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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 attract the attention of potential customers, create brand
awareness, generate website traffic, and encourage purchases or other desired actions.

Example: An advertisement for a new smartphone appearing on a news website or a
banner promoting an online shopping sale on a mobile application.



Objectives of Display Advertising

e Brand Awareness: To make people familiar with a brand, product, or service.

e Customer Attraction: To attract the attention of potential customers through appealing

visuals.
e Website Traffic: To encourage users to visit a company's website or landing page.
e Lead Generation: To collect information from interested customers.
e Sales Promotion: To increase sales, enquiries, and online purchases.

e Remarketing: To reconnect with people who have previously visited a website or

interacted with a brand.

e Customer Engagement: To encourage users to click, watch, interact, or learn more

about a product.



Features of Display Advertising

e It uses visual elements such as images, banners, graphics, and videos.
e It can reach a large and geographically dispersed audience.
e It supports targeting based on interests, demographics, location, and online behaviour.

e Its performance can be measured using clicks, impressions, conversions, and other

metrics.
e It supports different pricing models, including CPC and CPM.

e It can be used on websites, mobile applications, and selected digital advertising

networks.



Different Types of Display Advertising

1. Banner Advertising

Banner advertisements are rectangular visual advertisements displayed at the top,
bottom, or sides of a webpage. They commonly contain an image, a short message, and a
clickable link.

Example: A banner announcing a festive discount on an e-commerce website.
2. Sidebar and Skyscraper Advertising

These advertisements appear vertically along the sides of a webpage. They are useful for
maintaining brand visibility while users read online content.

3. Responsive Display Advertising

Advertisers provide assets such as images, headlines, descriptions, and logos. The
advertising platform automatically adjusts their combination and size to fit eligible
placements.



4. Animated Display Advertising

These advertisements use movement, transitions, or animation to attract attention and
communicate a message. They may be created using HTML5 or other supported formats.

5. Remarketing or Retargeting Ads

These advertisements reconnect with previous website visitors or users who have
interacted with a business, where tracking and consent requirements permit.

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

6. Rich Media Advertising

Rich media ads use interactive elements, animation, audio, video, or expandable features
to encourage audience participation.



7. Mobile Display Advertising

These advertisements appear inside mobile applications and on mobile websites. They
are designed for smaller screens and touch-based interaction.

8. Video Display Advertising

These advertisements use video to explain product features, demonstrate services, tell
brand stories, or promote offers. Video display placements may appear within webpages
or apps.



Different Types of Advertising Tools

Advertising tools are digital platforms and software applications that help marketers
create, publish, manage, target, monitor, and evaluate online advertisements

1. Google Ads

Used to create and manage display campaigns, select audiences, set budgets, choose
bidding strategies, and measure campaign performance.

2. Google Ad Manager

Helps publishers manage advertising inventory, organize ad placements, deliver ads, and
report advertising results.

3. Display & Video 360

A demand-side platform used by advertisers and agencies to plan, buy, and optimize
digital display and video advertising across supported inventory.



4. AdRoll

Supports digital advertising and retargeting campaigns to reconnect with potential customers and
improve marketing outcomes.

5. Canva

Helps marketers design banner ads, promotional graphics, social media creatives, and other visual
advertising materials.

6. Google Analytics 4 (GA4)

Measures website and app activity, user engagement, conversions, and other outcomes that help
marketers evaluate advertising effectiveness.

7. Google Tag Manager

Helps manage website tracking tags and event measurement used for campaign analytics and
conversion tracking.



Main Components of the Display Advertising Ecosystem

e Advertiser: The business or organization that pays to promote a product or service.
e Publisher: The website or app that provides space for advertisements.
e Ad Network: Connects advertisers with publishers and helps distribute advertisements.

e Ad Exchange: A digital marketplace where advertising inventory can be bought and
sold, often through automated auctions.

e DSP (Demand-Side Platform): Helps advertisers buy advertising inventory and manage
campaign targeting and bidding.

e SSP (Supply-Side Platform): Helps publishers manage and sell their advertising
inventory.

e Ad Server: Stores, delivers, and tracks advertisements and their performance.

e Analytics Tools: Measure impressions, clicks, conversions, and other campaign
outcomes.



Important Metrics Used in Display Advertising

Impressions

Clicks

CTR (Click-Through Rate)

CPC (Cost Per Click)

CPM (Cost Per Mille)

Conversion Rate

CPA (Cost Per Acquisition/Action)

ROAS (Return on Ad Spend)

Number of times an advertisement is displayed.

Number of times users click an advertisement.

Percentage of impressions that result in clicks.

Advertising cost per click.

Cost per 1,000 impressions.

Percentage of relevant users who complete a desired action.
Cost incurred for a specified acquisition or action.

Revenue attributed to advertising relative to advertising
expenditure.



Advantages of Display Advertising

e Reaches a broad audience across websites and apps.

e Improves brand awareness through visual communication.
e Supports audience targeting and remarketing.

e Allows flexible campaign budgets and bidding options.

e Provides measurable results and performance reports.

e Supports testing and optimization of different ad designs.

e Can direct potential customers to websites, product pages, and landing pages.



Limitations of Display Advertising

e Users may ignore advertisements due to banner blindness.

e Ad blockers can prevent some advertisements from appearing.
e Poorly targeted ads may waste advertising expenditure.

e Excessive advertising can irritate users.

e Clicks do not necessarily lead to sales.

e Privacy, consent, and tracking regulations must be considered.

e Fraudulent impressions and invalid clicks can affect campaign performance.



Conclusion

Display advertising is an important component of digital marketing because it combines
visual communication, audience targeting, and performance measurement. The effective
use of advertising platforms, creative tools, ad-delivery systems, and analytics tools
helps businesses improve brand visibility, generate leads, and achieve marketing

objective
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7. Google Tag Manager
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