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: Meaning of Display Advertising

Display advertising is a form of digital advertising in which businesses promote their products,
services, or brands through visual advertisements on websites, mobile applications, and other
digital platforms. These advertisements may contain images, text, graphics, animations, audio,

or video.

Display advertising aims to create brand awareness, attract potential customers, generate
website traffic, and encourage users to take specific actions, such as purchasing a product or

registering for a service.

Example: An advertisement for a new smartphone appearing on a news website or a shopping

application is an example of display advertising.




: Objectives of Display Advertising

The major objectives of display advertising are:

1. Brand Awareness: To make people familiar with a brand, product, or service.
2. Website Traffic: To attract visitors to a company's website.

3. Lead Generation: To collect potential customers' information.

4. Sales Promotion: To encourage online purchases and conversions.

5. Customer Retargeting: To reconnect with users who previously visited a website or

interacted with a brand.
6. Product Promotion: To communicate product features, offers, and benefits.

7. Customer Engagement: To encourage users to interact with advertisements.




: Important Display Advertising Terminology

1. Ad Impression

® An impression is counted whenever an advertisement is displayed to a user. It measures how often an

ad is served, not necessarily whether the user notices it.
e Example: If an advertisement is displayed 1,000 times, it generates 1,000 impressions.
2. Click-Through Rate (CTR)
e CTR measures the percentage of ad impressions that result in click
® Example: 50 clicks from 2,000 impressions give a CTR of 2.5%.
3. Cost Per Click (CPC)
® CPC is the amount an advertiser pays for each click on an advertisement.

e Example: 1,000 spent for 200 clicks means a CPC of X5.




. Cost Per Mille (CPM)

CPM is the cost of obtaining 1,000 ad impressions. The word mille means one thousand.

Example: Spending X500 for 100,000 impressions gives a CPM of X5.

. Conversion Rate

Conversion rate measures the percentage of users who complete a desired action, such as making a purchase,

filling out a form, or signing up.

The denominator should be chosen consistently with the campaign's reporting method.

. Remarketing or Retargeting

It is a technigue used to reach people who have previously visited a website, viewed a product, or interacted with

a business, subject to applicable privacy and consent requirements.

Example: A user views a pair of shoes online and later sees an advertisement for similar shoes.




7. Ad Placement

e Ad placement refers to the location where an advertisement appears, such as the header,

sidebar, footer, or content area of a website.

8. Responsive Display Ad

® A responsive display ad automatically adjusts its size, appearance, and format to fit available

advertising spaces and devices, depending on the advertising platform.




: Other Important Terms

e Advertiser: The individual or organization paying to promote a product or service.

e Publisher: The website or application that provides space for advertisements.

e Ad Network: A platform that connects advertisers with publishers and helps distribute advertisements.

e Target Audience: The group of people an advertisement is intended to reach.

® Frequency: The number of times an individual user is exposed to an advertisement during a specified period.

e Reach: The number of distinct users exposed to an advertisement.

e lLanding Page: The webpage a user reaches after clicking an advertisement.

e Viewability: A measure of whether an advertisement had an opportunity to be seen according to a defined industry standard.
e Call to Action (CTA): A message encouraging users to take action, such as “Buy Now,” “Learn More,” or “Register Today.”

e Return on Ad Spend (ROAS): Revenue attributed to advertising divided by advertising expenditure.




: Types of Display Advertisements

1. Banner Ads

® Banner ads are rectangular advertisements displayed at the top, bottom, or sides of websites. They may

include images, text, logos, and clickable links.
® Use: Promoting products, discounts, and brand messages.
2. Rectangle and Sidebar Ads

® These advertisements appear in rectangular spaces within a webpage, often beside the main content or

between sections.
® Use: Product promotion and lead generation.

3. Rich Media Ads

e Rich media advertisements use interactive features, animation, audio, video, or expandable elements to

attract attention.

e Use: Demonstrating product features and increasing engagement.




. Animated Display Ads

These advertisements use movement or animation, such as animated GIFs or HTML5 animations, to

communicate a message.

Use: Highlighting offers, product benefits, and promotional messages.

. Native Ads

Native advertisements are designed to match the general appearance and format of the platform on which

they appear. They should be clearly identified as sponsored content.

Use: Promoting articles, products, and services within content feeds.

. Video Display Ads

Video ads use moving images, sound, and text to communicate advertising messages. They may appear

within webpages, video players, or digital content feeds.

Use: Product demonstrations, storytelling, and brand awareness.




7. Interstitial Ads

e These advertisements occupy most or all of the screen and appear at natural transitions, such as between app activities or game
levels.

e Use: Mobile app promotion and special offers.

8. Retargeting Ads

e Retargeting ads are shown to eligible users who have previously interacted with a business or its website.
e Use: Encouraging users to revisit a product page or complete a purchase.

9. Responsive Display Ads

e These ads adapt to different available spaces and screen sizes using advertiser-provided text, images, logos, and other creative
assets.

® Use: Reaching audiences across different devices and placements.

10. Mobile Display Ads

e These advertisements are designed for mobile websites and applications, including mobile banners, in-app ads, and other
screen-friendly formats.

e Use: Reaching smartphone and tablet users.




: Advantages of Display Advertising

e Wide Reach: Advertisements can reach large audiences across websites and applications.
® Visual Appeal: Images, colours, graphics, and animations attract attention.

® Audience Targeting: Advertisers can target audiences based on available demographic,
geographic, contextual, and behavioural signals.

® Measurable Performance: Impressions, clicks, conversions, and expenditure can be tracked.
® Remarketing Opportunities: Businesses can reconnect with previous visitors.
® Flexible Budget: Campaigns can often be adjusted according to the advertiser's budget.

® Brand Recognition: Repeated exposure can help build familiarity with a brand.




: Limitations of Display Advertising

® Banner Blindness: Users may ignore advertisements because they are accustomed to seeing
them.

® Ad Blockers: Some users employ tools that block advertisements.

® Click Fraud and Invalid Traffic: Some clicks or impressions may be generated by bots or other
invalid sources.

® Low Conversion Rate: Many users may see an advertisement without taking action.

® Privacy Concerns: Audience tracking and targeting must comply with applicable privacy laws
and platform policies.

e Ad Fatigue: Repeatedly seeing the same advertisement can reduce audience interest.

e Competition: Numerous advertisements compete for users' attention.




: Conclusion

Display advertising is an important component of digital marketing because it helps businesses
communicate visually with their target audiences. Understanding advertising terminology,
formats, costs, and performance metrics enables marketers to design more effective
campaigns. Its success depends on relevant targeting, attractive creative design, appropriate

placement, and continuous performance measurement.
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