Consumers When It Comes To Social Media and in this he displays infographics explaining what a marketer thinks their ads are doing, and then how the customer actually perceives that ad. 

The statistics show 57% of brands believe that when a customer interacts with the brand online, it would be because they are posting agreeable content for the users to see,  41% believe that the users would like to be heard or seen by the brand, and 40% believing that its due to the users wanting to see and hear about upcoming products or services that the brand is providing. 
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Fig 5: Question asked to marketers

57% of marketers tend to believe that the reason they are being engaged with through social media network and online advertising id due to posting content which is relevant and agreeable, whereas brand loyalty comes in low on the list. 

Seemingly marketers who are representing brands will try to be as relevant to the consumer and they possibly can be, posting relevant content and using trends on social media within the advertisement proves to be beneficial for the marketers as it shows the brands are up to date and keeping up with their viewers. 

Then asking the users on the reasons they interact with brands online provided interesting evidence that contrasted the brands predicitions In a few ways, obtaining views from the users perspective allows us to gain an insight into why there is interaction in the beginning, and also what users are hoping for when they see brands they are familiar with on the same online platforms. 

[image: ]
 Fig 6. Asking Consumers Why They Connected With Brands

When examining the results of the study, there seems to be a consistency with the amount of users who interact with a brand due to the games, contests and promotions that they may be running, with 65% of the participants stating that games, contest and promotions were the reason that they would interact with the brand, is this something that brands would need to incorporate in order to obain the users attention? 

Ben Kunz (2013) explains in 5 (un)alarming Stats About Banner Advertising that while a lot of marketers tend to believe their ads are making an impact, a huge 34% of consumers don’t actually trust banner ads at all, it’s clear that if brands are to try and connect with potential consumers online then taking the route of using social media and posting relevant content to followers can be more effective than using banner ads. 

The reasoning behind the mistrust of ads is down to ads in the past that have led users way further from the site that are visiting. Tom Hooker (2018) a writer and media consultant mentions that Google themselves deleted or upheld around 1.6M advertisements that may have been misleading to the consumer or directed them in the wrong direction. 

The tech giant had managed to find 1.6 million advertisements that users had reported to be misleading, and this was just within the online space, these ads would have either lied to the users, misled them, or interrupted their online service. 

“trick to click" ads often appear as system warnings to deceive users into clicking on them, not realizing they are often downloading harmful software or malware.(Google, 2017). The director of sustainable ads at Google, Scott Spencer, speaks about misleading ads and the forms they may take when being presented to users online, while ads in this form more than often appear in the form of pop up ads, obscuring the users view and giving them no choice but to engage with them. 























Primary Research – Questionnare 

Through conducting a survey-based around online advertising in which 29 people took part, asking them about the experience they have online. Around 75% of the participants who took part in the survey were between the ages of 18 – 24 and 55% of people considered themselves to be experienced when it comes to technology. 
[image: ]
Fig. 7 Primary Research - Q1
When asked during the study how many ads they thought they saw a day, the highest percentage was 33.33% and this being around 21-30 advertisements daily. With some believing they were exposed to more than others, this is dependant on certain circumstances such as what device they may have seen the promotion, what site they are visiting and also how long the user is on the site.  
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Fig 8. Primary Research - Q2
When looking into this further its believed that on average, a Facebook user is exposed to at least 1 advertisement every 2 minutes (Tunikova, 2018) which would amount to 30 ads being showed for every hour that a user may use a desktop.

What was interesting during the study was that when asked if the users bought anything from these ads that they were exposed to, only 33% said yes, while 66% say that they aren’t willing to purchase anything they are shown through a banner or pop up adverts. Which is more illustrative of the average click-through rate mentioned earlier (Hoffmann). 

They were also asked during the study what is the best way for brands to be able to grab the user’s attention, with a lot of respondents mentioning that credibility is one of the main points that leads them into engaging with an advertisement. Users are more concerned with the ad being trustworthy and reliable, and that being the point of engagement. 

