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The purpose of this thesis was to explore the history of online advertising in the years 1994-
2005. Different types of online advertising were explored as well as different phenomena
that followed each new type of advertising. A quantitative survey was also conducted to see
if modern users clicked on older online ads. The survey received 79 answers which is not a
large enough sample size to make generalizations about the entire population. Responses
were received from a wide age range, from 13 to 81, with most of the respondents being 20-
29 years old. Static ads generated the highest CTR, then animated and lastly casino ads. The
ads generated higher CTRs than online ads today with the exception of the casino ads which
performed worse than their modern counterparts. Most respondents found many of the ads,
especially the animated ones annoying, and there was no interest in gambling advertising
either. Results indicate that trusted and familiar brands gained much more clicks than others.
An ad advertising a quiz about the user's brain also gained a notably high CTR.
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Tamén kandidaatintyon tarkoitus oli tutkia nettimainonnan historiaa sen ensimmaisten 11
vuoden avulla, vuodesta 1994 vuoteen 2005. Erilaisia nettimainonnan tyyppejd tutkittiin
sekd erilaisia 1lmiGitd, jotka seurasivat jokaista uutta mainontakeinoa. Kvantitatiivinen
kysely suoritettiin, pyrkimyksend selvittdd klikkaavatko nykykédyttdjait vanhoja
nettimainoksia. Kysely sai 79 vastausta, mikd ei ole tarpeeksi suuri otos, ettd tuloksia
voitaisiin yleistdd koko viestoon. Vastauksia saatiin laajalta ikdhaarukalta, 13-vuotiaista 81-
vuotiaisiin, tosin enemmistd vastaajista oli 20—29-vuotiaita. Staattiset mainokset tuottivat
korkeimman CTR:n, sitten animoidut ja lopuksi kasinomainokset. Mainokset tuottivat
korkeamman CTR:n kuin nettimainokset nykyisin, poikkeuksena kasinomainokset, jotka
suoriutuivat huonommin kuin niiden nykyajan vastineet. Suurin osa vastaajista mielsi
mainokset, varsinkin animoidut mainokset, drsyttaviksi, ja kiinnostusta rahapelimainoksiin
ei 1oytynyt. Tulosten mukaan tuttujen ja luotettujen brandien mainokset kerryttivit enemmaén
klikkejd kuin muut mainokset. Lisdksi mainos, joka mainosti kyselyd kdyttdjan aivoista,
kerasi poikkeuksellisen korkean CTR:n.
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1 Introduction

The creation of the Internet gave way to a new form of advertising; online advertising, which
has been around almost as long as the Internet itself. Many of the advertising tactics used in
traditional advertising were brought to online advertising, but also new tactics and strategies
were invented for the era of the Internet. Over the years, online advertising has evolved into
a wide and varied phenomenon, and in recent years, it has surpassed television as the largest
advertising medium (Song, 2025). In this thesis, different aspects of online advertising in
1994-2005 will be explored, such as the history, technology, and the reactions of modern

users.

Online advertising is commonly said to have begun in 1994 with the first ever banner ad
being sold and displayed then (Evans, 2009). That is why ‘the early years of online
advertising’ in this thesis will span from 1994 to the end of 2005, a time span of around 11
years. The year 2005 has been chosen for mostly arbitrary reasons. Earlier parts of Internet’s
history may briefly be visited to provide more context to certain aspects, but 1994-2005 is

the timeframe we will mainly be focusing on.

The history of online advertising is important not only to preserve history but also because
it is important to keep note of the roots. The roots of online advertising, so the birth and early
years of it, should be looked back on to compare our progress in the field. All sciences try
to help us gain a deeper understanding of something. But to gain a deeper understanding of

a science itself, we must study its history (Deming, 2016).

Online advertising can be defined in many ways such as "advertising delivered over the
Internet" (Evans, 2009) or with a lengthier description like "a form of marketing and
advertising which uses the Internet to promote products and services to audiences and
platform users" (Ungureanu & Popescu, 2022). These are both fine definitions of online
advertisement for the purposes of this thesis since both definitions are general enough to

encompass the topics explored in this thesis.

First the history of online advertising is explored through different online ads and some
remarkable moments and phenomena. Then we move on to the research method. Similar

experiments have been conducted, though they do not focus on older ads, instead broadly
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focusing on how people respond to online ads in general, and how different characteristics

of the ad change peoples’ responses.

