
Other positive developments include new
m e a su rem ent standards cre a ted by the IAB
to cl a rify def i n i ti ons of ad impre s s i on s ,
clicks and unique visits. These standards will
help encourage online advertising due to the
com p a ra bi l i ty of m etrics ac ross sites and
media. They also allow for a more systematic
interpretation of return on investment.

Adverti s ers have also become more com-
fort a ble with convers i on metrics beyon d
sales or regi s tra ti on s . In ad d i ti on , t h ey have
been su ccessful in get ting publ i s h ers to
accept perform a n ce - b a s ed ra tes su ch as
sales, leads, clicks or revenue sharing.

“One big adva n t a ge of online advertising is
the speed of get ting metrics back ,” Kn a p s tei n
s ays . “ For ex a m p l e , i f you run ads on high -
traffic sites like iVi ll a ge . com or HGTV. com ,
you can learn in half a day wh i ch ads are
p u lling and wh i ch aren’t . We can produ ce
four ad s , ro t a te them even ly and find out
wh i ch cre a tive and message appeals are the
most su cce s s f u l . This all ows us to modify ad s
to improve their perform a n ce . O n l i n e , yo u
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rom the first online ad in 1994 to
tod ay ’s gen era lly we a ken ed adver-
tising market , online adverti s i n g

has faced an uph i ll battle. Even though the
nu m ber of Am ericans online con ti nues to
grow and the amount of time spent on l i n e
has expanded, many marketers have resisted
implementing online advertising strategies.

The re a s ons for this re s i s t a n ce are many.
Some adverti s ers do not understand the
available options, or how to measure success.
Others have been frightened away by abusive
practi ces and con su m er backlash gen era ted
by intrusive ad formats.

S ti ll others bel i eve that online adverti s i n g
doe s n’t fit with their business stra tegies and
the natu re of t h eir marketing ch a n n el s . As
Syd n ey Lindner, vi ce pre s i dent of p u blic rel a-
ti ons at CUNA Mutual Gro u p, s t a te s , “ we are
pri m a ri ly a bu s i n e s s - to - business marketer
with a narrow and well - def i n ed target audi-
en ce of c redit union s . We’ve found that other
m edia works bet ter at re aching this audien ce .”

Ma ny adverti s ers stru ggle with the goals of
t h eir online ad purch a s e . Is it to build thei r
brand or elicit direct re s ponse? Those see k i n g
d i rect re s ponse see declining cl i ck - t h ro u gh
ra tes as evi den ce that the med ium is not the
best inve s tm ent for their produ ct or servi ce .

Mi ch ael Kn a p s tei n , pre s i dent of Mad i s on -
b a s ed integra ted marketing firm Wa l d bi llig &
Be s teman In c . , of fers his pers pective on
branding versus direct re s ponse by sayi n g
“ we try to get cl i ents to re a l i ze that cl i ck -
t h ro u gh ra tes aren’t the on ly metric for eva l-
u a ting ef fectiven e s s . In some ways , i n teractive
advertising is no different than outdoor
adverti s i n g, except that it is on the inform a-
ti on highw ay, not the physical highw ay. It sti ll
has a bra n d - building role just like outdoor
ads do. The goal doe s n’t have to be to sti mu-
l a te direct re s pon s e , but can just be image

building with the ad ded dimen s i on of a ll ow-
ing you to measu re cl i ck - t h ro u gh ra te s .”

Com s core Media Metrix reported that 150
m i ll i on Am ericans were online at the end of
Septem ber, s pending 3.1 percent more ti m e
online than they did in Au g u s t . This incre a s e
ref l ects the growing pen etra ti on of broad b a n d
access (43 mill i on according to Med i a Post in
Ju ly 2003) and Am eri c a n s’ i n c reasing rel i a n ce
on the In tern et as an inform a ti on , tra n s acti on
and com mu n i c a ti ons uti l i ty.

Adverti s ers are beginning to recogn i ze
these trends and are starting to shift med i a
p u rchases to online adverti s i n g. Ni el s en /
Net Ra ti n gs reports trad i ti onal adverti s ers
increased their share of online advertising by
30 percent last ye a r. The In teractive Adver-
tising Bu reau and Pri cew a terh o u s e Coopers
reported that fo u rt h - qu a rter 2002 adverti s-
ing revenues ref l ected the first qu a rterly
i n c rease since 2000. An nual ex pen d i tu re s
were esti m a ted at $6.3 bi ll i on and are pro-
j ected to grow to $7.2 bi ll i on by 2005,
according to eMarketer.
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can do re a l - time message te s ting faster than
doing re s e a rch to get the re su l t s .”

One challenge facing all online advertisers
is the number of ad formats currently avail-
able (over 10,000 according to DoubleClick).
To ad d ress this, the In teractive Adverti s i n g
Bu reau is actively prom o ting its Un ivers a l
Ad Pack a ge — a set of g u i delines that
reduces the number of standard sizes to four.

Am ong online adverti s em ents purch a s ed
a re spon s ors h i p s , s e a rch en gine key word s ,
e-mail ad s , ri ch - m edia ad s , adver games and
l a r ger- s i ze formats that of fer gre a ter po ten-
tial returns for an astute marketer.

Pay - for- perform a n ce search en gines like
G oogle and Overtu re are seeing dra m a ti c
revenue increases from a growing number of
adverti s ers . Adverti s ers are bidding on key-
word ads that provide the advantage of con-
tex tual re sults targeted to the de s i red search
c ri teria being sought by the con su m er.
“G oogle provi des measu ra ble and targeted
results that other online advertising doesn’t,”
s ays Ri ck Sm i t h , d i rector of d i gital market-
ing at Mad i s on - b a s ed Prom ega Corp. “ Be -
yond the sel ected brands we advertise on
Google, there are many words that we bid on
in English and in other languages relevant to
our target markets.”

New tech n o l ogy inclu des ads that load
bet ween pages with tel evi s i on - qu a l i ty stre a m-
ing med i a , overl ay ads that lie on top of ed i to-
rial con ten t , expanding banners that provi de
i n teractivi ty and size as vi s i tors mouse over
the ad , and pop - u n ders or leave - behind ad s
that load behind the active screen bei n g
vi ewed . While some con su m ers dislike the
i n tru s iveness of these form a t s , adverti s ers have
found them ef fective in gen era ting lead s , s ell-
ing produ cts or su pporting brand stra tegi e s .

“ Hi gh traffic may not be what you are loo k-
ing for,” s ays Jori Cl a rke , pre s i dent of S pectra -
Com In c . , an interactive stra tegy firm based in
Mi lw a u kee .“ In the print worl d , people ch oo s e
a spec i a l ty magazine for placem en t s . The same
is true on l i n e ; you need to advertise on a site
wh ere your target audien ce goe s .”

As you ex p l ore ways to re ach your pro s -
pects and customers, keep in mind the adage
that the key to su ccess is to “re ach them in
the right place, with the right message, at the
ri ght ti m e .” Online advertising can help yo u
accomplish this objective.

Paul J. G i bl er, Web ch ef and pri n ci pal 
co n sultant at Co n n e cti n g Dot s , an e-marketi n g

s tra tegy co n su l ting and training firm 
ba sed in Ma d i so n .


