LUT University
School of Business and Management
Business Administration
Master’s Programme in International Marketing Management (MIMM)

Master’s Thesis
THE ROLE OF CREATIVE DESIGN IN CAPTURING CONSUMER ATTENTION
WITH EFFECTIVE BANNER ADVERTISING: AN EYE TRACKING APPROACH

Sara Jouttijärvi 2019
1st Supervisor: Associate Professor Anssi Tarkiainen
2nd Supervisor: Assistant Professor Joel Mero

ABSTRACT

Author

Sara Jouttijärvi

Title

The Role of Creative Design in Capturing Consumer
Attention with Effective Banner Advertising: an Eye
Tracking Approach

Faculty

School of Business and Management

Master’s Programme

International Marketing Management (MIMM)

Year

2019

Master’s Thesis

LUT University
77 pages, 15 figures, 11 tables and 14 appendices

Examiners

Associate Professor Anssi Tarkiainen &
Assistant Professor Joel Mero

Keywords

Online advertising, banner adverts, consumer attention,
creative design, eye tracking

The aim of this research is to find out what kind of creative design in banner adverts
captures the consumer attention most efficiently. Based on the previous literature,
consumer online behavior affects the attention paid to adverts, while another
important factor to consider is the advert design, the studies of which have had many
controversial findings so far. Thus, a research gap remains on that field.

In the empirical analysis, 80 banner adverts were analyzed in four categories, best
and worst performing banners separately. The analysis was conducted based on
eye tracking data collected from a panelist group consisting of approximately 100
persons. The findings agreed with the previous literature on the propositions that
attention is captured most efficiently with a medium level number of colors, with
photographs rather than graphic pictures, with static formats in the first place and
animation for longer fixation, and with messages mentioning promotion or pricing.
On the other hand, the findings suggested that attention would not be captured most
efficiently with cool colors, with pictures of human face, or with large surface size of
the text element.
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bannerimainosta neljässä kategoriassa. Analyysi perustui silmänseuranta-dataan,
jota oli kerätty arviolta 100 panelistilta. Tulokset yhtyivät aiempaan kirjallisuuteen
siinä, että huomio kiinnitetään tehokkaimmin keskitasoisella määrällä värejä,
valokuvilla ennemmin kuin graafisilla kuvilla, staattisilla formaateilla aluksi, mutta
animoiduilla pidempään, sekä viesteillä, jotka sisältävät promootioita tai hintatietoja.
Tulosten mukaan huomiota ei kuitenkaan kiinnitetä tehokkaimmin viileillä väreillä,
kuvilla ihmiskasvoista tai suurella tekstin pinta-alalla.
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1. INTRODUCTION

The aim of this chapter is to introduce the topic of this thesis and explain why it
should be studied. First, the background of the research is discussed, describing
the current status and relevancy of the topic. Second, the research gap and
research questions are defined. Third, a preliminary literature review is conducted
based on the previous research about the topic. After that, the theoretical framework
of the research is created and the main concepts as well as delimitations of the
study are defined. Finally, the methodology of this research is introduced, and the
structure of the whole study provided.

1.1.

Background

When conducting business at the age when everything is turning more and more
digital, the marketers need to observe how the consumers’ routines as well as the
ways how they relate to information, brands and adverts, are also changing all the
time. Consumers spend a large amount of their time in online environment, and thus
it needs to be found out how to conduct effective online advertising and how the
consumers process the adverts (Munoz-Leiva et al. 2018; Jackson & Ahuja 2016).
The number of available media channels is increasing continuously, and the
advertisers are turning away from the traditional ones and investing more and more
in digital solutions. Choosing the wrong channels can end up being crucial for the
business. (Resnick & Albert 2013; Aslam & Karjaluoto 2017). Consumers are faced
with an information overload as they can encounter thousands of marketing
messages a day, and hence their attention is becoming a scarce resource. (Lee,
Ahn & Park 2015; Huang 2018). Online banners used in display advertising are a
common option available and utilized by many advertisers, but there occurs a lot of
controversial discussion around them.

One of the phenomena around banner adverts is called banner blindness - the
consumers’ conscious decision not to look at the locations on websites where they
know adverts will usually appear on. Banner blindness leads to lower performance
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of the advert type, which makes advertisers hungry for new solutions for measuring
and improving the adverts. (Munoz-Leiva et al. 2018) The performance of banner
adverts is usually examined with measures like click-through rates (CTR), which
focus on describing the short-term effects, although the most important metrics for
the businesses are eventually those which are relevant in long-term periods,
including for example brand awareness, favorability and loyalty. Regarding display
advertising in particular, the optimization of clicks might not be the most effective
type of measurement, since it has been shown that clicks are not that related to the
actual performance metrics, such as conversions. (Resnick & Albert 2013; Fulgoni
2018)

The solutions for conducting online advertising are advancing all the time, and for
example programmatic buying is becoming a standard. With programmatic buying,
the purchase of advertising space is automated through softwares, which facilitates
the advertiser’s decision-making (Paulson, Luo & James 2018). It is based on realtime bidding (RTB), meaning that the bidding on an ad impression happens while it
is generated. Programmatic buying utilizes large amounts of data, due to which the
advertisers can get advanced targeting options – a selection of audiences with
particular interests and behaviors, as well as analytical results of their campaigns,
while the publishers can manage the pricing of their offerings. (Aslam & Karjaluoto
2017; Palos-Sanchez, Saura & Martin-Velicia 2019; Fulgoni 2018). When
everything is becoming increasingly automated, the importance of the creative
solutions is rising, as those provide the elements that can distinguish the adverts
from each other. Furthermore, the performance of the differentiated creative
solutions must be measured accurately, so that the most effective ones can be
found out.

One of the concepts related to the performance of banner adverts, viewability, is
gaining attention in the industry. Viewability describes the problem that the adverts
do not even have an opportunity to have an effect on consumers if the impressions
are not viewable – if the consumers do not actually view the ads. Furthermore, the
consumers will be more likely to be affected, the longer the impression is in-view;
the effectiveness of the adverts is based on the duration of the exposure to them.
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Many creative factors of the advert affect the viewability. (Integral Ad Science 2018)
This phenomenon also addresses the importance of comprehending which are the
factors that capture the consumers’ attention to the adverts. These factors can only
be found out with types of measurement which provide proof of the actual views on
the ads, and not only the clicks.

In this thesis, the focus is on the creative elements of banner adverts, and how they
can be used to capture the consumer attention in online environment most
efficiently. The empirical study is conducted by utilizing an eye-tracking service,
which collects data in real-time from a Finnish panelist group. With this type of
methodology, it will be possible to examine how the adverts have been noticed in
reality. This research provides valuable insights to the industry regarding the
optimization of the creative design of banner adverts. Theoretically, it aims at
fulfilling research gaps regarding effective online advert design, as well as
expanding the existing theory about attention paid to advertising into online
environment.

1.2.

Literature review

Online advertising has been around from the middle of the 1990s, and it has also
been studied since. The research conducted on the topic has evolved considerably
from the early years. Nowadays, there is more and more advanced research
available very frequently, and by far most of the significant studies have been
published during the 21st century. The researches have included various topics
regarding online advertising, such as business models, research issues, internet
advertising landscape and strategies, evaluation of online performance, customer
relationships management, consumer behavior as well as pricing. (Nadia,
Schibrowsky, Peltier & Nill 2013; Corley, Jourdan & Ingram 2013)

Online advertising differs from the traditional one in many ways, such as it does not
consist of interactive human mechanisms and it includes performance metrics that
can be observed immediately - hence, it is also measured differently (Wang & Hung
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2018; Braun & Moe 2013). The benefits provided by online advertising include, for
example, more precise targeting, data-driven user profiling, concrete analytical
results, as well as lower costs and flexibility. In addition, online advertising gives the
consumers a possibility to interact directly with the advert. (Aslam & Karjaluoto 2017;
Zeff & Aronson 1997, 10) There are three main fields of online advertising which
can be clearly distinguished from each other: search engine, display and social
media advertising. These three areas are independent regarding initial set up,
pricing, results and network players. In addition, each of them provides a different
contribution to the overall effectiveness of online advertising. (Aslam & Karjaluoto
2017)

Search engine advertising refers to advertising showing up against targeted
keywords on search engines and a lot of research has been conducted about the
topic (Nadia et al. 2013; Aslam & Karjaluoto 2017). Social media advertising is a
relatively new topic and the studies about it have been focusing especially on the
effects regarding the attributes of the brand. Display advertising can be described
as the original form of online advertising, as it was the first form to be used, but the
increasing amounts of data and different stakeholders have made the advertising
type eventually much more complex. (Aslam & Karjaluoto 2017)

Display advertising refers to advertisers targeting consumers online with different
kinds of formats, such as static banner adverts, flash-based media, or video. Display
advertising campaigns can have different kinds of goals, for example, a branding
campaign might aim towards a maximized reach, whereas the goal of a direct
response campaign is to achieve as many conversions as possible. (Aksakalli 2012)
There are also different types of display advertising. With affiliate advertising, the
advertiser rewards the affiliate channel through which the consumers interact with
the brand. Retargeting takes into account the consumers’ previous actions, whereas
the goal of prospective advertising is to find new customers. Video adverts can also
be considered a type of their own. All of these various types should have their own
goals in order to perform most effectively. (Ghose & Todri-Adamopoulos 2016)
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The main features and topics studied about display advertising include for example
animation, timing, type, content, performance, real-time bidding, as well as
retargeting (Aslam & Karjaluoto 2017). Overall, the advert design has been studied
to some point. Regarding the online advert design, three different categories have
been distinguished: ad content, ad form and ad action. Out of these three, ad content
– the message and meaning of the advert, seems to be particularly important to
consumers. Furthermore, in general, the features of ad form, such as color, size,
picture and location, tend to be associated with favorable behavioral responses by
the consumers, whereas the action features, such as frequency and movement, with
negative ones. In addition, regarding the ad form, a particularly important aspect to
consider seems to be the aesthetics of the advert (Tang, Zhang & Wu 2015).

Also related to display advertising, the concept of banner blindness has been
developed as early as in 1998 and it has been a topic of many previous researches
as understanding it is very useful in assisting advertisers. (Benway & Lane 1998;
Resnick & Albert 2013) Furthermore, banner blindness is associated with consumer
online behavior, which also forms an important topic in the field of online advertising.
Consumer online behavior has been categorized and explained in many various
ways. Important observations include for example the distinguishment of active and
passive search mode, goal-orientation versus free browsing, as well as approach
and avoidance towards adverts. (Ghose & Todri-Adamopoulos 2016; Muñoz-Leiva
et al. 2018; Resnick & Albert 2013; Tang et al. 2015) All of these are related to
display advertising and the effects that consumer behavior can have to noticing the
adverts.

What comes to the measurability of online advertising, digitalization has advanced
it by providing advertisers with access to large amounts of data, including the clicks,
website visits and online purchases by all the consumers who see their adverts,
which makes the possibilities greater than with traditional media. However, the
greater possibilities lead to greater challenges regarding various effects and the real
effectiveness. In addition, the models used for measuring the performance are
typically based on ad-hoc evaluation or simplistic performance metrics. (Johnson,
Lewis & Nubbemeyer 2017; Ghose and Todri-Adamopoulos 2016). Cost-Per-Million
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(CPM), Cost-Per-Click (CPC) and Click-Through-Rate (CTR) are among the most
common measurements used for estimating the cost-effectiveness of online adverts
and the attention consumers pay to them (Novak & Hoffman 2000; Wang & Hung
2018). However, Wang and Hung (2018) point out that it is difficult to understand an
impact on consumers’ decisions and emotion using CTR or such measures. The
problem is that the high cost of running more advanced experiments with online
adverts has been limiting their usage so far (Johnson et al. 2017).

Since the late 1990s, several techniques for examining the effectiveness of online
advertising based on consumers’ nonverbal body responses have also been
introduced. These methods include for example neuroscience, facial coding and eye
tracking. (Hill 2003; Drèze & Hussherr 2003) Eye tracking is a widely spreading
methodology, by which consumers’ eye gazes can be recorded and the positions
they fixate on websites can be figured out, which helps in analyzing consumer online
behavior. Furthermore, consumer behavior (e.g. CTR) is one of the factors forming
the banner effectiveness. The other factors include the user information processing
(e.g. attention) and characteristics related to communication, which might create
specific attitudes towards the advertisement. (Munõz-Leiva, Hernández-Méndez &
Gómez-Carmona 2018; Wang & Hung 2018; Naidoo & Hollebeek 2016)

In conclusion, online advertising and its effectiveness has been studied for
approximately 20 years and the research is evolving all the time. The methodologies
for measuring and developing online advertising are also advancing. Looking more
precisely at display advertising, the most interesting topics right now include realtime bidding, consumer behavior, measuring the performance as well as the advert
configuration (Aslam & Karjaluoto 2017; Ghose and Todri-Adamopoulos 2016;
Resnick & Albert 2013; Benway & Lane 1998). The focus of this research is on the
advert design, but the following theory will also address consumer behavior, as it is
important to contemplate what kind of consumer-related factors affect the attention
paid to the adverts in the background.
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1.3.

Research questions and theoretical framework

When examining the previous research, it can be discerned that most of the studies
conducted about banner advertising effectiveness with eye tracking have usually
been carried out in a laboratory setting with a relatively small test group. Also, the
research has been mainly focusing on why the consumers avoid the adverts and
what kind of behavioral factors affect their attention. Some studies have also been
conducted from the creative point of view, but still there occurs a lot of controversy
and conflicting results regarding the optimization of the advert design. There are no
clear guidelines for advertisers to follow what comes to creating effective banner
adverts.

To assist in fulfilling this research gap, the aim of this thesis is to find out the most
effective properties of key creative elements in banner adverts, the main research
question being:
“What kind of creative design in banner adverts captures consumer
attention most efficiently?”

The main question is answered to with the help of three sub-questions:
SQ1: ”Which factors explain consumer attention towards banner adverts?”
SQ2: ”What different creative elements can be utilized in banner advert design?”
SQ3: “What is the role of creative design in capturing consumer attention in online
environment?”