Previous research results can be contradictory and varying. Bruce et al. (2017) found that
animated ads were more effective than static ones. However, North & Ficorilli (2017) found
that medium-sized (300 x 250 px), blue and static ads generated more clicks than larger, red,
animated ads. The main contradictory being animated vs static ads. The survey in this thesis
included both static and animated ads. There are other studies that support animated ads
being more effective than static ones. Li et al. (1999) discovered that animated ads gained
the user's attention faster and prompted faster reactions from the user. Lohtia et al. (2003)
found that animation increased the click-through rate for B2C advertisements. Based on
these studies, the first hypothesis is: "H1: Animated ads will generate a higher CTR than

static ads."

Robinson et al. (2007) found that effective banner ads were larger in size, absent with
promotional incentives, and included casino games. Whether people find ads about gambling
and casino games appealing or not, it is hard to say. According to Eser (2025), the average
conversion rate for online gambling ads is 4,9%. It is a notable difference compared to the
average conversion rate of online ads in general, which, according to Rigby (2025), is 2,9%.
The Finnish Institute for Health and Welfare, THL, conducted a study in 2023 where 70%
of the respondents admitted to playing a gambling game of some kind in the last 12 months.
Based on these studies, the second hypothesis is: "H2: Ads including gambling or casino

games will generate a higher CTR than other ads."
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2 Related literature

In this chapter, we will go through the history of online advertising in the years 1994-2005

and the different means of online advertising that emerged in those years.

2.1 The first banners are born

Many people surely think of banner ads when they think of online advertisements. Academic
writers seem to avoid defining the term because finding a direct definition proved to be quite
difficult. According to Cambridge Dictionary (n.d.), a banner ad is "an advertisement that
appears across the top of a page on the internet". Janoschka (2004) indirectly defines banner
ads as ads online that comprise of small text and graphics and are usually four-sided in shape.
Taking these two definitions into account, we can define banner ads as online ads, usually

on a website, that include graphics.

It is the year 1994, and web magazine HotWired (now known as Wired) has just sold and
created the first web banner ad (Kaye & Medoff, 2001, according to Evans, 2009). The 468
x 60 pixels ad had a black background which boasted colorful, almost tie-dye reminiscent,
letters asking, "Have you ever clicked your mouse right HERE?" And next to that an arrow
pointing to white letters spelling out "YOU WILL" (Singel, 2010). The bold assumption was
correct because the ad garnered a click-through rate (CTR) of a whopping 44% meaning that
from all those people who saw the ad, 44% of them clicked on it (McCambley, 2013).

The huge surge in websites, and banners that advertised those websites, led to the creation
of search engines in the same year. Search engines made, and still make, money by selling
advertisement. At first, they sold ads the same way other websites did, that is selling ads by
cost-per-mille (CPM). Mille means "a thousand", and in this case it refers to a 1000 people
seeing the ad. So, ads were sold on "impressions", that is how many people just saw the ad.
This quickly led to a conflict of helping people search and find things they are looking for
online versus keeping them looking at as many ads as possible. This changed in 1996, and

the search engines, starting with Yahoo!, abandoned the CPM method in favor of cost-per-
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click (CPC). Now, a site was paid only when a person clicked on the ad. Though search
engines moved from CPM to CPC, CPM is still a valid method of selling advertisement and

is still in use in other cases. (Ungureanu & Popescu, 2022)

2.2 Pop-ups pop up

Pop-ups are the ads no doubt many people think of when they think of "annoying online
advertisements". The clichéd bright ads that quite literally pop up on your screen visually
screaming "Click here!" and block you from seeing the other content on the website. Pop-
ups are programmed to appear when you enter the website and thus are impossible to avoid
(without ad-blocking software that is). Because pop-ups are a separate window that opens
up, this allows for much freedom in terms of pop-up shape, size and interactivity (Janoschka,
2004). Pop-up has a variation of it called a "pop-under". Pop-unders work similarly to pop-
ups except they pop open under the website window, hence the name. A person would notice

a pop-under only after they close or minimize their browser window.