Users were given a choice of three reasons on why they would engage with an online advertisement and the results were that the majority of users would engage with an ad because of deals the company may be promoting (43%), the second reason for engaging with ads is due to familiarity with the brand (34%) and the last reason being the design of the ad and the way it was presented to them (21%). 
[image: ] 
Fig 9. Primary Research – Q3

The results above shows results which are consistent with the click through rates, roughly three quarters of the users who participated in the study said that they do not purchase anything directly from these online promotions, with about 27% of participants stating they do. The design of the ads and the integrity of the brand which is presenting them is essential in ensuring banner ads are maximising their potential and gaining the reach they are designed for.

[image: ]
Fig 10. Primary Research – Q4

This is interesting when compared to Olenski’s infographics (2013) which explains how the brands think users are interpreting their ads. Whereas during the questionnaire the main reason for users engaging with the promotion material was due to underlying brand loyalty that they have in the first place. 41.3% of people in the study said that deals entice them to engage with their brands, and 31% said that they engaged with a brand purely because they were familiar with them.  

During the study a question was posed on how many ads users think they see a day, with respondents showing that 10% thought they saw 1-10 adverts a day, with 19% saying 11 – 20, 32% said that they see around 21 – 30 ads a day and about 17% said that are exposed to over 40 ads a day. Obviously, this is dependent on many factors such as a workplace, free time, social media use and travel. 

Considering the number of respondents that said that see around 1 – 10 ads a day, its rather low in comparison to the amount that sees between 21- 30, so it's clear that we are being exposed to more promotional messages on a daily basis than we engage with. The next question posed was that if any of the participants in the study actually buy anything from these ads that are being shown to them, 74% of respondents stated that they don’t buy anything from these ads, which isn’t surprising given the average click-through rate, although what was surprising, that 25% of participants do buy things from banner advertisements and pop-ups ads.

This data shows us that even though that users are being sought out online in order to expand customer bases, a big percentage of users do not interact with brands for the reason of buying new products. There is a sense of relation between a user and a brand when a connection is made, and this is shown to be in favour of deals, promotions and other incentives which the users could take advantage of. 






















[bookmark: _Toc26437692]Conclusion 

When brands try and capture the audience’s attention it needs to be done thoughtfully, with targeted advertising being a cause of concern for most, there is a need for suitable ads to be presented to the suitable viewers. Using outbound marketing methods may not have the desired effect on the viewer due to irrelevant content and placement among the wrong target audience. 

For viewers to be marketed to in the most efficient way possible, they must have the ability to carry out the path to task completion with as minimal disturbances as possible, meaning that if users are to consider an ad to be disturbing while trying to complete a task online, the chances of them engaging with that ad is far less than if they were to be approached in a less intrusive manner.  

Credibility is one of the main recurring points that have been raised within the research, and evidently the more credible the brand is, the more likely users are to interact with, with brands following trends and posting relevant content, it gives the user a subconcious connection to the brand, and the content they see on a daily basis.

Users are learning the methods of brands, hence the number of adblockers that have been downloaded, although seem to not mind as much when the ads are relevant, on-trend and engaging with today's digital society. Therefore it's evident that even though pop up ads have low engagement rates, they may still be appealing to the customer if they are designed and placed in a non-intrusive way, ensuring that no promotional material interferes with them in any way.

Examining all the above arguments, its clear that banner advertisements are not the most popular method in today's age, users like to feel connected to the company and that needs to be done in more of a visual way (such as video’s, relevant content etc.) in order to retain the users attention and help them begin the path to task journey. If brands adopt the outbound marketing technique and are careless when advertising to the potential users, it could have an adverse effect as to what they are hoping and actually generate a negative impact on the company.

This allows us to understand the limitations that banner advertisements have in capturing users attention, with 28% of users who participated in the survey admitting that they would purchase a product from a presented online banner advertisement, and then 71% stating that they would not, its clear that the banner ad or pop-ups need careful consideration before being launched and in front of the viewer. 
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