The theoretical framework of the research is presented in Figure 1 below. The
framework represents the research context (online environment and banner
adverts), as well as the main theoretical topics of the study (advert design, consumer
behavior and attention) and their linkages. The theory part of the thesis is built
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around the theoretical framework, and together with the empirical study, it assists in
answering the research questions presented above.

Figure 1. Theoretical framework of the research

1.4.

Definitions and delimitations

In this chapter, the key concepts of the research, as well as concepts regarding
online advertising, will be defined more precisely in order to clarify the topic. There
are a lot of concepts associated with online advertising, but the ones that need
further definition regarding this research are listed below.

Banner advertising refers to online display advertising conducted with banner
adverts (banner ads) (Aksakalli 2012). Banner adverts ads can be static or animated
and have different kinds of formats, regarding their size and placement. This study
focuses on banner adverts shown on the desktop.

The creative design of banner adverts indicates the different elements taken into
consideration in the advert design. This research addresses the following elements:
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location, format (size and shape), color, animation, picture, text, creative complexity
and creative strategy (message).
Consumer attention refers to consumers’ decision to focus on certain stimuli while
ignoring others during the human cognitive process (Martinet, Lablack, Lew &
Djeraba 2009). The consumer attention to banner ads is addressed in two ways in
this research: what captures the attention in the first place, and what holds it the
longest.

Banner blindness indicates the absence of gaze fixation on banners, and it occurs
when consumers consciously avoid banner ads (Hervet, Guérard, Tremblay &
Chtourou 2011; Benway & Lane 1998). It can be thought as the opposite of capturing
consumer attention.
Impression refers to the phenomenon where a publisher’s ad is displayed on the
screen of a consumer for them to view it when they are visiting the publisher’s
website (Aksakalli 2012).

Viewability refers to the phenomenon that a banner ad impression is classified as
viewable, when at least 50 % of the pixels are on the screen for at least one second.
Many factors, including the device being used as well as the format of the ad affect
the viewability. Overall, viewability is increasing. (Integral Ad Science 2018)

Click-through rate (CTR) is a common, though debatable, measure for online
advertising performance. It describes the ratio between the number of clicks an ad
receives and the number of times it is shown (Aksakalli 2012, Google Ads 2019).

What comes to the delimitations of the research, it must be noted that the focus is
on the basic key creative elements of banner ad design, out of which the ones
included in the empirical study are the color, picture, text, animation, as well as
message content. The aim is to find out the most effective ways to design banner
adverts, which will help advertisers to conduct successful online advertising. The
focus of the research is more on the visual aspects of the design, and the content
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of the marketing message is only addressed lightly. Only one banner format will be
studied for avoiding unreliability. Consumer online behavior, as well as banner
location, format and design complexity are addressed in the theory for
understanding the background and the whole phenomenon better, as well as for
helping to analyze the results, but they are not directly studied in the empirical part.
The focus of the research is on the consumer attention, and other factors such as
ad recall or memory, and brand preferation are excluded from the study.

1.5.

Research methodology

This research utilizes a combination of quantitative and qualitative methods, for it
examines the relationships between different variables by utilizing numeric and nonnumeric data (Saunders, Lewis & Thornhill 2016, 165-166). The data of the
dependent variables is quantitative, whereas the whole data utilized includes also
images of the banner creatives, and non-numeric interpretation is utilized in the
analyzation. The dependent variables of the study describe the consumer attention
and independent variables the selected creative elements of banner adverts.

The consumer attention is examined in two ways. First, the number of views the
banners studied have had compared to the number of impressions detected on the
webpage is considered. Additionally, the length of the average viewing time that
each of the banners have been looked at is taken into account. What come to the
independent variables, the creative elements are examined in terms of propositions
formed based on exploratory research on the previous literature. Furthermore, these
propositions are analyzed with descriptive research. The research design and
methods are discussed in more detail in Chapter 5.

1.6.

Structure of the study

The introduction chapter has represented the topic of the thesis, the previous
literature published on the topic, the research problem, questions and delimitations,
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as well as the research methodology. The actual research consists of three parts.
First, the theory part of the study covers consumer online behavior as well as online
advert design. Second, in the empirical part, the research description and analysis
methods are discussed in more detail, and findings of the research provided. Finally,
the discussion and conclusions chapter summarizes the research, provides its
theoretical and practical implications, as well as addresses its limitations and
suggestions for further research.
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2. CONSUMER ONLINE BEHAVIOR

Due to the large amounts of data and advanced technologies, it is not difficult to
gain deep insights about consumer online behavior nowadays. However, as there
are more and more various advertising choices available, the online journey towards
purchase has become more complicated. (Ghose and Todri-Adamopoulos 2016)
Consumer online behavior – how consumers act online and why, is a highly relevant
topic in the marketing field and it needs to be understood properly in order to reach
the consumers in online environment.

Consumer online behavior regarding advertising can be categorized into four
different types, based on the behavior direction, as well as intensity. These
categories include active approach, passive approach, active avoidance as well as
passive avoidance. Active behavior indicates that the consumer takes some kind of
action towards the online advert, whereas through passive behavior, little effort is
taken to change the prevalent action. (Tang, Zhang & Wu 2015) Furthermore, there
are also two different types of search modes that can be exploited while consumers
look for information online. Active search indicates that significant effort is put into
collecting information through, for example, search engines and websites. On the
other hand, in passive search mode, exogenously appearing information sources,
such as banner adverts, are utilized. Exposure to banner adverts might increase the
searches consumers conduct of the brand or product in question, and they are
argued to have a significant effect on consumers’ conversion. In addition, when the
exposure to the adverts becomes longer, the consumers are more likely to engage
in direct search behavior. (Ghose and Todri-Adamopoulos 2016)
It is difficult to capture the consumers’ attention with banner adverts in the web full
of various distractions. That said, another aspect to take into account is that even if
the adverts are seen, the consumers do not recall most of them afterwards,
especially if they have been performing some type of specific task on the website
(Muñoz-Leiva et al. 2018). Different types of action should be performed depending
on the type of the problem; if the advert is not viewed, advertisers should focus on
changing the design or location of it, whereas if it is not recalled, the advert should
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be matched with the consumers’ tasks through different techniques, such as user
profiling or search query matching. Furthermore, regarding the consumer attention,
the cognitive capabilities, such as working memory capacity and focused attention
capability, as well as the experience in multitasking environments have an effect on
how easily the attention is captured. (Resnick & Albert 2013) In the following subchapter, the concept of consumer attention is examined more profoundly. After that,
two phenomena which affect the attention paid to banner adverts in particular,
banner blindness and consumer task type, are covered.

2.1.

Attention capture

The effectiveness of advertising is highly dependent on the factors that capture
consumers’ attention. That is because the information processing of consumers first
begins with exposure to the ad, which in turn generates attention and perception,
and only after that comprehension, which finally might lead to conversion. (McGuire
1976; Grigaliunaite & Pileliene 2017) Thus, understanding how the attentional
process works is critical for advertisers.

The visual attention consumers pay to advertisements in general, can be described
with two mechanisms: bottom-up, indicating the stimulus, as well as top-down which
refers to the person and the attention process. In addition, the attention captured by
different ad elements can be independent or dependent on their size – these
different attention types are called baseline and incremental attention. Furthermore,
attention transfer from one ad element to others can be independent; endogenous,
or dependent; exogenous, on the size of the elements. (Pieters & Wedel 2004;
Knudsen 2007) All of these factors and their connections are described in Pieters
and Wedel’s (2004) framework in the Figure 2 below. The framework is originally
created for examining attention capture to print ads, but it can be generalized with
some caution to address banner adverts as well.
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Figure 2. Determinants of attention capture and attention transfer to advertisement
elements (Pieters & Wedel 2004)

Bottom-up factors describe the ad elements capturing attention to adverts quickly
and without any effort, even when the consumer is not actively looking for them
(Yantis & Jonides 1984; Pieters & Wedel 2004). These kinds of salience determining
factors include, for example, the shape and size of the advert (Janiszewski 1998).
In the Figure 2 above, the bottom-up effects are represented by the arrows 1 and 2.
The top-down factors, on the other hand, are associated with the person looking at
the ad, and their attentional process. These factors, such as product involvement,
motivation or brand familiarity, urge the person to spontaneously either pay more or
less attention to the ad. (Pieters & Wedel 2004) Thus, the attention depends on the
goals and expectations of the consumer (Knudsen 2007). The top-down personrelated effects are described with the dotted arrows in Figure 2. The process factors
describe the effect that attention paid to a specific ad element, regardless of its size,
has to the attention paid to the other elements. These effects are described by the
arrow 3 in the Figure 2. (Pieters & Wedel 2004)
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Another division regarding the factors that affect attention capturing of adverts is
categorizing them into external and internal. External factors are context specific
and they are dependent on the media form used in advertising. Internal factors can
be further divided into person-related, as well as ad message-related, out of which
the latter are the ones that advertisers can gain advantages from. (Franch & Albiol
2013; Grigaliunaite & Pileliene 2017)

What comes to the attention capture, baseline attention indicates the attention paid
to an ad element, when it is independent of the element’s size or other factors.
Baseline attention is caused by the visual pop-out of the element, at least to some
point. Incremental attention, on the other hand, describes the extra attention
captured by an ad element which is caused by the increase in its size. The higher
the incremental attention is, the higher the size elasticity of attention for the specific
ad element also is. (Pieters & Wedel 2004) Another factor to consider regarding the
level of attention captured, is the consumer’s type of vision. Consumers can look at
the adverts through focal or peripheral vision. Focal vision indicates that consumer
is looking at the advert directly, and thus processes the information more deeply.
With peripheral vision, consumer is not looking at the advert directly and therefore
information processing is not as deep. (Guitart, Hervet & Hildebrand 2018)

As stated above, the attention transfer from one ad element to the others can be
exogenous or endogenous. Exogenous transfer (arrow 2 in Figure 2) indicates that
the size of a specific element has an effect to the attention paid to other elements.
For example, when the size of the picture element increases, it may simultaneously
decrease the attention paid to the text element. The attention transfer is endogenous
(arrow 3 in Figure 2) when the attention paid to a specific element depends on the
attention paid to other elements, independent of their sizes. For example, the
attention to the picture element may urge the attention to the text element as well,
independent of the factors that first captured the attention to the picture. (Pieters &
Wedel 2004)
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2.2.

Banner blindness

Banner blindness describes a phenomenon that has a major role regarding the
attention paid to the advert and its different elements. According to Benway and
Lane (1998), banner blindness can be determined as the consumers’ tendency to
avoid viewing banner adverts or anything that might resemble those. It is important
to comprehend banner blindness as it helps in understanding the human attention
theoretically (Resnick & Albert 2013).

Banner blindness is explained by inattention blindness which portrays a
phenomenon where an observer is focused on one present stimulus and hence
does not pay attention to a new appearing stimulus (Mack & Rock 1998). When the
distractions are expected, the observer forces themselves to be focused even
strongly on the primary stimulus. However, if the appearing distractor is unexpected,
it might be more difficult for the observer not to focus their attention to it. (Most &
Simons 2001, 151-176; Resnick & Albert 2013) In addition, the similarity between
the primary stimulus and the distractor may affect the inattention blindness, as the
observer is more likely to put attention to the distractor if it is related to or shares
some characteristics with the primary stimulus (Most & Simons 2001, 151-176).
Moreover, the nature of the observer’s task might affect the inattention blindness;
tasks that use large capacities of working memory and hence require strong focus
decrease the likelihood of noticing the distractor (Fougnie & Marois 2007).

While inattention blindness explains the whole phenomenon, there are also more
practical explanations for banner blindness including, for example, the following
factors: predictability of the advert locations, consumers not expecting to gain
valuable information from the adverts, and the fact that adverts are seen as
distracting and intrusive (Resnick & Albert 2013; Munõz-Leiva et al. 2018).
Furthermore, the first banner ad the consumer sees might be given more attention,
whereas regarding the following adverts, the attention paid to them decreases while
banner blindness increases. This might be explained by the fact that the consumers
learn the website locations where the adverts appear on, and thus avoid looking at
them. (Resnick & Albert 2013; Zouharová, Zouhar & Smutny 2016)
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One suggested solution for avoiding banner blindness is using a banner which
modifies the structure of the website (Hervet et al. 2011). Also, according to
Zouharová et al. (2016) the effectiveness of banner ad can be increased with
optimizing its location regarding the website’s structure; the banner should not be
carried from one page to the following, but it should appear in a previously
unoccupied location. Another way to prevent banner blindness is argued to be
changing the shapes of the banners. As consumers are used to the most common
banner shapes, they pay more attention to new kind of shapes. However, it must be
noted that after the new shapes have been viewed for a several times, they begin
to lose their efficiency in attention capturing as well. (Liu, Lo, Hsieh & Hwang 2018)

2.2. Consumer task type

In addition to the previously mentioned active and passive approach and avoidance,
as well as active and passive search, consumer task type is an important division to
consider in the consumer online behavior. It can be acknowledged, that consumers’
task-specific workload has an effect on how they pay attention to distractions. What
comes to online advertising, the more specific the task or goal is, and the more the
advert is not associated with that goal, the more there occurs banner blindness. On
the other hand, when consumers are browsing the website more freely, without a
specific task or goal, they are more likely to notice and recall the adverts than they
would have been when goal-oriented. (Resnick & Albert 2013; Lapa 2007;
Pagendarm & Schaumberg 2001; Burke, Hornof, Nilsen & Gorman 2005; SungJoon 2003)

Identifying the task type consumers usually perform on specific websites is
important because it should affect how the adverts are designed. For example,
according to Wojdynski and Bang (2016), weaker marketing message arguments
are sufficient when the adverts are relevant regarding the consumer’s task.
Furthermore, the adverts should be designed to be targeted at consumers in the
early phase of the purchase funnel, because they are assumedly browsing the
internet more openly then, and early targeting can amplify the advertising
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performance to even four times. (Resnick & Albert 2013; Ghose & TodriAdamopoulos 2016). However, if the goal is to target consumers who are already in
the later phases of the purchasing funnel, whose goal is to analyze and compare
the products more deeply, investments should be put into the most effective advert
locations. (Ghose & Todri-Adamopoulos 2016) In addition to identifying the task
type, it is also important to comprehend why consumers search for information
online and utilize banner adverts in particular. These reasons include, for example,
the desire for product knowledge, boredom or passing time, practical reasons, twoway communication, maintaining social relationships, as well as curiosity. (SungJoon 2003)

In some cases, banner blindness might not occur even if the consumers are in active
search mode with task-related selective attention, because most of the consumers
at least glance at the adverts in any case. Generally, consumers can be assumed
to approach adverts because they expect to benefit from them at some level.
However, this kind of visual attention to adverts happens at a low level of awareness,
which leads to the fact that most of the consumers do not recall the brand being
advertised afterwards. In addition, even if the advert is viewed, but it does not
include relevant content for the consumers’ tasks, they will forget it quickly. (MuñozLeiva et al. 2018; Hervet, Guérard, Tremblay & Chtourou 2011; Tang et al. 2015;
McCoy, Everard, Polak & Galletta 2007) One possible way towards effective banner
advertising which considers the consumer task type could be that the adverts would
appear only after the consumer has already had some time for information search
(Muñoz-Leiva et al. 2018).