The exact birthyear of the pop-up is not known, however it must be somewhere in 1994-
1999 and specifically after the banner ad is created. It must be this way because the man who
invented pop-ups, Ethan Zuckerman, came up with his creation while working in a company
called Tripod.com in those years. Like many regrettable things, pop-ups too, were created
with good intentions in mind. In an article, Zuckerman (2014) reminisced how him and his
team were approached by a car company who was stressed after discovering they had sold
their advertisement to a pornographic website. So, Zuckerman coded a separate window for
the ad. This provided a way for ads to exist without advertisers having to worry about their
ad and brand being associated with the website the ad is on. After all, the ad is not directly
"on" the website, it is in a separate window and therefore hopefully creating a distinction in

the user's head.
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2.3 Emailing emerges

Email advertising might be an advertising form that does not immediately come to mind to
the average consumer. Businesses however seem to be very aware of the unique advantages
that come with advertising through email. Emailing allows an advertiser to tailor an ad
specifically to an individual and contact that individual more directly than in other
advertising forms. Email allows for one-to-one communication and very specific targeting.
It is also very inexpensive for the advertiser compared to other advertising methods. Email
also has the benefit of being constantly in use by people. Some people might use ad-blockers
that block banners and pop-ups and therefore they will not be exposed to those methods of

advertising. Meanwhile, people check their e-mail regularly (Hanna et al. 2016).

Email advertising is technically the oldest form of online advertising because it got its start
way back when Internet did not even really exist. Back when 'the Internet' was the ARPANet
and 'computers' were dummy terminals. ARPA as in Advanced Research Projects Agency
as in a U.S. government agency. (At the moment, the agency goes by DARPA, Defense
Advanced Research Projects, but that could change since the agency has switched between
the two names four times over the years.) And yes, that means the Internet began as a project
for the U.S. military. It was intended for warfare and defense, not for sharing funny cat

videos. (Noel, 2023)

Before email advertising can exist though, email must be invented. This happened in 1965
when Tom Van Vleck and Noel Morris invented the MAILBOX, (one of) the first electronic
messaging system. It was originally developed to replace leaving paper notes as a way of
communication. You could only still communicate with users on the same network. To
communicate with users on different networks, in 1972 Ray Tomlinson adapted an already
existing message program, SNDMSG, to be able to send messages to computers on different
networks. He chose the '@' symbol for addressing the computer an operator's username lived

on, very similar to how we use (@ in our internet communications. (Hanna et al. 2016)

Finally, we get to the first email advertisement in 1978. Gary Thuerk used his company's
electronic messaging system for something it had not been used before. He sent a message
to 400 other users on the network trying to sell his company's newest computer model. He

received several less than thrilled responses, but he also sold 13 million dollars' worth of
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equipment thanks to that message. Thus, Thuerk became the father of spam. (Hanna et al.
2016) The term spam is used here deliberately. Why is a word with such negative
connotation used when referring to advertising through email? Spam as a term is described
as "unsolicited usually commercial messages (such as emails, text messages, or Internet
postings) sent to a large number of recipients or posted in a large number of places"
(Merriam-Webster, n.d.). That definition sounds a lot like email advertising. That is why the
terms email advertising and spam are many times used interchangeably, though advertisers

prefer to not use the latter term for obvious reasons.

In response to the large number of spam emails being received by people, the US government
enacted the CAN-SPAM (Controlling the Assault of Non-Solicited Pornography And
Marketing) Act in 2003. The act did not criminalize spam as a whole, instead setting up rules
as to how spam should be sent with the threat of fines/imprisonment as punishment. Main
points of the law are; headers should not be misleading, emails must include a return address,
label warnings for sexual content, and opportunity for recipient to decline receiving further
solicitations from the sender (Congress.gov, n.d.). The Act does not apply to just US
businesses sending to US recipients (Mailrelay, n.d.). It also applies to international
businesses wishing to email advertise to US citizens, which is why the CAN-SPAM Act was
an important event in email advertising; it set up the rules for how email advertising would
continue to function. Since then, other countries have followed with similar regulations
around spam. Europe responded with its CAN-SPAM equivalent, GDPR (General Data
Protection Regulation), that went into full effect in 2018. GDPR is the strictest privacy and
security law in the world (Wolford, n.d.). Just like with the CAN-SPAM Act, one must
comply with the GDPR if they are processing the personal data of EU citizens or residents
or offering goods or services to such people, even if one is from outside the EU (Wolford,

n.d.).
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2.4 Gambling goes online

Online gambling sites placed their bets early in the history of Internet and got a quick,
explosive start. In 1994 MicroGaming developed the first gambling software and quickly
following suit, in 1995 CryptoLogic developed encrypted communication protocols which
allowed secure online monetary transactions. By the end of 1996, 15 online casinos accepted
wagers with real money. And in 1999, there were already 300 online casinos, with the
number growing to 1800 in 2002 (Robinson et al. 2007). Revenue was showing similarly
explosive numbers, with the revenue of online gambling in 2000 being 2.2 billion dollars
just in the US. While online casinos host many "traditional" gambling games such as sports
betting and poker, they also host other "non-traditional" games such as mahjong, arcade

games and trivia games. (Wood & Williams. 2007)