To conclude this chapter, the different top-down (person and process) and bottomup (stimulus) factors explaining banner blindness are listed in Table 1 below. The
table also includes the stimulus factor related to the online advert design, which is
the point of focus of the following main chapter.
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Table 1. Top-down and bottom-up factors explaining banner blindness
Person

Not expecting to gain valuable information from the advert (low motivation)
Adverts are seen as distracting and intrusive (low product involvement)
Active vs. passive search
Consumer task type; similarity between primary task content and ad content

Process

Inattention blindness: strong focus on present stimulus (goal/task)
Predictability of the advert location (memory)

Stimulus

Ad design: ad form, ad content and ad action
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3. ONLINE ADVERT DESIGN

Online advert design describes the various characteristic of the advert; location on
the website, complexity and creative elements, amongst all. The design has a critical
role when examining how the consumers pay attention and attend to, as well as
recall the adverts, as it can be customized according to advertiser’s desires (Resnick
& Albert 2013; Goodrich 2011; Aslam & Karjaluoto 2017). Even if the other factors,
such as website context and consumer task type are favorable, the advert needs to
be situated right, designed to look good visually and have relevant content in order
to attract attention. Furthermore, different target groups with various preferences
should be targeted with adverts composed with different kind of designs (Sung-Joon
2003).

Online advert design has evolved over time, and nowadays there are many kinds of
features available. Utilizing various features can make the adverts more difficult to
be ignored, but it might not always be the most effective solution. For example, if
the adverts are obtrusive, it might result in more conversions, but on the other hand,
if the website content is relevant for the advert, the obtrusiveness might decrease
the performance instead. Therefore, it might be beneficial to distinguish text-based,
context-related adverts which are highly targeted from visually effective, less
targeted adverts. (Goldfarb & Tucker 2011) All in all, online advert design can be
categorized into three different types: ad form (e.g. picture, text, color, size, location
and animation), ad content (the message and its meaning) and ad action; the
interactive design features (e.g. timing, frequency and movement) (Tang et al.
2015). In this research, the focus is mainly on the ad form category. The ad content
is also addressed shortly, but the ad action is not covered.

3.1.

Ad form

The ad form describes how the message of the advert is presented using different
style options (Tang et al. 2015). It is a part of the internal message-related factors
affecting consumer attention (Grigalunaite & Pileliene 2017). There are various
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elements affecting the ad form, out of which the advert’s location, format, color,
animation, picture, text, as well as complexity are discussed in the following
chapters.

3.1.1. Location

In general, consumers browse the website starting from the top left and ending up
in the bottom right, and the adverts appearing in that path are more likely to be
noticed (Bucher, Cutrell & Morris 2009). Thus, the most common and attention
capturing banner advert locations are the top of the website as well as right side of
the page (Resnick & Albert 2013; Grigaliunaite & Pileliene 2017). Furthermore,
consumers are claimed to pay attention to and recall the adverts more easily when
they are located on the central slots at the top of the page (Burke, Hornof, Nilsen
and Gorman 2005; Huang 2018).

As discussed previously with banner blindness, consumers use their experience on
website browsing to particularly avoid banner locations (Hsieh & Chen 2011).
Referring to that, Ghose et al. (2016) suggest that it is more effective to purchase
adverts in locations that are not the most utilized ones, as the consumers do not
anticipate that the adverts would appear there. However, when consumers are
browsing more freely, purchasing adverts in predictable locations is argued to
actually maximize the value of the advertisement budget. Nevertheless, banner
blindness is the strongest when the consumer task type is goal oriented and the
advert is located at a predictable are of the website. When both or one of these
aspects is incorrect, consumers notice the advert better. (Resnick & Albert 2013)

All in all, there is still need for more research on how consumers predict the adverts
on different locations of the website. (Resnick & Albert 2013) It could also be useful
to conduct prior research on the website that the adverts appear on, if possible. The
research should include the consumer task type usually performed on the site, and
afterwards the advert should be designed based on that information, so that it would
not cause annoyance but rather improve consumer attention and recall. (MuñozLeiva et al. 2018)

29

3.1.2. Format

The format of the banner advert indicates both its shape and size. There are various
horizontal and vertical formats to choose from based on the goals and the budget
of the marketing campaign. The most common ones recommended by Interactive
Advertising Bureau (IAB) Finland (2019) are represented in the Figure 3 below.

Figure 3. The most common banner formats recommended by IAB Finland (2019)

It is claimed that the larger the banner advert is, the more efficient it is in generating
clicks (Baltas 2003; Robinson, Wysocka & Hand 2007; Obal & Lv 2017). North and
Ficorilli (2017) agree that the size of the advert has an important role in the
effectiveness measured by CTR. However, contrary to previous research, they
suggest that when the size of the advert increases, the clicks actually decrease. The
authors explain that with the suggestion that larger adverts can be thought to be
irrelevant, contain generic products or even lead to malware.

As can be seen from the Figure 3 above, the banner formats do not only differ in
size, but they can also be horizontal, vertical or square-shaped. The horizontal ones
are usually located at the top of the webpage and they are argued to capture the
attention of more contacts in general than the vertical ones, the location of which is
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usually at the side of the webpage (Li et al. 2016; Google AdSense2019). According
to Google AdSense (2019) wider formats are usually more efficient than vertical
ones, because the format enables consumers to read more text with one glance.
However, there are also controversial results available, and for example
Grigalunaite and Pileliene (2017) claim that on newspaper websites, the most
attention capturing format is vertical on the top right of the webpage, and the
horizontal on the top of the page comes second after that.

Regarding the length of the gaze fixation, there are no significant differences
between different formats when examining a period less than 30 seconds. However,
as the period lengthens, the vertical formats are argued to hold the attention better.
This could be explained by the difference in the locations of different formats;
horizontal banners at the top of the page capture the attention more easily, whereas
after some time the consumers start to focus on the information area of the page,
next to which the vertical banners are situated to. (Li et al. 2016)

3.1.3. Color

Color is a meaningful element what comes to capturing attention with adverts in
general, including banner adverts and creating clicks through them (Schindler 1986;
North & Ficorilli 2017). The effectiveness of color can be measured, for example, by
examining the performance of the hue, brightness, contrast, or the number of colors
(Schindler 1986; Lohtia, Donthu & Hersberger 2003). A medium level number of
colors is claimed to be more efficient than low or high number (Lohtia et al. 2003).

Overall, colors can be divided into warm (e.g. red, orange, yellow) and cool (e.g.
green, blue, violet) hues. Warm colors are perceived as aggressive and they stand
out more easily, whereas cool colors are more neutral and calming. (Schindler 1986)
One way to enhance the attention capturing of cool colors is to brighten them,
whereas warm colors should be dimmed in order to avoid standing out too much
and warning about the adverts (Schindler 1986; North & Ficorilli 2017). The most
studied warm color is red, and it is argued to be less efficient than for example blue
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or photographs (North & Ficorilli 2017). However, the role of color in attention
capturing is claimed to be limited (Moore, Stammerjohan & Coulter 2005).

The color contrast is argued to advance the legibility of the adverts. For example,
color combinations like black and yellow, green and white, blue and white or red and
white represent high contrasts and are thus more pleasant for consumers to read.
(Schindler 1986) However, according to Moore et al. (2005) the color contrast
between the background color and the text element of banner adverts does not
affect the level of attention paid to them.

Nevertheless, color-text congruence, defined so that the content of the text element
and the meaning expressed by the color are matched, is claimed to enhance the
attention paid to the adverts. The congruence can be concrete (e.g. blue is
associated with the sky) or abstract (e.g. read indicates danger). Thus, it is
suggested that colors also have meanings behind them and dividing them into only
warm and cool is not enough. The abstract meanings of the colors can be harshly
divided so that red indicates negativity, whereas green and blue positivity. Moreover,
green and blue are argued to capture attention most efficiently when there is
concrete congruence between the color and the text. (Zhang, Bao and Xiao 2019)

One factor that could explain the color-text congruency is visual fluency. It refers to
the experienced easiness of visual processing; easily processed adverts are more
likely to be noticed and preferred by the consumers, because the experience is more
positive. (Winkielman, Schwarz, Reber & Fazendeiro 2003, 75-89) For example,
functional colors should be utilized for functional products, whereas sensory-social
colors for sensory-social products (Bottomley & Doyle 2006). However, it could be
also assumed that the legibility is an important factor regarding visual fluency, and
thus it could be presumed that the high contrast between text element and
background color also enhances the attention paid to ads, in contrary to what was
claimed by Moore et al (2005).

Furthermore, the congruence between the website context and the color of the ad,
as well as the website color and the color of the ad are claimed to enhance the
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performance of the ads (Moore et al. 2005; Chiu, Lo & Hsieh 2017). If the color of
the banner ad is similar to the background color of the website, the duration of the
consumer’s fixation on the advert is claimed to be longer. This can be explained by
the fact that it is more difficult for the consumers to consciously avoid the locations
of adverts when the colors of the advert and website are similar to each other. Thus,
the color similarity should be increased to decrease the boundary between the
website and the advert. (Chiu et al. 2017)

3.1.4. Picture and text

What comes to traditional advertising, such as print adverts, the picture is claimed
to be the most significant element in capturing consumers’ attention, especially in
terms of baseline attention. The size of the picture, however, does not seem to be
that significant. (Pieters & Wedel 2004) Also, regarding banner adverts, the picture
is claimed to be more effective in attention capturing than the text element (SungJoon 2003).

The pictures in adverts may have secondary or central effects regarding the
persuasiveness, and their effectiveness is linked to the consumers’ information
processing capabilities. They may also decrease the efficiency of the verbal content
of the adverts. For example, an attractive picture (e.g. a model) can harm
consumers’ processing of a rational message. Adverts containing a picture of the
product or no picture at all might be more persuasive than those with attractive
pictures, especially when communicating about the functionality of the product.
(Kergoat, Meyer & Merot 2017) However, regarding attention capturing, it is argued
that human face is actually one of the most effective picture options (Langton, Law,
Burton & Schweinberger 2008; Adil, Lacoste-Badie & Droulers 2018; Sajjachopulant
& Ball 2014). Furthermore, banner adverts are claimed to attract more attention
when there is a picture of human face, the gaze of which is directed towards the text
element, the product being advertised, or the viewer (Sajjachopulant & Ball 2014).

What comes to the text element, especially the headline or other large text has an
important role in attention capturing (Pieters & Wedel 2004; Rayner, Rotello,
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Stewart, Keir & Duffy 2001; Grigaliunaite & Pileliene 2017). In contrary to pictures,
the size of the text element seems to have an impact to the attention level. This is
explained by the fact that when the size of the text surface increases it gains more
attention than what is simultaneously lost or shifted from other elements. It must be
noted that the surface of the text can be enlarged by many means, such as font size,
text amount, or even by the amount of information it provides. It has also been
studied that brand familiarity might increase the attention paid to the text element.
Thus, well-known brands might benefit from increasing the surface of the text
element in their adverts. (Pieters & Wedel 2004) Compared to the picture element,
text is claimed to gain a larger amount of fixations and it is looked at before other
elements, whereas the fixations on the picture are longer (Rayner et al. 2001).

When examining banner adverts more precisely, there are controversial results
available regarding the text element. In some cases, short messages are claimed
to be most effective (Baltas 2003), whereas in others longer messages are argued
to provide the most efficient solutions (Robinson et al. 2007). It could be assumed
that short messages are more rapidly and easily processed, whereas long ones hold
the attention better as they provide more information.

Another significant factor to consider is the brand element and its effect to the picture
and text elements. The brand element is argued to have an ability to transfer the
attention easily to the picture and text elements – steer the attention around the
advert. It does not affect the attention paid to the whole advert negatively, and thus
the size of the brand element can be increased in order to achieve this kind of
attention rotation. (Pieters & Wedel 2004)

3.1.5. Animation

Animated formats (e.g. Flash & HTML) in banner adverts can attract attention more
efficiently, create higher recall and overall favorability towards the brand, and hence
they are claimed to be more effective than static ones (e.g. GIF, JPG) in any setting.
They affect the consumer engagement over a longer duration, in different advert
formats and among targeted as well as retargeted consumers. (Bruce 2017; Bruce,
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Murthi & Rao 2017) On the other hand, Resnick and Albert (2013) point out that at
the same time animations are found to be disliked for the distraction they create.
Indeed, animation can lead to active avoidance by consumers because of the loss
of control towards it or affect consumers’ direct response insignificantly (Tang et al.
2015; Robinson, Wysocka & Hand 2007).

What comes to static formats, they are claimed to be the most effective type only
when there is price mentioned in the message or when the ad is used for retargeting
(Bruce 2017). When examining the overall performance of the ads, there are
contrary results available. North and Ficorilli (2017) claim that static banner ads are
more efficient as their CTR is almost double that of animated ones. The authors
state that the result might be related to the fact that consumers find animation
disturbing. On the other hand, Obal and Lv (2017) claim that static ads are more
effective regarding the effective cost per activity (eCPA), whereas animated ones
might be a better option for generating clicks.