The number of people who gambled online was estimated to be around 14-23 million in
2006, with around 23% of the players being from Europe (American Gaming Association.
2006 according to Wood & Williams. 2007). When it comes to the demographic of online
gamblers, there are slight differences from non-online gamblers. Jiménez-Murcia et al.
(2011) found in their study that online gamblers had on average a higher education and a
higher socio-economic status than non-online gamblers. Online gamblers also had on
average higher gambling debts and higher amounts of money spent on gambling in
comparison to non-online gamblers. However, there were no significant differences when it

came to gender, income, age, marital status or suicidal ideation.

Gainsbury et al. (2014) found a very interesting detail in their study that compared online
casino players and online poker players: females were slightly more likely to chase losses in
both groups. Chasing losses is when a gambler believes they can make up for their lost
money by gambling more in the hopes of winning their money back. Online gambling
opened a new door for many women. Many women who had young kids to take care of at
home or other at-home responsibilities suddenly had the chance for at-home entertainment
and socialising (via chat rooms). Women also enjoyed the accessibility that online gambling
provided. They didn't need to dress up, go out or meet anybody, and online casinos were felt
to be safer than non-online ones. Women appreciated the anonymity in online gambling.
One could be completely inexperienced and try their hand in multiple games without losing

face. The obscuring of one's gender was also a major like. While many of these points could
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apply to males as well, they are significant in females, and females have different reasonings
behind their enjoyment of online gambling (e.g. the very unique demographic of at-home
mothers/caretakers who enjoy online gambling. Unique, because women are more likely to

be stay-at-home parents and caretakers than men.) (Corney & Davis, 2010)
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3 Research method

The chosen research method is the form of a survey questionnaire. The goal of this
questionnaire is to investigate if online banner ads from 1994-2006 appeal to the modern
person. More specifically it is investigating whether online banner ads from 1994-2006

generate clicks from the modern user.

The questionnaire has a few background questions but mostly it consists of banner ads with
different characteristics. The point of the questionnaire is mainly to see if users would click
on these ads from the early internet. A user’s choice of “yes” in a multiple-choice question
can be translated into a click and from there we can calculate each ad’s click-through rate.

The questionnaire in its entirety can be found as an appendix at the end of this thesis.

According to Miiller et al. (2014), surveys are a great way of measuring and analysing user
attitudes, intents, experiences, characteristics and interactions with technology. All these
qualities can be argued to be involved in the research question of this thesis. In particular,
attitudes and interactions with technology because we are examining how people react to

online banner ads.

The research conducted in this thesis is based on a positivist paradigm. In positivism, all the
knowledge/answers exist in the world, and they can be discovered through objective,
scientific research methods. In this research paradigm, science only includes things that can
be measured and observed. The world operates on the laws of cause and effect, and
positivism is about observing these laws to better understand them and to be able to control

and predict them. (Ayiro, 2012)

The research conducted in this thesis is also quantitative, which is connected to positivism.
Quantitative research aims to expose relationships between variables. As is common for
quantitative research, the results of the research will be subjected to statistical analysis.

(Ayiro, 2012)

The survey data is analysed more thoroughly with the use of statistical analysis methods of
cross tabulation and Pearson's chi-square analysis. Cross tabulation is used to find out
possible correlations. Cross tabulation is sometimes referred to as simply cross analysing,

and this thesis uses the two terms interchangeably. Chi-square analysis is used to determine
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if these correlations indicate an actual link between the variables, or if their appearance
together is merely a random coincidence. For the Chi-square tests conducted in this thesis,

significance level of 0.05 was used.