There are various factors to consider when looking at the performance of static and
animated ads, including the attention wear-out, ad format, as well as speed of the
animation and time span. (Lee, Ahn & Park 2015; Li, Huang & Bente 2016; Kuisma,
Simola & Uusitalo 2010). Attention wear-out effect describes the consequence that
attention decreases with ad repetition. Static ads are claimed to capture and hold
attention better in the beginning, because there occurs more banner blindness with
animated ones. However, the attention wear-out with static ads occurs right after
the first exposure, whereas in case of animated ads, the gaze duration is very short
already in the beginning, and hence the attention wear-out does not occur at all.
Furthermore, the degree of attention seems to affect the attitude towards the brand;
in case of animated ads the attitude improves with ad repetition, and finally exceeds
the one created by static ads, which remains the same. (Lee et al. 2015)

It is also argued that animation alone cannot have an effect to the attention paid to
a banner advert, but there is a link between animation and ad format; when the
format is horizontal the animation decreases the attention, whereas when the format
is vertical it increases it (Kuisma et al. 2010). What comes to the speed of the
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animation and the time span, high-speed animation is argued to capture the
attention most efficiently, whereas low-speed to hold it better during a period less
than 30 seconds. During a longer period, low-speed animation is claimed to capture
more attention than static ads, and the fixation on both animation-speeds to be
longer than with static ones. Furthermore, in the beginning when consumers scan
the webpage more freely, high-speed animated horizontal formats and static vertical
formats can capture their attention, but in the long-term neither of these formats are
the most efficient ones for holding the attention. (Li et al. 2016)

3.1.6. Creative complexity

Another important factor to consider in online advert design is the creative
complexity and whether it is favorable or harmful regarding the consumer attention.
Visual complexity is a part of creative complexity and it can be further distinguished
into two different types; feature complexity and design complexity. Feature
complexity indicates that the advert contains dense perceptual features, whereas
adverts with design complexity have an elaborate creative design. In more detail,
feature complexity explains the unstructured variation in the visual features (e.g.
color, luminance & edges) of image pixels, whereas design complexity focuses on
the structured variation concerning different shapes, objects and patterns. (Pieters,
Wedel & Batra 2010)

It is claimed that feature complexity causes damage to the attention and attitude
towards the adverts, whereas design complexity increases pictorial attention, whole
advert attention, comprehensibility and attitude. It should be also pointed out that
design complexity can be controlled by the advertiser, which makes the above
statement very meaningful. (Pieters et al. 2010; Grigaliunaite & Pileliene 2017) Six
principles of design complexity in advertising can be distinguished as follows: the
quantity, irregularity, dissimilarity and detail of objects as well as the asymmetry and
irregularity of object arrangement (Pieters et al. 2010). Accordin to Grigaliunaite and
Pileliene (2017), design complexity achieved with a large quantity of objects and
with dominating text objects, is particularly effective.
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3.2.

Ad Content

The ad content refers to the message of the advert how the consumers perceive it
(Tang et al. 2015). The message can include, for example, a promotion or other
mention of pricing, or be more focused on appealing to the feelings of the
consumers. They can also be targeted to a specific target group or be more generic
and attempt to gain the interest of a broader group of people.

3.2.1. Creative Strategies
Ashley & Tuten (2015) determine creative strategies as “the executional factors and
message strategies used to bridge the gap between what the marketer wants to say
and what the consumer needs to hear”. These strategies can affect the consumers’
opportunity, ability and motivation to receive the information from adverts, and are
therefore very important part of the advert design (MacInnis, Moorman & Jaworski
1991). By identifying creative strategies marketers can define different creative
options for the adverts and compare their effectiveness (Ashley & Tuten 2015).

The most common distinguishment of creative strategies is based on whether they
are informational (rational) or transformational (emotional) (Ashley & Tuten 2015;
Golan & Zaidner 2008). In general, consumers tend to process functional messages
rationally or with logic, whereas psychological characteristics, emotions and senses
are important when transformational messages are received (Laskey, Day, & Crask,
1989; Puto and Wells, 1984). There are also other aspects that can be looked at
regarding creative strategies, such as the unique or superior benefits of the brand
or how the brand matches the consumers’ aspirations and feelings (Ashley & Tuten
2015).

The goals of advertising should be determined before developing the creative
content. For example, for strong brands it might be favorable to gain high attention
and immediate purchases, whereas for a newer brand it could be more favorable to
gain lower attention but possibly higher attitudes in long-term perspective. These
different kinds of goals require different creative solutions for achieving successful
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results. (Goodrich 2011) In addition, online advertising campaigns can often include
multiple adverts which have different kind of creative contents. According to Braun
and Moe (2013), the most effective creatives for different target groups can be
chosen, for example, by utilizing the information on the consumers’ impression
history.

Overall, adverts that include the message of pricing, are claimed to be more
effective than those containing only product information (Bruce 2017; Sung-Joon
2003; Huang 2018). When the messages include mention of a discount, and
especially when the creatives are also personalized, the adverts are argued to hold
the attention most efficiently, at least amongst female consumers (Huang 2018).
However, the mention of price or promotion has also been found to actually
decrease the CTR, particularly regarding targeted placements (Chandon & Zollinger
2001).

3.3.

Forming the propositions

The theory section of this thesis has covered consumer online behavior: attention
capture process, banner blindness, consumer task type, as well as online advert
design: ad form (location, format, color, animation, picture, text and creative
complexity) and creative strategies related to ad content. It has been stated that the
top-down and bottom-up factors that explain the consumer attention, but also the
banner blindness towards banner ads include person-, process-, and stimulusrelated factors (Table 1). The empirical research of this thesis focuses on the
stimulus-related factors and aims to study how the ad design elements affect
consumer attention and banner blindness. Table 2 below outlines the previous
research conducted about the different ad elements which are going to be studied.
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Table 2. Previous research on different advert design elements’ effect on consumer
attention
Element

Authors

Findings

Color

Schindler (1986)

A medium level number of colors is more efficient than
high or low number

North & Ficorilli (2017)
Lohtia et al. (2003)
Moore et al. (2005)
Zhang et al. (2019)

Warm colors (especially red) stand out more easily
than cool, but they also warn consumers about the
presence of the ad, and may thus be less effective in
attention capturing
Cool colors should be bright and warm dull for
maximizing the effectiveness
The effect of the contrast between the color of the
background and the text element of the ad is limited
Color-text congruence, both concrete and abstract,
enhances the attention paid to adverts

Picture

Pieters & Wedel (2004)
Sung-Joon (2003)
Kergoat et al. (2017)
Langton, Law, Burton &
Schweinberger (2008)
Adil, Lacoste-Badie &
Droulers (2018)

Text

In general, picture is the most efficient element in
capturing attention
The size of the picture is insignificant regarding
attention capturing
Pictures may also have secondary attentional effects;
for example, an attractive picture may be harmful for
consumers’ processing of functional messages

Sajjachopulant & Ball (2014)

Human face is one of the most effective picture
options regarding attention capturing

Pieters & Wedel (2004)
Baltas (2003)

The text element, especially the headline, has an
important role in attention capturing

Robinsol et al. (2007)

The size of the text element is significant
Brand familiarity affects the attention paid to the text
element
Regarding banner adverts, it cannot be stated
certainly whether short or long messages are more
efficient

Animation Bruce (2017)
Bruce et al. (2017)
Resnick & Albert (2013)
Tang et al. (2015)
Robinson et al. (2007)
North & Ficorilli (2017)
Obal & Lv (2017)
Lee et al. (2015)
Kuisma et al. (2010)
Li et al. (2016)

Animation is overall effective in attention capturing,
but it is also found disturbing and thus it causes more
banner blindness than static formats
With horizontal formats, animation decreases the
attention paid to the ad
Static format captures attention better in the
beginning
Static format is the most effective only when there is
a price mentioned or in case of retargeting
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Message

Bruce (2007)

content

Sung-Joon (2003)

Messages including a mention of pricing or discounts
are generally more effective than those including only
product information

Huang (2018)

As can be seen from Table 2 above, the creative elements of banner design, about
which the propositions of this research are formed are the following: color, picture,
text, animation, as well as message content. The location and format of the banner
ad will be left out of the study, since it is conducted only on one banner format which
is usually located at the same website location. Also, creative complexity will be left
out, for it is too complicated of a topic to include in with all the other elements.

Based on the findings of previous literature presented in Table 2, the propositions
for this research are formed. First, the propositions for the color element are:
P1: Attention is captured most efficiently with a medium number of colors

P2: Attention is captured more efficiently with cool than warm colors

Although the propositions of the color element address the color hue, the main color
schemes utilized in the banner ad design are also examined. When looking at the
picture element, according to previous research, the size of the element does not
affect the attention, and thus it is left out of the study. The examination of
photographs and graphic pictures is taken into consideration because it is a relevant
aspect that has not been studied before. The propositions for the picture element
are:

P3: Photographs capture attention more efficiently than graphic pictures

P4: Picture of human face captures attention more efficiently than picture of
product

Regarding the text element, the surface size of the element seems to be the most
significant factor according to previous research, and thus the proposition is:
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P5: Large surface size of the text element captures the attention more efficiently

What comes to animation, there are a lot of controversy results in the previous
research, and hence the following propositions are formed separately when
examining what captures the attention in the first place, and what holds it for longer:

P6: Static formats capture the attention more efficiently (View %)

P7: Animated formats hold the attention more efficiently (View time)

Finally, regarding the message content of the advert, the effect of a mention of price
or promotion is studied in terms of the following propositions:

P8: Messages with a special effect indicating a promotion capture the attention
more efficiently (View %)

P9: Messages including a price or promotion hold the attention more efficiently
(View time)
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4. RESEARCH DESIGN AND METHODS
In this chapter, the research process as well as data collection and analysis methods
are discussed in more detail. Also, the functionality of the eye tracking data
collecting service utilized is explained. Finally, the reliability and validity of the
research are addressed.

4.1.

Research description

The aim of this research is to find out which properties of the key elements of banner
advert design capture consumer attention most effectively. The research is
conducted based on data collected by eye tracking technology, and a combination
of quantitative and qualitative methods is utilized in the descriptive data analyzation
process. The database consists of data collected from programmatic advertising
campaigns conducted in Finland, and it includes real-time observations of the eye
gazes of a panelist group consisting of approximately 100 persons. The properties
of the creative elements of the banners which have captured the attention most
efficiently and most poorly are analyzed and compared in order to either confirm or
deny the propositions presented above. The study focuses on one banner format
which is one of the most utilized ones in Finland, and usually located at the top of
the webpage: 980x400 pixels.

4.2.

Data collection and analysis methods

The novelty value of this research comes from utilizing eye tracking data collected
by an ad tech pioneer, Viomba. Viomba automatically links together biometric
attention data and system-based data, thus providing a service of highly tactical ad
buy optimization tool. The eye tracking devices that Viomba utilizes are developed
by Topii and they function in the USB-ports of the computers of the panelist group.
(Viomba 2018) The data is collected from a panelist group, which consists of
approximately 100 persons, women and men of different age groups, living in
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Finland, providing a good sample of the Finnish population. The data shows how
the panelists have paid attention to different banner creatives; have they had the
possibility to see it, have they actually viewed it, and how long for.

The feature of Viomba utilized in this research is the common database of the
service, where all the eye tracking data is being collected in real time. A variety of
data can be found from the database, including the viewability of different
advertisers, websites, demographics, the hour of day, banner sizes, individual
campaigns, as well as individual creatives. This research focuses on the latest area
mentioned: the viewability of individual creatives. The section in question provides
data about the banner creatives, formats, websites they have been seen on, as well
as statistics listed in Table 3 below.

Table 3. Statistics on the performance of individual banner creatives (Viomba 2019)
Impressions

The total count of banner impressions detected on a page

Views

Count of cases when a test user viewed (the same) banner for at least
200 ms

View %

Views / Impressions

Glances

Count of cases when a test user viewed (the same) banner for less
than 200 ms

Not seen

Count of cases when a test user had a banner on the page, but their
gaze never overlapped with the banner

Viewing time

Total viewed time (excluding glances)

Avg. per view

Average viewing time per view (excluding glances) in seconds

People

Total distinct test users in “Impressions”

Viewers

Total distinct test users in “Views”

Viewer %

Viewers / People

Out of the variables presented in Table 3, the “View %” and “Avg. per view”, are
utilized in this study. The former of these compares the number of views the banners
studied have had to the number of impressions detected on the webpage, whereas
the latter considers the average length the banners have been viewed for. Thus, it
can be analyzed which adverts have attracted the attention in the first place and
which ones have held it most effectively, and amongst which ones there has
occurred the most banner blindness. As can be seen from Table 3, an eye
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movement is considered as a “View” when the panelist has looked at the banner for
at least 200 milliseconds. Eye movement which has lasted under 200 milliseconds,
is considered as “Glance”, which might have occurred by accident, and is thus not
included in the analyzation.

For conducting the analysis, the data from Viomba is transformed into a xlxs -file.
The whole dataset transformed includes observations from 2425 banners. First, for
ensuring reliability, the data is cleaned so that the number of viewers, the distinct
panelists who have actually viewed the banner, is at least five persons. After the
data cleaning, 20 best performing as well as 20 most poorly performing banners of
the size 980x400 are listed according to “View %”. The same procedure is
performed according to “Avg. per view”. All in all, 80 banners of 36 different
advertisers from various industries are being analyzed in four categories. In the
following chapters, the dependent variables are shortly referred to as View % and
View time, and the banner categories as View % best, View % worst, View time
best, and View time worst.

Next, all of the 80 banner creatives are searched and collected from Viomba
database for further analysis. These creatives are real size screen shots of the
actual banners, and there are several screen shots available for each banner. The
screen shots are saved in two forms; one that includes several screen shots in one
picture to help in confirming or declining the animation element, and one that
includes only one picture in the original size for better quality and estimating the text
surface.

Finally, tables are formed for each of the four categories, in order to conduct the
analysis. The following properties of each of the banner creatives is studied
separately: number of colors, color hue, main colors, photographs and graphic
pictures, human and product pictures, text surface size, animation, as well as
message content regarding promotion or price. In addition, interesting additional
information noticed is marked down.
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The attention variables studied (View% and View time), as well as the number of
colors and text surface size are presented in numeric form, whereas the other
variables are non-numeric. Furthermore, the surface size of the text element is
estimated comparing the pixels of the text surface size to the pixels of the original
banner, in order to represent their relation as a fraction number. Moreover, the color
hue, main colors, photographs and graphic pictures, as well as human and product
pictures are described with words, whereas the animation and price or promotion
are marked with a “X” in case of their occurrence. Afterwards, the non-numeric data
is also presented in numeric form in terms of the number of each variable’s
occurrence. Hence, the data analysis process combines both quantitative and
qualitative methods. Graphic figures are formed of the findings of each proposition
in order to visualize the results.

4.3.

Reliability and validity

The panelist group consists of approximately 100 women and men of different ages
and from different occupations, and together they form a good sample of the Finnish
population. The banner adverts used in the research are from real advertisers and
the panelist group sees them in their natural context. The results of the research
can be generalized with caution to markets where the consumer online behavior can
be assumed to be fairly similar than in Finland.

The banner creatives included in the research are chosen so that they have been
viewed by at least five persons from the panelist group for ensuring reliability. It
should be noted that more persons might, however, have had the opportunity to
view the ad, but they have not actually viewed it. In addition, the research focuses
only on one banner format, for different formats are not comparable with each other,
and including multiple of them in the research would cause unreliability. The banners
and campaigns examined are bought programmatically, and thus it is ensured that
all the adverts are seen in websites that provide relevant context. Therefore, the
effect of context to the consumer attention does not cause unreliability in the
research.
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What comes to analyzing the creative elements of the banners, the color and text
surface size are the most ambiguous ones, and it must be considered that the
interpretations are made by one person only. Thus, the estimations should be
considered as more directional than specific truths. In addition, regarding the
animation element, it must be considered that it is primarily estimated with the help
of the screen shots of the banners being analyzed, and not by the original materials.
There are many screen shots available for each banner, and hence it can be stated
if animation has been utilized if several screen shots confirm it clearly. However, it
is not absolutely certain that the animation has been captured in the screen shots
of all the banners even if they were animated, and thus there might occur some
unreliability in estimating the banners as static.
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5. FINDINGS

In this chapter, the findings of the research are presented. The findings by
dependent variables View % and View time are examined simultaneously, whereas
each of the creative elements and propositions are discussed separately. The
findings of all the 20 banners from each category are analyzed, and in addition those
of the top five banners from each category are examined as well. First, the data
utilized in the research is described on general level, and after that, the following
sub chapters address the creative elements being studied.

5.1.

Describing the data

The values of the dependent variables, View % and View time, of all the banner
categories are presented in Table 4 below. As can be seen from the Table, the 20
best view percentages are from the range of 60-90 %, whereas the worst ones from
the range of 13-27 %. The best average viewing times per view are from 7.09 to
58.28 seconds, whereas the worst ones from 0.81 to 0.37 seconds.

Table 4. View percentages and View times of the best and worst performing
banners from every category
View % best

View % worst

View time best

View time worst

90 %

13 %

58,28

0,37

80 %

14 %

33,43

0,47

80 %

14 %

22,41

0,47

79 %

17 %

21,63

0,49

76 %

19 %

19,38

0,54

75 %

19 %

18,34

0,6

75 %

20 %

12,18

0,6

71 %

20 %

10,97

0,67

71 %

20 %

10,69

0,68

69 %

22 %

9,45

0,71

68 %

24 %

8,56

0,73

68 %

25 %

8,44

0,73

67 %

26 %

7,77

0,74

67 %

26 %

7,76

0,74
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63 %

26 %

7,58

0,74

63 %

26 %

7,45

0,77

62 %

27 %

7,31

0,78

62 %

27 %

7,22

0,78

61 %

27 %

7,22

0,78

60 %

27 %

7,09

0,81

Furthermore, the basic descriptive statistics of all the variables analysed regarding
the propositions are presented in Table 5 below. The statistics include the mean,
standard deviation, variance, minimum value, maximum value, median and mode
of the variables. A few factors should be noted about the variables and their
statistics. First, the following variables do not have a mode: cool colors, human
pictures, product pictures, animation, static and promotion. Second, the variables
number of colors and text surface size are originally in a numeric form, whereas the
numbers of the other variables represent the occurrence of those variables in all the
banner categories separately. Third, the text surface size variable is presented as a
percentage compared to the size of the whole banner.

Table 5. Basic descriptive statistics of the variables
Variable

Mean

Std Dev

Variance

Min

Max

Median

Mode

View %

0,4355

0,2003

0,0401

0,1300

0,9000

0,4143

0,2600

View time

5,9199

10,2877

105,8361

0,3700

58,2800

2,0370

0,7400

No of colors

5,2625

1,2999

1,6897

3,0000

9,0000

5,0000

5,0000

Cool colors

7,5000

1,2910

1,6667

6,0000

9,0000

7,5000

-

Warm colors

11,5000

1,0000

1,0000

10,0000

12,0000

12,0000

12,0000

Photographs

11,2500

1,8930

3,5833

10,0000

14,0000

10,5000

10,0000

Graphic pictures

7,0000

1,6330

2,6667

5,0000

9,0000

7,0000

7,0000

Human pictures

8,5000

1,2910

1,6667

7,0000

10,0000

8,5000

-

Product pictures

7,5000

3,8730

15,0000

3,0000

12,0000

7,5000

-

Text surface size

0,1558

0,0701

0,0049

0,0322

0,4944

0,1432

0,1327

12,5000

3,4157

11,6667

8,0000

16,0000

13,0000

-

Static

7,5000

3,4157

11,6667

4,0000

12,0000

7,0000

-

Promotion

5,7500

6,2383

38,9167

0,0000

14,0000

4,5000

-

Animation
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5.2.

Color

The first two propositions of the study concern the color element. First, the link
between the number of colors of the banner creative and the consumer attention is
examined:

P1: Attention is captured most efficiently with a medium number of colors

The findings for the propositions including the best and worst performing banners in
all categories are presented in Appendices 1-2. When interpreting the results, it
must be taken into account that a plus sign after the number presented indicates
that the banner consists of even more colors than stated, and the number presented
before the plus sign is the amount of easily identified colors. When there are colors
that are not easily identified or classified, it is good to note that the design of the
banner is simultaneously more complex. The color of the brand logo is also taken
into account – if it conflicts with the overall color scheme of the banner, the number
of colors is presented both including the logo color and excluding the logo color. The
results, including the logo color, are also presented visually in Figure 4 below:

Number of colors: all the banner categories
12

Number of banners

10
8
6
4

2
0
3

4

5

6

7

8

Number of colors
View % best

View % worst

View time best

Figure 4. Number of colors: all the banner categories

View time worst

9
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Furthermore, the mean, minimum and maximum values of the number of colors of
all banner categories can be found from Table 6 below. For calculating the mean
values, the numbers with a plus sign are rounded up by one value. The mean value
presented is calculated as the mean of the number of colors including the brand
logo and excluding it.

Table 6. Number of colors: the mean, minimum and maximum values
View % best

View % worst

View time best

View time worst

Mean

4,95

5,13

5,53

4,85

Minimum

3

3

3

3

Maximum

8

8

8

9

Most common number of colors in categories View % best and View % worst is five,
whereas in category View time best five and seven, and in category View time worst
four (Figure 4). Moreover, the mean of the category View % best is smaller than that
of View % worst. The range of the values is the same, shifting from three to eight
colors. What comes to category View time best, the mean is higher than that of
category View time worst. The range of the best performing banners is the same
that with View % categories, whereas that of worst performing ones shifts from three
to nine colors. Overall, the mean is the highest with View time best category and
lowest with View time worst category. (Table 6) None of the categories seem to
follow any particular pattern with the dependent variables, which can be seen from
Appendices 3-4.

Based on these findings, it could be stated that all of the banner categories utilize
more of a medium number than very low or high number of colors. The worst
performing banners according to View % consist of slightly more colors than the
best performing ones, and there is more variation between the numbers, whereas
most of the banners from category View % best have four to six colors. This supports
the P1. Furthermore, the number of colors in View time categories varies more in
general, and the difference between the mean values of the best and worst
performing banners is higher than with View % categories.
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When looking at the top five banners from each category (Table 7), it can be seen
that the mean of the best and worst performing banners according to View % is the
same, which differs from the results of the whole banner groups presented above.
This questions the P1 slightly. However, the difference between the means of the
categories View time best and View time worst is clearly visible again, and these
are also the overall largest and smallest mean values again. In addition, when
compared to the examination of all the banners, all the mean values in top five are
smaller, except that of View time best. These facts intensify the assumptions
presented above.

Table 7. Number of colors: Top 5 banners from each category
Banner

View % best

View % worst

View time best

View time worst

1

4

3

5

4

2

4+

4+

6

4

3

5

4+

4+

4

4

5

6

7+

4+

5

5+

6+

6

4

Mean

4,9

4,9

5,7

4,2

All in all, P1 can be considered true with caution in terms of variable View %. What
comes to variable View time, a slightly larger number of colors than general seem
to fixate the attention the best.

For the next proposition, the effect of the color hue to the attention level is examined:

P2: Attention is captured more efficiently with cool than warm colors

The main colors and color hues of all the banners are presented in Appendices 56. As can be seen from the appendices, there are a lot of banners the main colors
of which are neutral. However, if there is either warm or cool hue utilized with the
neutral color, the banner is categorized according to that. There are also many
banners with both cool and warm hues, and in those cases, it is examined which
hue is the dominating one, and the banner is categorized according to that. In Figure
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5 below, the number of cool and warm hued banners, as well as banners which
include both hues are presented from each banner category.

Color hues: all the banner categories
14

Number of banners

12
10
8
6

4
2
0
View % best

View % worst
Cool

Warm

View time best View time worst
Both

Figure 5. Color hues: all the banner categories

As can be seen from Figure 5, all of the banner categories have more warm than
cool hued colors. First, the category View % best is examined more profoundly. The
category has eight cool hued banners, out of which two are fully cool, two are neutral
plus cool, and four are cool plus warm. On the other hand, it has twelve warm hued
banners, out of which five is warm, two is neutral plus warm, and five is warm plus
cool. It should be pointed out that nine out of the 20 banners have both cool and
warms hues. (Appendix 5 & Figure 5)

What comes to View % worst category, it has nine cool hued banners, out of which
three are cool, one is cool with warm brand logo or call to action (CTA), and five are
cool plus warm. Furthermore, it has ten warm hued banners, out of which two are
warm, three are warm with cool brand logos or CTAs, one is neutral plus warm, and
four are warm plus cool. It also has one banner which cannot be classified as either
cool or warm. All in all, 13 out of the 20 banners include both cool and warm color
hues. (Appendix 5 & Figure 5)
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Regarding View time best category, it consists of seven cool hued banners, out of
which four are cool, and three are cool plus warm. Moreover, it has 12 warm hued
banners, out of which two are warm, three are warm with cool brand logos or CTAs,
three are warm plus cool, and four are neutral plus warm. It also has one banner
that is classified as both, cool and warm. Thus, nine out of 20 banners have both
cool and warm hues in their color schemes. (Appendix 6 & Figure 5)

Finally, in View time worst category, there are six cool hued banners, out of which
two are cool, one is cool with warm brand logo or CTA, two are cool plus warm, and
one is neutral plus cool. On the other hand, there are 12 warm hued banners, which
consist of four warm, three warm with cool brand logos or CTAs, two warm plus cool
and three neutral plus warm colors. In this category, eight out of the 20 banners
have both cool and warm hues utilized. (Appendix 6 & Figure 5)

As mentioned above, all of the banner categories have more warm hued colors than
cool ones. However, it must be considered that approximately half of the banners
from each category have both cool and warm hues clearly utilized together. Another
notable observation is that in the View % categories, the difference between the
number of warm and cool hues is higher amongst the best performing banners,
whereas in the View time categories the case is opposite.

When looking at the top five banners from each category (Figure 6) it can be seen
that again all of the categories have more warm than cool hued colors. The
differences are also the largest in the View % best and View time worst categories.
Another notable observation is, that only the View time worst category does not have
any hints of cool hues (Appendix 6). These facts enhance the assumptions
presented above. Overall, P2 cannot be considered true – there are no indications
that the attention would be captured most efficiently with cool hued colors.
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Color hues: Top 5 banners from each category

Number of banners

6
5
4
3
2
1
0
View % best

View % worst
Cool

Warm

View time best

View time worst

Both

Figure 6. Color hues: Top 5 banners from each category

In addition to the color hues, the main colors utilized in the banner ad design are
examined simultaneously and presented in Appendices 5-6 and Figure 7 below:

Main colors: all the banner categories
12

Number of banners

10
8
6
4
2
0
Blue/green etc. Red/orange etc. White/grey/nude
View % best

View % worst

View time best

Black

Other

View time worst

Figure 7. Main colors: all the banner categories

As can be seen from Figure 7, the category View % best has six banners in all of
the first three color categories, as well as two banners of which the main colors are
black. The View % worst category, however, has seven banners in the blue
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category, only one in the red category, and even 10 in the neutral category. These
findings indicate that red color is indeed attention capturing, whereas neutral colors
seem to be easily avoided. The results of the View time best category are fairly
similar to those of View % best. It can be stated that overall, the colors utilized in
banner ad design vary a lot. View time worst category also includes many neutral
colored banners, but more red than blue banners. This enhances the assumptions
of the easy avoidance on neutral colors and overall disliking of color red. Another
observation is that only the categories of the best performing banners have designs
with black as their main color.

5.3.