The questionnaire was formulated similarly to prior experiments such as those conducted by
North & Ficorilli (2017) and Bruce et al. (2017). The questionnaire opens with a few
background questions to categorize the respondents more specifically. The rest of the
questions include online banner ads with varying characteristics. The ads featured are real
ads from 1994-2005 and have been found by scouring the Web Archive —website. The casino
ads are from various old casino listing sites, the other ads are mainly from the online version
of Iltalehti, a Finnish tabloid magazine. Because the ads are from old, archived versions of
websites, most of the ads cannot be sourced to their original owner/creator. The
questionnaire was in Finnish, but the results and respondents' answers have been translated

into English for this thesis.
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4 Results

The questionnaire received 79 answers. Of these respondents, 63.3% were female, 32.9%
were male and 3.8% non-binary. The respondents' ages varied all the way from 13 to 81 (see
fig.1). 5.06% were under 20 years old, 45.57 %, the majority, were between 20-29 years,
24.05% were 30-39, 15.19% were 40-49, and 10.13% were 50 or over. The respondents gave
their age in a free-form answer, and not a multiple-choice answer. 10.1% of the respondents
said they clicked on ads online daily, 20.3% weekly, 54.4% rarely, and 15.2% never. In a
question about how often the respondents used the internet during the years 1994-2006, the
results were: 11.4% said daily, 26.6% weekly, 27.8% rarely, and 34.2% never.

Fig. 1: Age distribution of respondents
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The ads were divided into three categories: static ads, animated ads and casino ads. Each
category had four ads in it. The average CTR for each category from highest to lowest was;
static ads with an average of 16.25%, animated ads with an average of 12.70%, and casino

ads with an average of 2.225%.

The ad that generated the highest CTR was an ad from 2003 instructing the user to "do a
brain balance test" (see fig. 1). 34.2% of respondents said they would click on the ad. The
ad belonged to the static category. Cross tabulation was used to find a possible correlation

between people who clicked (or did not click) on the ad and people who used the internet
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frequently in the years 1994-2006. There did not appear to be a correlation between the two
variables. Of those who clicked on the ad, 7.41% had used the internet in those years daily,
25.93% weekly, 33.33% rarely, and another 33.33% never. Of those who did not click on
the ad, 13.46% had used the internet in those years daily, 26.92% weekly, 25% rarely, and
34.62% never. This notably high CTR could be explained by the fact that the ad was not
advertising a product or a company (directly) but a quiz. According to Anna Talerico (2016)
who runs an interactive marketing company, people love doing quizzes because quizzes are
fun, easy and fast to do, shareable with other people, and quizzes provide fast results. The
slight ambiguity in the ad (what does brain balance even mean?) leaves people questioning

and curious.

Fig. 2: 'Brain-balance’ test -ad

Another ad that earned a high CTR was an animated McDonald's ad from 1996 (see fig. 2)
with a CTR of 26.3%. This could be because of familiarity with and trust in the brand of
McDonald's. "If consumers have more trust in a brand, the perceived risks associated with
purchasing the brand will decrease." (Wang, 2002 according to Bae & Kim, 2023) This could
be argued to extend to a brand's online advertising. Perhaps people were more willing to
click on the McDonald's ad since their feelings of trust and familiarity for the brand dispelled
any fears of online scams or phishing attempts. To quote one respondent, " The more familiar

brands, such as McDonald's, invoked less negative feelings [than the other ads]."
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Fig. 3: McDonald's ad

McDonald's
A N

Many respondents shared sentiments of negative feelings about the ads in the questionnaire
but also about online ads in general. One respondent claimed, "Pointless ads take resources
and increase costs which consumers pay in the price of goods." This is referring to the theory
that advertising costs the business money which they must make up for in increasing the
price of goods to make a profit. While true in some aspects, this theory does not apply to
online advertising that well. The costs of online advertising are much lower when compared
to traditional advertising (Song, 2025). It may be why online advertising surpassed television
as the largest advertising platform in 2021. Despite its popularity, the cost of online
advertising has been steadily decreasing for over two decades, rising only in the midst of the
COVID-19 pandemic. The same trend has happened to product prices. Varian (2022) argues
that the cost of online advertising and the prices of products are independent of each other.
When advertisement costs increase, merchants will advertise less but not change the price of

their products.

"All the ads looked suspicious and old. Whether I click on ads is dependent on where I see
the ad," one respondent said and continued by saying they never click on ads that appear on
mobile games, but they might click on one that appears on a social media site such as
YouTube or Instagram. This admittance of trust in ads on social media sites is interesting.
Carlson et al. (2022) found that when users were on social media sites in search of
entertainment, rather than information, their trust in social media advertisement was greater.
YouTube can be argued to have much informational content, but Instagram is much more

associated with seeking entertainment than information.

One respondent highlighted the casino ads and how they seemed like scamming websites
(which contributed to the respondent not wanting to click). They also had comments about

the AT&T ad, saying, "/[The AT&T ad] where they're just instructing you to click and not
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telling you what they're advertising, that wouldn't work at all these days nor give a
trustworthy impression." According to a survey conducted in 2024 by Euroconsumer 82%
of respondents said they were "aware of the risks related to their online activities" (in
reference to online scam attempts) and 53% said they "felt confident in their ability to protect
themselves from cybercrime. (Euroconsumer, 2024)" This large awareness of online scams
could be the result for why respondents didn't click on AT&T's ad which lacked any true
information about what it was advertising yet still encouraged the user to click. Though one
respondent did admit that "/ was tempted to click the [AT&T ad], but I learned when I was
little that clicking on ads gets you a virus on your computer, and I haven't dared to click
since." This shows that in some cases a user's previous experience with an online scam
affects their perception of online advertising in general negatively. Other respondents also
echoed the suspicions of scam websites or computer viruses from the ads. "Ads actually
never entice into clicking, especially nowadays when there are warnings about phishing,

malware and etc.," another respondent said.

The appearance of the ads stuck out to many respondents, and not just in the way of invoking
suspicion. The flashiness, animation and vibrant colours were deterring to many. One
respondent who said they never clicked on ads commented, "The more [an ad] flickers and
sparkles, the shittier and more annoying it is." Another commented, "I don't like flashing
websites." One said, "I think the flashier an ad is, the smaller the likelihood of me clicking
it." The survey was not advertised as pertaining to older ads nor did the survey ever disclose
that the research topic was older ads. The only question that might hint at that was the one
asking how frequently respondents used the internet during the years 1994-2005. Some
respondents still caught onto the fact that these were older online ads. One respondent
described the ads as looking "cheap and undeveloped" then continued with "The ads are
more colourful and 'disruptive'/attention-grabbing than [ads] nowadays. They also perhaps
put more emphasis on bonuses, prizes etc. whereas today ads usually involve sales." Another
respondent described the ads as "quite old school banners in terms of design". One
respondent correctly pointed out the timeframe and reminisced about pop-up ads, "Ads were
more interesting for both sides [assumedly the advertiser/designer and the consumer] in the
turn of the century. Pop-up ads were a huge pain and in the worst case, pop-up windows

would endlessly open, it wasn't worth it to click around much."
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One respondent commented, "Our brain is perhaps used to dismissing online ads regardless
of what they're advertising." There is a term for this phenomenon, it's called "banner
blindness". Banner blindness suggests that users avoid looking or paying attention to online
ads. This is a conclusion several studies have made due to the study participants' inability to
recall what ads they had seen during an experiment. However, Hervet et al. (2011) argue that
those conclusions are incorrect or at the very least misleading. In their study, they found that
users' eyes always registered the ads on the website. The very first ad on a site was
consistently looked at the longest, the subsequent ads getting much less attention. At the end
of the experiment though, participants were not likely to remember even the first ad, unless
it pertained to the theme of the website. Hervet et al. conclude that attention and memory are
separate enough to deserve their own independent measurements. Therefore, it cannot be

concluded "that banners have not been looked at on the basis of memory performance".

Going back to examine the McDonald's ad closer, cross tabulation analysis revealed that of
those who clicked on the McDonald's ad, 15% had used the internet daily, 35% weekly, 35%
rarely and 15% never. Of those who did not click on the ad, 10.17% had used the internet
daily, 23.73% weekly, 25.42% rarely and 40.68% never. Cross tabulation was also used to
analyse a possible correlation between clicking on the ad and clicking on ads frequently. Of
those who clicked on the ad, 20% said they clicked on ads daily, 35% weekly, 45% rarely
and 0% never. Of those who did not click on the ad, 6.78 % said they clicked on ads daily,
15.25% weekly, 57.63% rarely and 20.34% never. Judging by eye, it was hard to say whether
there was any relationship between the two variables, so Chi-square analysis was conducted

next.

Null hypothesis in this case was Ho: "How often a user clicks on ads in their spare time is
not linked to if they clicked on the McDonald's ad". The alternate hypothesis in this case
would be Ha:"How often a user clicks on ads in their spare time is linked to if they clicked
on the McDonald's ad". With degrees of freedom of value 3 (due to having 2 rows and 4
columns), chi-square value of 9.959 was received, along with a critical value of 7.81 and a
p-value of 1.89%. The p-value is less than the significance level of 5% which points us to
reject the null hypothesis. The chi-square value is higher than the critical value which also
points us to reject the null hypothesis. By these criteria, we reject the null hypothesis. It can
be said that there is statistical evidence that would support a link between users clicking on

the McDonald's ad and users' ad clicking frequency in their spare time. This also makes
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logical sense; as in a person who clicks on an ad, probably clicks on ads in general, and did

not deviate from their habits by clicking on an ad.