Picture

The second banner design element examined is the picture. First, it is studied
whether photographs or graphic pictures capture the attention more efficiently:

P3: Photographs capture attention more efficiently than graphic pictures

The results are presented in Appendices 7-8 and outlined in Figure 8 below:

Number of photographs and graphic pictures
16

Number of banners

14
12
10
8
6
4

2
0
Photograph
View % best

Graphic
View % worst

Both
View time best

No picture
View time worst

Figure 8. Number of photographs and graphic pictures: all the banner categories
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First, the View % best category is looked at more in detail. The category includes
14 banners the picture of which is photograph. Out of these 14 banners, two include
also graphic elements, but the photograph is more emphasized. There are only five
banners in the category, the picture of which is graphic, and one that cannot be fully
classified as either photograph or graphic. When looking at the View % worst
category, it has almost the same number of pictures that are photographs and
graphic ones. One out of the nine graphic pictures also includes photography, and
one banner studied has no picture at all. (Figure 8)

In the View time best category, there are also more banners with photographs than
graphic pictures, one banner that includes both elements and one banner with no
picture at all. In the View time worst category there are also more banners the
pictures of which are photographs, and even three banners with no pictures at all.
(Figure 8)

Based on these findings, it can be assumed that there are generally more
photographs than graphic pictures utilized in the banner design. However, when
looking at the findings it can be seen that the difference between the number of
photographs and graphic pictures is larger with both of the categories of the best
performing banners, especially with the View % best category (Figure 8). This could
confirm that photographs also attract the attention better. The three banners with no
pictures at all in the View time worst category is also a notable observation – in the
absence of picture, the fixation of attention does not seem to last long.

The top five banners from each category are also examined for this element, and
the findings are presented in Figure 9 below:
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Number of photographs and graphic pictures in Top 5
banners
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View % best
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Graphic

View time worst

No picture

Figure 9. Number of photographs and graphic pictures: Top 5 banners from each
category

As can be seen from Figure 9, the first three categories have more photographs
than graphic pictures in their top five banners, whereas only View time worst
category has more graphic pictures. The results differ slightly from those of the
whole banner groups presented above. Here, the results of the View % categories
are similar to each other, and the View time best category includes no graphic
pictures at all. However, the findings clearly support assumption that photographs
seem to hold the attention better than graphic pictures.

All in all, because of the larger differences between the number of photographs and
graphic pictures in the categories of the best performing banners (Figure 8), and the
absence of graphic pictures in View time best category (Figure 9), P3 is considered
true. However, it needs to be pointed out, that photographs seem to be utilized
generally more than graphic pictures.

Next, the picture element is studied in terms of whether it is of a human or a product:

P4: Picture of human face captures attention more efficiently than picture of
product
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The findings for P4 are presented in Appendices 7-8 and in Figure 10 below. The
first category in the classification of the findings, “Human”, indicates that the picture
is either of human face or human body. The second category, “Face” indicates the
number of times the human face is present in the pictures of the first category. In
cases where there is a picture of the product, and also a picture of a human body in
the background, the picture is classified as a product.

Number of human and product pictures
14

Number of banners
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Human
View % best
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Product
View time best

Other
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View time worst

Figure 10. Number of human and product pictures: all the banner categories

As can be seen from Figure 10, the View % and View time best categories have
more pictures of the product advertised than humans, whereas the case is opposite
when looking at the categories of the worst performing banners. Furthermore, when
looking at the View % best category, the human face is present in four out of the
seven human pictures, whereas in View % worst category the face is present in
seven out of the nine human pictures. In the View time categories, the human face
is also slightly more often present in the category of the worst performing banners.
This could mean that overall, the products being advertised are more effective in
capturing attention, and actually the presence of human face could even be harmful
for the attention.

The findings of the top five banners from each category are presented in Figure 11
below:
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Nuber of banners

Number of human and product pictures in Top 5
banners
5
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0
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View % best
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Product
View time best

Other

No picture

View time worst

Figure 11. Number of human and product pictures: Top 5 banners from each
category

When looking at the findings from Figure 11, it can be seen that the majority of the
pictures from best performing banners are of products again. In addition, the View
% worst category includes four pictures of human faces and no pictures of products
being advertised at all. These results enhance the assumption that product being
advertised captures the attention better and human face could be harmful regarding
the attention. However, the View time worst category includes more pictures of the
products than humans, which is a differentiating result compared to the whole
banner group. Nevertheless, all findings considered, P4 is considered untrue –
human face does not seem to capture attention more efficiently than product
pictures.

Another interesting finding about the picture element, that does not address either
of the propositions but emerged from the analyzation, is that when the picture
element is utilized as the whole background of the banner, it tends to be less
effective than when the picture is a separate part of the banner. These findings are
presented in the last columns in Appendices 7-8. As can be seen from the
appendices, View % and View time best -categories include six and four pictures
that form the whole backgrounds, whereas View % and View time worst categories
include 10 and nine of those.
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5.4.

Text

The next design element studied is the text, more specifically its surface size:

P5: Large surface size of the text element captures the attention more efficiently

The results of examining the surface size of the text element are presented in
Appendices 9-10 and summarized in Figure 12 below. The size is calculated
comparing the pixels of the text surface to the pixels of the whole banner (980x400),
and then presented as a fraction number.

Text surface sizes in all the banner categories
12

Number of banners

10
8
6
4
2
0
1/2

2/5

2/7

1/4

2/9

1/5

1/6

1/7

1/8

1/9

< 1/10

Text surface size
View % best

View % worst

View time best

View time worst

Figure 12. Text surface sizes: all the banner categories

As can be seen from Figure 12 above, 1/6 and smaller than 1/10 text surface sizes
are the most common ones in both of the categories of the best performing banners,
as well as in that of View % worst category. On the other hand, the most utilized
surface size in the category View time worst is 1/7. Taking into account the margin
of error of the research, it can be assumed that 1/6 – 1/7 is the most common text
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surface size utilized in general. Overall, there are more small surface sizes than very
large ones, and the largest ones belong to the category of View time worst.

When looking at the mean, minimum and maximum values of the text surface sizes
from each category from Table 8 below, it can be seen that the categories of the
best performing banners have slightly smaller text surfaces on average than those
of the worst performing ones.

Table 8. Text surface size: the mean, minimum and maximum values
View % best

View % worst

View time best

View time worst

Mean

1/7

1/6

1/7

1/6

Min.

6/100

8/100

3/100

8/100

Max.

1/4

2/7

2/7

1/2

Moreover, when examining the top five banners from each category (Table 9), the
same pattern can be identified; the categories of best performing banners have
smaller text surfaces on average than the worst performing ones. However, the
surface sizes and the variables View % and View time do not seem to depend on
each other, as can be seen from Appendices 11-12.

Table 9. Text surface size: Top 5 banners from each category
Top5 View % best

View % worst

View time best

View time worst

1

1/6

1/7

1/8

1/7

2

< 1/10

1/8

2/7

1/5

3

1/8

1/6

< 1/10

1/7

4

< 1/10

< 1/10

1/5

1/7

5

1/7

1/5

< 1/10

1/6

Mean

1/8

1/7

1/7

1/6

All the findings considered, P5 is considered untrue – large surface size of the text
element does not seem to capture the attention most efficiently.
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5.5.

Animation

The next design element studied is the animation of the banners. The propositions
are addresses separately to variables View % and View time:

P6: Static formats capture the attention more efficiently (View %)

P7: Animated formats hold the attention more efficiently (View time)

The findings for the propositions are presented in Appendices 13-14 and Figure 13
below:

Number of animated and static formats in all banner
categories
18

Number of banners

16
14
12
10
8
6
4
2
0

View % best

View % worst
Animated

View time best

View time worst

Static

Figure 13. Number of animated and static formats: all the banner categories

As can be seen from Figure 13 above, the category View % best has more static
banners than animated ones, whereas the findings are opposite in the View % worst
category. On the other hand, the category View time best has more animated
banners than static ones, and the category View time worst as well. However, the
former has even more animated ones compared to the latter.
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When looking at the top five banners from each category (Figure 14), the results are
similar to the whole banner group, except for the View time worst category, which
has more static banners than animated ones.

Number of animated and static formats in Top 5
banners

Number of banners

5
4
3
2
1
0
View % best

View % worst
Animated

View time best

View time worst

Static

Figure 14. Number of animated and static formats: Top 5 banners from each
category

All in all, P6 and P7 are considered true. Static formats seem to capture the attention
better in the first place (View %), whereas animated formats hold the attention better
(View time).

5.6.

Message content

The final design element studied is the message content of the banners. Again, the
propositions are formed to cover the variables View % and View time separately:

P8: Messages with a special effect indicating a promotion capture the attention
more efficiently (View %)

P9: Messages including a price or promotion hold the attention more efficiently
(View time)
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The results for the propositions are presented in Appendices 13-14 and in Figure 15
below:

Number of messages including promotion
16

Number of banners

14
12
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2
0
View % best

View % worst
All banners

View time best

View time worst

Top 5

Figure 15. Number of messages including a promotion: all the banners and Top 5
banners from each category

As can be seen from Figure 15 above, the categories of the best performing banners
have more indications of promotions than those of the worst performing ones.
However, overall there are only two banners with special effects indicating a
promotion when looking at the View % categories, and in fact, the category View %
worst has no special effects indicating a promotion at all. It needs to be noted that
the banners in the View % categories can however include mentions of promotions.
Some of the banners have, for example, mentions of promotion in a separated
shape or call to action box (Appendices 13-14), but they are not classified as special
effects that would immediately capture the consumer’s attention.

Overall, based on the findings, P8 is cautiously considered true. The fact that there
are only two banners with special effects indicating a promotion can indicate that
these kinds of effects are generally utilized rarely. P9 is considered true, as
messages including a price or promotion seem to hold the attention more effectively.
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6. DISCUSSION AND CONCLUSIONS

In this chapter, the purpose and the findings of the research, as well as their
contribution to the existing literature are discussed more profoundly. First, the whole
research is summarized. Second, theoretical contributions and practical implications
are provided, and the research questions answered to based on the previous
literature and the findings. Finally, limitations of the research are addressed and
topics for further research are suggested.

6.1. Summary of the research

The aim of this research was to gain valuable insights regarding the creative design
of banner adverts for conducting effective online advertising, as well as expand the
existing theory about attention paid to advertising in online environment. The
previous research has mainly focused on the consumer behavioral point of view,
whereas studies about the creative design of online adverts have resulted in a lot of
controversial findings. Thus, assisting in fulfilling the research gap, the focus of this
study was on finding out the most effective properties of the key creative elements
(color, picture, text, animation, message content) of banner ads for capturing the
consumer attention. The main research question and the sub-questions were
represented as follows:
“What kind of creative design in banner adverts captures consumer
attention most efficiently?”
SQ1: ”Which factors explain consumer attention towards banner adverts?”
SQ2: ”What different creative elements can be utilized in banner advert design?”
SQ3: “What is the role of creative design in capturing consumer attention in online
environment?”
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The research context was online environment and banners adverts, and the main
theoretical topics included consumer attention, consumer online behavior and online
advert design (Figure 1). The empirical research was conducted based on eye
tracking data collected from a panelist group consisting of approximately 100
women and men living in Finland. A combination of quantitative and qualitative
methods was utilized in the descriptive data analyzation process. The dependent
variable of the study was consumer attention (View % and View time) and
independent variables the selected creative elements of the banner ads (color,
picture, text, animation and message content). The banner format included in the
study was 980x400 pixels. Data was collected from the 20 best and worst
performing banners according to both of the dependent variables separately,
including the screen shots of the banner creatives. All in all, 80 banners from 36
different advertisers from various industries were analyzed in four categories and
nine propositions were examined.

6.2. Theoretical contributions

This research contributes to the existing theory by providing findings regarding the
consumer attention and creative elements of banner advert design based on eye
tracking data collected in a novel way, and from various real advertising campaigns.
The theoretical contributions are presented while answering to the research
questions of the research. First, the first sub question is answered to based on the
previous literature:
SQ1: ”Which factors explain consumer attention towards banner adverts?”

According to Pieters and Wedel (2004) and Knudsen (2007), two different
mechanisms, bottom-up (stimulus) and top-down (person and attention process),
can describe the visual attention consumers pay to advertisements in general. The
authors also pointed out that the attention captured by different elements of the
advert design can be dependent or independent on their size, forming two attention
types: baseline and incremental attention. In addition, the attention transfer from one
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element to other, was also claimed to be dependent (exogenous) or independent
(endogenous) on the size elements. Although this description of the attentional
process has been formed with respect to traditional adverts, such as print, the main
idea behind it can be utilized with caution in terms of banner adverts as well.

Consumer behavioral (person-related) factors affecting the attention paid to banner
adverts in particularly, included the categorization of active and passive approach,
and active and passive avoidance towards the adverts, as well as active and passive
search mode (Tang et al. 2015; Ghose & Todri-Adamopoulos 2016). Furthermore,
banner blindness, the consumers’ conscious avoidance of adverts and locations
where they know adverts will usually appear on, based on the phenomenon of
inattention blindness, was considered to be a large factor explaining why the
consumers do not pay attention to the adverts (Benway and Lane 1998; Resnick &
Albert 2013; Mack & Rock 1998). Additionally, it was claimed that also consumer
task type explains the attentional process – the more specific the task the consumer
is performing online is, and the more the advert is not associated with their goal, the
more there occurs banner blindness (Resnick & Albert 2013; Pagendarm &
Schaumberg 2001; Burke, Hornof, Nilsen & Gorman 2005; Sung-Joon 2003).

In addition to factors concerning consumer behavior, it was taken into account that
the attention towards banner adverts is also explained by the advert design
(stimulus-related), which was the main point of focus of this research. The advert
design is discussed more while providing the answer to the second sub question:
SQ2: ”What different creative elements can be utilized in banner advert design?”