An ad from 2003 also earned the same CTR of 26.3%. That being an ad advertising the Radio
Helsinki —radio channel (see fig. 3). Again, familiarity with the brand/product in question

could explain the high CTR. The ad belonged to the static category.

Fig. 4: Radio Helsinki -ad

95,2 MHz Listen 10

The very first ad in the questionnaire was the 1994 AT&T ad from HotWired's site. It
received a CTR of only 1.8%. Significantly lower than the CTR of 44% it received when it
first appeared. It was one of the lowest CTR generating ads in the questionnaire along with
casino ads which generated the same amount with the exception of one that generated 3.5%
(which is still low compared to other ads). The static and animated ads generated CTRs
higher than expected for their industry standard (averages of 16.25% and 12.70% compared
to average of 2.9% across industries). The casino ads on the other hand underperformed,
generating only the average of 2.225% compared to the average of4.9%. According to North
& Ficorilli (2017) the average click-through rate is less than 1%, meaning that online users
are more likely to "get a full house in poker, complete Navy SEAL training, or climb Mount
Everest than click on a banner advertisement". Respondents in this survey were much more

likely to click on an ad than expected.
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5 Discussion

The questionnaire was in Finnish, but the results and respondents' answers have been
translated into English for this thesis. The first hypothesis was "H1: Animated ads will
generate a higher CTR than static ads." The animated ads generated a lower CTR
(12.70%) compared to static ads (16.25%). The hypothesis has been proven wrong. Many
respondents commented on how the "flashy" ads were annoying. It is possible that static ads
had an advantage because they lacked these animated flashes and sparkles and therefore
were more appealing to the respondents. North & Ficorilli (2017) argue that animation
generated more clicks in the early Internet because the Internet was a novel thing, but now
people are more used to it. Online users are now more aware of online advertising tactics. In
fact, complex animation elicits negative feelings in users, and animation in banner ads is
seen as an obvious attempt at advertising. Animation distracts a user from the content they
were viewing which, while positive for the advertiser, is negative for the user. (North &
Ficorilli, 2017) Many of these sentiments were shared by the respondents of this survey,

many of them describing the ads as "annoying" or "distracting".

The second hypothesis was "H2: Ads including gambling or casino games will generate
a higher CTR than other ads." The casino ads generated a CTR of 2.225%, which was the
lowest among all three categories. The second hypothesis has also been proven wrong. The
respondents did not seem too interested in gambling, or they were not interested in gambling
advertisements. One respondent commented, "Casinos don't interest me." Another alluded
to gambling games being questionable uses of money where one did not get anything in
return. Many said they did not feel like they were the target audience for the ads, indirectly
admitting that they were not interested in either casinos or casino ads. Gambling in Finland
is very restricted with Veikkaus Oy, a government-owned company having monopoly over
the industry. Gambling advertisement by any other company is illegal in Finland (Poliisi,
n.d.). It is also illegal even if the advertiser is marketing from a different country. It is
possible that because the gambling laws are so strict in Finland, that this in turn discourages
people from clicking on gambling ads (that are not by Veikkaus) since they know those are

illegal.
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The research method conducted, the gathered results and the conclusion made in this thesis
are not perfect. The ads were divided into three categories: animated, static and gambling.
This categorization is not exact though because the gambling ads were either static or
animated (3 of them were animated and 1 was static). In other words, there was overlap in
the categories. This was not considered when making comparisons between the categories:

Gambling ads were their own category and were not gathered with animated or static ads.

One aspect that was hard to vet for was any potential feelings of nostalgia the respondents
felt. 66.7% of the respondents had used the Internet in the years 1994-2006, and some
respondents commented on how the ads looked "old" or even reminisced about ads from that
era. It is possible that some respondents may have clicked on some ads purely because of

nostalgic feelings.

This was mentioned in the results portion, but it should be noted again that the more
recognizable brands could have skewed the results. Particularly the McDonald's and Radio
Helsinki ads, which both generated very high CTRs (26.3% for each). Both are well-known
brands, and in the case of Radio Helsinki, one might be even more intimately familiar with
if one is from the Helsinki region. The quiz ad which generated the highest CTR cannot be
explained away with brand familiarity. I would propose that the high CTR is due to people

being curious to learn more about themselves.