Tang et al. (2015) stated that the advert design can be divided into three categories:
ad form, indicating the presentation styles of the design, ad content, referring to the
message content of the advert, as well as ad action, indicating the interactive design
features of the advert. The elements belonging to these categories are listed in
Table 10 below:

67

Table 10. Creative elements that can be utilized in banner advert design (Tang et
al. 2015; Ashley & Tuten 2015; Pieters et al. 2010)
Ad form

Ad content

Ad action

Presentation styles:

Message and its meaning:

Interactive design features:

Location
Format (shape and size)
Color
Picture
Text
Animation
Creative complexity

Creative strategies
(Informational vs.
transformational)

Timing
Movement
Frequency

Out of these design categories, ad form and ad content were included in the theory
part of this research. Furthermore, in the empirical research, the following elements
were analyzed: color, picture, text, animation and message content. All of these
creative elements listed in Table 10 can be utilized in banner advert design and they
all have their own roles in capturing the consumer attention. The elements and their
effects are discussed more profoundly while providing answer to the last sub
question:
SQ3: “What is the role of creative design in capturing consumer attention in online
environment?”

The role of the creative design in attention capturing can be identified clearly when
comparing it to the consumer behavioral factors. Consumer behavior is a
phenomenon that advertisers need to consider profoundly, as it affects the attention
paid to online adverts in many ways as explained above. However, advertisers
cannot have a direct effect on it or aim to modify it in order to enhance the
effectiveness of the adverts. On the other hand, the advert design can be
customized according to the advertisers’ desires for optimal attention capturing
effectiveness, which makes it particularly important (Resnick & Albert 2013;
Goodrich 2011; Aslam & Karjaluoto 2017). Furthermore, the various creative
elements of the advert design also have their own roles and can be utilized in their
own ways in order to capture the attention most efficiently. The roles of the creative
elements are discussed while answering to the main research question:
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“What kind of creative design in banner adverts captures consumer
attention most efficiently?”

For answering the main research question, the effects of the various creative
elements of the design are examined by combining and challenging the previous
literature with the findings of this research. It should be noted, that the creative
design should always be planned while keeping also the consumer behavioral
aspects in mind. The propositions of the research and their findings are presented
in Table 11 below:

Table 11. Propositions based on previous literature and findings of the research
Attention is captured most efficiently with a medium number of

True (View %)

colors

Untrue (View
time)

P2

Attention is captured more efficiently with cool than warm colors

Untrue

P3

Photographs capture attention more efficiently than graphic

True

P1

pictures
P4

Picture of human face captures attention more efficiently than

Untrue

picture of product
P5

Large surface size of the text element captures the attention more

Untrue

efficiently
P6

Static formats capture the attention more efficiently (View %)

True

P7

Animated formats hold the attention more efficiently (View time)

True

P8

Messages with a special effect indicating a promotion capture the

True

attention more efficiently (View %)
P9

Messages including a price or promotion hold the attention more

True

efficiently (View time)

Location and format
According to previous research, the most common and attention capturing banner
ad locations were claimed to be the top of the website, especially the central slots,
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as well as the right side of the page (Resnick & Albert 2013; Grigaliunaite & Pileliene
2017; Burke et al. 2005; Huang 2018). However, there occurred discussion around
the suggestion that those locations would also cause the most banner blindness
(Ghose et al. 2016). The format was told to indicate the shape and size of the
banner, and various horizontal and vertical formats were presented in Figure 3.
There occurred controversial findings also on whether large or small, and horizontal
or vertical banner formats would be more efficient in attention capturing (Baltas
2003; Robinson et al. 2007; Obal & Lv 2017; North & Ficorilli 2017; Li et al. 2016;
Grigalunaite & Pileliene 2017). For this research, banner format 980x400 px,
situated at the top of the webpage, was chosen to be analyzed.

Color (P1-P2)
According to previous research, a medium level number of colors would be more
efficient in attention capturing than very high or low number. In addition, it was
argued that warm colors, especially red, stand out more easily but on the other hand,
they also warn consumers about the presence of the ad, thus creating more banner
blindness. In addition, bright and dull colors, the effect of color contrast, and colortext congruence were claimed to affect the attentional level. (Table 2) The color
element was examined according to P1 and P2. (Table 10)

P1 was considered cautiously true in terms of variable View %, but not in terms of
variable View time. Concerning View time, a slightly larger number of colors seemed
to fixate the attention most effectively. All in all, all of the categories seemed to utilize
more of a medium number of colors than very high or low number, and the overall
range was between three to nine colors. View % best category included slightly less
colors and mainly four to six colors, whereas the View % worst category slightly
more colors which had more variation between them. Numbers of colors in View
time categories varied more in general, and more colors were utilized with the best
performing banners, the category of which also had the highest mean value. This
was also the finding when examining the top five banners. The findings could be
explained by the fact that the more there are colors in the design, the more complex
the banner is and thus it fixates attention for longer. The positive attentional effect
of design complexity was also mentioned in the previous literature (Pieters et al.
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2010). However, the attention is not necessarily captured with complex designs in
the first place, for they might cause banner blindness more easily.
Regarding P2, the proposition was considered untrue – there were no findings that
claimed that attention would be captured most efficiently with cool hued colors, since
all the banner categories had actually more warm hued colors. However, it needs to
be considered that all the categories included eight to 13 banners, the colors of
which consisted of both cool and warm hues. This could be explained by the
willingness to utilize the contrast of the color hues; for example, the brand logo or
CTA can be emphasized by utilizing a color hue that distinguishes it clearly from the
background color hue. In the previous literature, it was stated that color contrast
enhances the legibility of the adverts, making the design more pleasant for the
consumers (Schindler 1986). It can be added, that another way to utilize the color
contrast is to emphasize an element of the advert, as explained above.

Another notable observation was that in the View % best category, the difference
between the number of cool and warm hued banners was higher than in View %
worst category, whereas the case was opposite in the View time categories. This
could mean that warm colors are generally more utilized in banner ad design, and
they capture the attention more efficiently because they stand out better and are
harder to ignore. However, they do not fixate the attention for long after the
consumer has realized the presence of the advert, because of the general irritation
the color creates. Examining the top five banners enhanced these findings.

The main colors of the banners were also analyzed, and it was found out that red
color seemed to capture the attention efficiently, whereas neutral colors seemed to
be easily ignored. However, since View time worst category included more red than
blue colored banners, the findings enhanced the assumption that red could indicate
aggressiveness or negativity and be thus generally disliked color, which was also
mentioned in the previous literature (Schindler 1986; Zhang et al. 2019). Another
notable finding was that only the categories of the best performing banners included
banner designs with black as their main color.
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Picture (P3-P4)
The picture element was argued to be the most efficient element in capturing
attention according to the previous literature. It was claimed that pictures attract
baseline attention. In addition, secondary effects, such as those of attractive pictures
were discussed. Human face was claimed to be the most effective picture in
attention capturing. (Table 2)

What comes to P3, the proposition was considered true. According to the findings,
it seemed that it is generally more common to utilize photographs than graphic
pictures in the ad design. However, the differences between the number of
photographs and graphic pictures were larger in the categories of the best
performing banners, especially View % best, than in those of the worst performing
ones, which could mean that photographs also capture the attention more
effectively. In addition, when examining the top five banners the findings were
slightly different, but there were no graphic pictures at all in the View time best
category, which clearly supports the assumption of efficient attention capturing by
photographs.

P4 was considered untrue, as picture of a human face did not seem to capture the
attention more efficiently than product pictures. Both categories of the best
performing banners had more pictures of products being advertised than of humans,
whereas the findings were opposite with the categories of the worst performing
banners. Additionally, the human face was more often present in the human pictures
in the categories of the worst performing banners.

Thus, the product being advertised can be claimed to capture the attention more
efficiently than human pictures, and the presence of human face could even be
harmful for the attention. In the previous literature, it was stated that product pictures
could be more efficient especially when communicating about the functionality of the
product (Kergoat et al. 2017). This assumption can be widened so that product
pictures seem to be more efficient in general. The findings of the top five banners
supported these assumptions otherwise, but the View time worst category included
more pictures of products than humans. One additional finding regarding the picture
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element was that when the picture was utilized as the whole background of the
banner, it seemed to capture the attention less efficiently, than when the picture was
a separate part of the banner. This questions the assumption of Pieters and Wedel
(2004), that the size of the picture would not affect the attention capturing.

Text (P5)
In the previous literature, the text element was claimed to be important in capturing
incremental attention. It was pointed out that brand familiarity affects the attention
paid to text element. It could not be stated whether short or long messages would
be more efficient in banner adverts. (Table 2)

P5 was considered untrue, as large surface size of the text element did not seem to
capture the attention most efficiently. Based on the findings, the most utilized text
surface size in general was 1/6–1/7 of the whole banner size. The surface size
smaller than 1/10 was also often utilized in all the categories, except for View time
worst. Overall, there were more smaller sizes than very large ones, and the largest
ones belonged to the category of View time worst. Additionally, the mean values of
the best performing banners were a little smaller than those of the worst performing
ones, which was confirmed also by the examination of the top five banners.
However, the surface sizes varied a lot, and no clear pattern between the size and
the dependent variables was identified.

The findings cannot support the claiming of text being an important element
concerning incremental attention. This might be due to the fact, that concerning
banner adverts, very large font size or surface size of the text may cause more
banner blindness as the text stands out more easily from the webpage. It should be
noted that the text of the banner is most likely also of different color than that of the
website, indicating the presence of the advert.

Animation (P6-P7)
In the previous literature, animation was claimed to be effective in attention
capturing but also cause more banner blindness. It was suggested that with
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horizontal formats animation would decrease the attention paid to the advert, and
that static formats would capture attention better in the first place. (Table 2)

Regarding P6 and P7, both of the propositions were considered true. Static formats
seemed to capture the attention better in the first place, whereas animated formats
seemed to hold the attention more efficiently. View % best category had more static
banners than animated, whereas View % worst category more animated banners
than static. Both of the View time categories had more animated banners, but that
of the best performing ones even more of those. When examining the top five
banners, the findings were supported, and View time worst category actually had
more static banners than animated ones. It can be stated that animation clearly
creates more banner blindness. However, if the attention is captured by some other
means, for example the interest consumer has towards the brand, the animation
fixates the attention for longer.

Creative complexity and strategies (P8-P9)
In the previous research, it was stated that creative complexity can be further divided
into feature and design complexity, out of which design complexity was argued to
increase the attention paid to adverts. It was also pointed out that design complexity
can be controlled by the advertiser, which makes it an important factor. (Pieters et
al. 2010; Grigaliunaite & Pileliene 2017) What comes to creative strategies, the aim
of those was stated to be bridging the gap between what the marketer wants to say
and consumer wants to hear, and their most common categorization utilized was
considered to be into informational (rational) and transformational (emotional)
strategies (Ashley & Tuten 2015; Golan & Zaidner 2008). Adverts including
messages of pricing or promotion were argued to be more effective than those
containing only product information. (Table 2)

Regarding the message content, the previous literature was agreed with, as P8 was
considered cautiously true and P9 true. Overall, the categories of the best
performing banners included more indications and mentions of promotion and price
than those of the worst performing ones. However, there were only two banners with
special effects indicating a promotion in the View % categories, but both of those
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belonged to the best performing banners. This finding could indicate that these kinds
of effects are generally utilized rarely, or that P8 needs to be researched further for
reliable confirmation.

6.3. Practical implications

In this sub chapter, practical implications regarding the creative design of banner
adverts are provided for assisting advertisers in increasing online advertising
performance by capturing consumer attention effectively. First, based on the
findings of this research as well as the previous literature, a medium level number
of colors, approximately five (including the brand logo), should be utilized in the ad
design. If the goal is to maximize the viewing time of the advert, also a slightly larger
number of colors, approximately from five to seven, could be utilized. Thus, if the
goal is to gain as many views as possible, but it is not that important for how long
the consumers look at the advert for, utilization of large number of colors is not
advisable. That could be the case if, for example, the message of the advert is short
and rapidly understandable (e.g. promotion).

What comes to the hue of the colors, if the goal is to capture as many views as
possible, warm colors should be utilized. However, if the goal is to hold the attention
for as long as possible, the aggressiveness and possible negativity indicated by
warm colors, especially red, should be taken into account. It should be noted that
cool and warm hues can also be utilized together, and it is even recommended in
some cases – for example, when the advertiser wants to emphasize a desired
element, like CTA or brand logo of the advert. This emphasis can also be
accomplished through color contrasts. Overall concerning the color scheme of the
advert, it should be noted that neutral colors can be often ignored as they might not
stand out from the background so easily. On the other hand, black color seems to
capture the attention efficiently, and could be utilized more often in the design.

Concerning the picture element of banner ad design, photographs should be utilized
rather than graphic pictures, as they seem to capture the attention better.
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Furthermore, product pictures are a more efficient choice than pictures of humans.
It should be noted that a picture of a human face can even be harmful regarding the
attention capturing, which might be explained by it standing out clearly and thus
causing banner blindness. Additionally, pictures should be designed as a separate
part of the banner ad, and not as the whole background of the banner, for optimizing
the attention capturing effectiveness.

Regarding the text element, utilization of very large surface sizes is not
recommended. The most efficient and common size utilized seems to be
approximately 1/6-1/7 of the whole advert, or smaller than 1/10 of the advert.
However, as no clear pattern between the surface size of the text element and
consumer attention could be found, it should not be utilized as the main element for
capturing attention.

Considering animation, the utilization of the element should be planned according
to the goal of the advert. If the goal is to gain as many views as possible, static
format could be more effective, for it does not cause as much banner blindness,
whereas if the goal is to fixate the attention for as long as possible, animated format
could perform more efficiently. Also, factors like attention wear-out, ad format and
speed of the animation should be considered, as the efficiency of animation is also
dependent on those (Lee et al. 2015; Li et al. 2016; Kuisma et al. 2010).

What comes to the creative strategies of ad design, messages of pricing and
promotion seem to capture the attention efficiently. Furthermore, if the pricing or
promotion is the main message of the advert, utilization of special effects indicating
it is recommended. It needs to be taken into account that all of the creative elements
and their designs naturally affect each other, and the advert design should be looked
at as an entirety, rather than aiming at enhancing the effectiveness by utilizing a
recommendation for a single element alone. Furthermore, the other factors affecting
the ad design and attention capturing should also be considered. These factors
include the ad action, such as timing and frequency of the advert, the consumer
behavioral aspects, such as the task type they usually perform on the website, as
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well as the website context and also design when advertising only on specific
websites.