The survey got 60 responses. While sufficient enough for a bachelor's thesis, the sample size
is too small for making proper statistical conclusions or generalizations about the public as
a whole. Miiller et al. (2014) recommends comparing one's survey to other similar surveys
conducted. Previous experiments, many of which have been referenced in this thesis, did not
conduct surveys, but instead posted ads on existing websites and tracked the generated CTRs
for a certain time (usually several weeks). In turn, these experiments larger sample sizes and
much more data to work with. It should be noted that my questionnaire only had 12 ads for
respondents to react to (4 for each category). This is because finding suitable ads from the
years 1994-2006 was quite time-consuming and difficult. Other experiments had more ads,
and they also inspected multiple characteristics of the ads such as size, colour, text and

theme.
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6 Conclusions

In this thesis the history of online advertising was explored through the main concepts of
banner ads, pop-up ads, email advertising and spam, and online casino ads. This was done
to preserve and spread information about the beginnings of online advertising. It was also

done to provide more context for the study.

The study in this thesis explored if online ads from the period of 1994-2005 would generate
clicks from modern users. There were two hypotheses presented before the study (in the
form of a survey) was conducted. The survey received 79 responses. Both the first hypothesis
"H1: Animated ads will generate a higher CTR than static ads." and the second hypothesis
"H2: Ads including gambling or casino games will generate a higher CTR than other ads."
were proven wrong. The ads in the questionnaire were divided into three categories: static,
animated, and casino ads, which received the following average CTRs: 16.25%, 12.70%,
and 2.225%. Static ads earned the highest CTR, then animated ads, and lastly casino ads
earned the lowest CTR.

Notably high CTR generators were an ad about a 'brain-balance quiz' (31.6%), a McDonald's
ad (26.3%) and an ad about a radio channel specific to the city of Helsinki (26.3%). The
latter twos' high CTRs could potentially be explained by respondents being familiar with the
brands and trusting them. The first one's high CTR could be explained by people wanting to

find out more about themselves.

Respondents found many of the ads annoying and distracting, especially the animated ones.
Respondents were not interested in either gambling or gambling advertisement or both. It is
possible that the strict laws on gambling advertisement in Finland repelled the respondents

from clicking on suspectedly illegal gambling adverts.

The results found in this study are that the ads generated higher CTRs than ads today (2.9%
according to Rigby, 2025), with the exception of gambling ads, which generated a lower
CTR than gambling ads today (4.9% according to Eser, 2025). There were notable
limitations in this study that future research should focus more on. Future studies should

consider a larger sample size of people and pick people from different countries, have a
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larger quantity of ads, possibly include a question about gambling habits, and qualitative

studies on the subject could provide useful insight as well.
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Appendix 1: Questionnaire.

Minka ikainen olet? *

Your answer

Sukupuoli? *

(O Nainen
O Mies
O Muu
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Kuinka usein klikkaat mainoksia netissa? *
(O Paivittain

(O Viikoittain

O Harvoin

(O Enkoskaan

Kuinka usein kaytit Internettia vuosina 1994-2006? *
(O Paivittdin

O Vviikoittain

(O Harvoin

O En ollenkaan
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Klikkaisitko tata mainosta? *

Have you ever clicked

your mouse right HERE? —
O Kylla
QO Ei

Klikkaisitko tata mainosta? *

listen loud & clear @

O «Kyla
O Ei
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Klikkaisitko tata mainosta? *

3007 BONUS =X

¢ Over 80 casino games ¢ Free download

Klikkaisitko tata mainosta? *
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Klikkaisitko tata mainosta? *
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Klikkaisitko tdta mainosta? *
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- CLICK - oliek - CLICK -
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Klikkaisitko t4ta mainosta? *

O Ei

Klikkaisitko tdatd mainosta? *

WWW.NYTE Y

Alas kriitikoiden valta!
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Klikkaisitko tata mainosta? *

Klikkaisitko tdta mainosta? *

i RADIO HELSINKI

95,2 MHz

O Kylla
O Ei

=

Kuunte|a
Listen t0
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Klikkaisitko tatd mainosta? *

— -

FORTONE

400%
BONUS

126 CASINO
GAMES

MORE THAN
70 SLOTS!

CLICK HERE
O Kyl
O Ei

Voit halutessasi kommentoida, mita ajatuksia/mielipiteita sinulle tuli naista
mainoksista.

Your answer
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