6.4. Limitations and suggestions for further research

What comes to the limitations of this research, it should be noted that the consumer
behavioral aspects and website context were not examined. However, the
placements of the banner adverts studied were bought programmatically, which
ensures that they were displayed on relevant websites for the target groups. Another
limitation is that the research focused on the Finnish market only, but the findings
can, however, be applied to other similar markets as well. In addition, the data
utilized included observations from 80 banners, and although the findings would
have been more reliable with a larger number of banners, they were not included in
the study as the data collection and analyzation of the elements was rather timeconsuming process for one researcher. Furthermore, there was only one banner
format included in the study (980x400), so the findings should be applied to other
banner formats with caution. Finally, the size of the effect that each of the creative
elements had to the consumer attention, or whether it was direct or indirect could
not be considered in the study.

As online advertising is developing all the time, it needs to be researched
continuously, and also this research evoked a lot of topics which require further
examination. First of all, the attentional process towards online adverts, including
baseline and incremental attention, as well as endogenous and exogenous transfer
should be studied further, as they might not perform similarly to traditional adverts.
According to the findings of this study, large picture (background) could be harmful
for the attention, and large surface size of the text element did not seem to be the
most efficient solution either, which is controversial regarding the previous literature
on baseline and incremental attention. Furthermore, regarding color element, it
could be studied whether the utilization of warm colors attracts baseline or
incremental attention. For example, if the color red is utilized, it could be examined
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whether it is more efficient if it only covers a small part of the advert. In addition, the
efficiency of black color could be studied further.

Regarding the text element, the effect of short and long messages could be
researched, as the surface size can consist of shorter messages with larger font
style or longer messages with smaller font style. Furthermore, the effectiveness of
special effects indicating a promotion should be studied further, as the set of adverts
including those was small in this study, but they seemed to perform effectively.
Different banner formats should also be included in the future research, so that it
could be found out which results are similar and which different amongst horizontal
and vertical, as well as small and large formats. Also, the effect of ad action to the
attention level should be examined. All in all, this research provides a good overview
of the creative elements utilized in the banner ad design as well as their roles in
attention capturing. Larger data samples can be utilized in the future to research
desired elements statistically based on these findings.
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APPENDICES

Appendix 1. Analyzation of color element: number of colors (View%)
Banner

View %

Number of colors

Including logo

Excluding logo

1

90 %

4

4

4

2

80 %

4+

5

5

3

80 %

5

5

5

4

79 %

5

5

4

5

76 %

5+

6

6

6

75 %

7+

8

6

7

75 %

6

6

6

8

71 %

5+

6

6

9

71 %

4

4

4

10

69 %

5

5

4

11

68 %

5

5

3

12

68 %

5+

6

6

13

67 %

4+

5

5

14

67 %

3+

4

4

15

63 %

4+

5

5

16

63 %

3

3

3

17

62 %

5

5

5

18

62 %

4+

5

5

19

61 %

4+

5

5

20

60 %

4+

5

5

1

13 %

3

3

3

2

14 %

4+

5

5

3

14 %

4+

5

4

4

17 %

6

6

5

5

19 %

6+

7

6

6

19 %

3

3

3

7

20 %

4+

5

5

8

20 %

4+

5

5

9

20 %

5+

6

4

10

22 %

5

5

5

11

24 %

5+

6

6

12

25 %

5+

6

5

13

26 %

7+

8

8

14

26 %

5

5

5
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26 %

4

16

26 %

4+

4
5

4
5
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27 %

5+

6

6

18

27 %

5+

6

5

19

27 %

5

5

5

20

27 %

5

5

5

Appendix 2. Analyzation of color element: number of colors (View time)
Banner

View time

Number of colors

Including logo

Excluding logo

1

58,28

5

5

5

2

33,43

6

6

5

3

22,41

4+

5

5

4

21,63

7+

8

7

5

19,38

6

6

5

6

18,34

6

6

6

7

12,18

6+

7

5

8

10,97

3

3

3

9

10,69

6+

7

6

10

9,45

6+

7

6

11

8,56

7+

8

8

12

8,44

6

6

6

13

7,77

4+

5

5

14

7,76

6+

7

7

15

7,58

4

4

4

16

7,45

3

3

3

17

7,31

5

5

5

18

7,22

5

5

5

19

7,22

6+

7

7

20

7,09

4

4

4

1

0,37

4

4

4

2

0,47

4

4

4

3

0,47

4

4

4

4

0,49

4+

5

5

5

0,54

4

4

4

6

0,60

6+

7

6

7

0,60

8+

9

8

8

0,67

6

6

6

9

0,68

4

4

4

10

0,71

4+

5

5

11

0,73

6

6

5

12

0,73

3

3

3

13

0,74

5

5

5

14

0,74

3

3

3

15

0,74

3+

4

4

16

0,77

6

6

6

17

0,78

4+

5

4

18

0,78

4+

5

5

19

0,78

4

4

4
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0,81

5+

6

6

Appendix 3. Relation of number of colors and View %
Number of colors - View %
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Appendix 4. Relation of number of colors and View time
Number of colors - View time
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Appendix 5. Analyzation of color element: main color and hue (View %)
Banner

View %

Main color

Hue

1

90 %

Grey, pink

Neutral + warm

2

80 %

Bright blue

Cool

3

80 %

Bright red, white

Warm

4

79 %

Bright turquoise, nude brown, red

Warm + cool

5

76 %

Nude, blue

Warm + cool

6

75 %

Light turquoise

Cool

7

75 %

Bright red, white

Warm

8

71 %

Orange

Warm + cool

9

71 %

Black, pink

Neutral + cool

10

69 %

Bright blue

Cool + warm

11

68 %

White, blue

Neutral + cool

12

68 %

Himmed white, nude

Warm

13

67 %

Light pink

Warm

14

67 %

Grey

Cool + warm

15

63 %

Blueish grey, white

Cool + warm

16

63 %

Light pink

Warm + cool

17

62 %

Dark orange

Warm

18

62 %

Dark turquoise, orange

Warm + cool

19

61 %

Blue, bright red

Cool + warm

20

60 %

Black

Neutral + warm

1

13 %

Light pink

Warm + cool

2

14 %

Grey blue

Cool + warm

3

14 %

Dark blue

Cool

4

17 %

Nude

Warm + cool logo

5

19 %

Yellowish green

Warm

6

19 %

Bright green

Cool

7

20 %

Blue

Cool

8

20 %

White, nude

Warm + cool

9

20 %

Ligth blue, yellow

Cool + warm

10

22 %

Bright nude

Warm

11

24 %

Red, grey, green

Cool + warm

12

25 %

Nude

Warm + cool logo

13

26 %

Bright blue

Cool + warm

14

26 %

Green, blue, orange, pink

Both

15

26 %

Himmed white, nude

Neutral + warm

16

26 %

Warm nude

Warm + cool logo

17

27 %

Nude, blue

Warm + cool

18

27 %

Grey green, ash brown

Cool + warm

19

27 %

White, nude

Warm + cool

20

27 %

Light grey

Cool + warm CTA

Appendix 6. Analyzation of color element: main color and hue (View time)
Banner

View time

Main color

Hue

1

58,28

Green, blue, orange, pink

Both

2

33,43

White, red, blue

Cool

3

22,41

Orange

Warm

4

21,63

Black, pink, yellow

Neutral + warm

5

19,38

Nude

Warm + cool logo

6

18,34

Dark grey, black

Neutral + warm

7

12,18

Grey green

Cool + warm

8

10,97

Light pink

Warm + cool

9

10,69

Blue, grey

Cool

10

9,45

Orange

Warm

11

8,56

Grey / brown

Warm + cool

12

8,44

Deep yellow

Warm + cool CTA

13

7,77

Blue & bright red

Cool + warm

14

7,76

Orange

Warm + cool CTA

15

7,58

Blue

Cool

16

7,45

White, red

Neutral + warm

17

7,31

Black, turquoise

Cool

18

7,22

White, light pink, nude

Neutral + warm

19

7,22

Nude, orange, blue

Warm + cool

20

7,09

Dark blue, nude

Cool + warm

1

0,37

White, red

Neutral + warm

2

0,47

Yellow, red

Warm

3

0,47

Grey, light pink

Neutral + warm

4

0,49

Red, black

Warm

5

0,54

Himmed white, nude

Neutral + warm

6

0,60

White, nude

Warm + cool logo

7

0,60

Bright blue, light pink

Both

8

0,67

Grey

Cool

9

0,68

Blue, yellow

Cool + warm

10

0,71

Light blue

Cool + warm logo

11

0,73

Grey, black dark blue

Neutral + cool

12

0,73

Light pink

Warm + cool

13

0,74

Purple, pink

Warm

14

0,74

Light pink

Warm + cool

15

0,74

Grey blue

Cool + warm

16

0,77

Both

17

0,78

Green, blue, purple,
orange
Dark blue

18

0,78

Warm nude

Warm + cool logo

19

0,78

Purple, yellow

Warm + cool CTA

20

0,81

White, grey, red

Warm

Cool

Appendix 7. Analyzation of picture element (View%)
Banner

View %

Photograph / Graphic

Human / Product

1

90 %

Photograph

Product

2

80 %

Photograph

Human arms

3

80 %

Photograph

Product

4

79 %

Graphic

Product

5

76 %

Graphic

Product

6

75 %

Photograph

Product

7

75 %

Photograph

Product

8

71 %

Photograph + graphic

Human face + body

9

71 %

Graphic

Human face + body

10

69 %

Photograph

Product / other

Background

X

X

11

68 %

Photograph

Human face

12

68 %

Photograph

Human arms

X

13

67 %

Photograph

Product

X

14

67 %

Graphic

Product + human body

X

15

63 %

Photograph

Product + human body

16

63 %

Graphic

Other

17

62 %

Both

Human face

18

62 %

Photograph

Product + human body

19

61 %

Photograph

Human body

20

60 %

Photograph + graphic

Product + human body

1

13 %

Graphic

Other

2

14 %

Photograph

Human face + body

3

14 %

Photograph

Human face + body

4

17 %

Photograph

Human face + body

X

5

19 %

Graphic + photograph

Human face + body

X

6

19 %

Graphic

Other

7

20 %

Graphic

Product

8

20 %

Photograph

Other

9
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Appendix 8. Analyzation of picture element (View time)
Banner

View time

Photograph / Graphic

Human / Product

1

58,28

No picture

No picture

2

33,43

Photograph

Product / other

3

22,41

Photograph

Product

4

21,63

Photograph
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5

19,38

Photograph
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6

18,34

Photograph

Product + human face + body
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X

7

12,18
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8
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Graphic
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9
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7,09

Graphic

Other

1
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3
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X
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0,60

Photograph

Human face + body

X

7
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8

0,67
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13

0,74

No picture

No picture
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18

0,78
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0,78

No picture
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Appendix 9. Analyzation of text element (View%)
Banner

View %

Text surface

Compared surface

1

90 %

63050

1/6

2

80 %

38000

< 1/10

X
X

X

X

X

X
X

3

80 %

49525

1/8

4

79 %

35200

< 1/10

5

76 %

59700

1/7

6

75 %

30150

< 1/10

7

75 %

65025

1/6

8

71 %

82700

1/5

9

71 %

69300

1/6

10

69 %

52200

1/8

11

68 %

63525

1/6

12

68 %
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1/5

13

67 %

53200

1/7

14

67 %

42775

1/9

15

63 %

93625

1/4

16

63 %

55200

1/7

17

62 %

65700

1/6

18

62 %

47300

1/8

19

61 %

23275

< 1/10

20

60 %

69700

1/6

1

13 %

54625

1/7

2

14 %

52000

1/8

3

14 %

70300

1/6

4

17 %

36275

< 1/10

5

19 %

82925

1/5

6

19 %

71175

1/6

7

20 %

108950

2/7

8

20 %

99425

1/4

9

20 %

69350

1/6

10

22 %

69550

1/6

11

24 %

66500

1/6

12

25 %

39750

1/9

13

26 %

97600

1/4

14

26 %

50950

1/8

15

26 %

62150

1/6

16

26 %

29900

< 1/10

17

27 %

29500

< 1/10

18

27 %

37000

< 1/10

19

27 %

44175

1/9

20

27 %

87550

2/9

Appendix 10. Analyzation of text element (View time)
Banner

View time

Text surface

Compared surface

1

58,28

50950

1/8

2

33,43

110400

2/7

3

22,41

12625

< 1/10

4

21,63

81000

1/5

5

19,38

38375

< 1/10

6

18,34

59450

1/7

7

12,18

52275

1/7

8

10,97

46075

1/9

9

10,69

33000

< 1/10

10

9,45

64950

1/6

11

8,56

66300

1/6

12

8,44

101950

1/4

13

7,77

25175

< 1/10

14

7,76

67500

1/6

15

7,58

75800

1/5

16

7,45

41325

1/9

17

7,31

67000

1/6

18

7,22

67200

1/6

19

7,22

32613

< 1/10

20

7,09

41950

1/9

1

0,37

53300

1/7

2

0,47

83750

1/5

3

0,47

57525

1/7

4

0,49

57225

1/7

5

0,54
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1/6

6

0,60

49875

1/8

7

0,60

52750

1/7

8

0,67
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1/2

9

0,68

60200

1/7

10

0,71
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1/9

11

0,73

52400

1/7

12

0,73

52800

1/7

13

0,74

54375

1/7

14

0,74

55200

1/7

15

0,74

52000

1/8

16

0,77

57075

1/7

17

0,78

70300

1/6

18

0,78

29900

< 1/10

19

0,78
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2/5

20

0,81

52000

1/8

Appendix 11. Relation of the text surface size and View %
Relation of the text surface size & View %
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Appendix 12. Relation of the text surface size and View time
Relation of the text surface size & View time
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Appendix 13. Analyzation of animation and message content (View%)
Banner

View %

Animation
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90 %
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80 %
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4

79 %

X

5

76 %

X

6
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X
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Appendix 14. Analyzation of animation and message content (View time)
Banner

View time
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1

58,28
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33,43
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X
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X

X
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X
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