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Display/Banner Ads
          

          The first ad unit can be considered one of the most intrusive ad types ever created: Display (Banner) ads. These 

visual ads take form in various rectangular sizes to squeeze on millions of web pages hoping for a click. It is no surprise that 

Banner ads make up 30% of all ad units because it has an overwhelming inventory. They appear almost anywhere on a 

website: Top, bottom, sides, in-between content, and even pop-ups on top of content. Display ads are efficient for 

generating impressions but severely lack clicks and conversions. The CTR (Click Through Rate) is somewhere around 

0.04%, or less than five clicks per ten-thousand impressions. The strongest elements of Display ads are the immediate 

visibility, extremely low cost (around $2.50 per 1,000 impressions), and precise targeting. In order to be relevant to the 

content and specific to the user, this ad unit uses cookies to collect data on users’ online visits and engagements. On the 

other hand, its weaknesses come from bad reputation and poor performance. Banner ads have little to no conversion value, 

are often associated with fraud/viruses, and have caused people to become “Banner Blind”. This term refers to the surplus 

of Banner ads and user tendencies to scroll past them unnoticed. This ad unit does not have much value in the digital world 

and more often annoys users than inspires them to convert on a product or service.



Examples

This is a classic Banner ad. Long rectangular shape placed on the top, bottom, sides, and middle of a web page. It 
promotes a physical product for sale and may or may not be related to other content on the page. Display ads like this 
have caused people to become “Banner Blind” and they do not hold much value.  



Here, there are two display ads: On 
top of the page and on the right side of 
the page. The ad on top is a higher 
quality banners that has moving 
components, while the ad on the right 
side is more traditional with text and a 
picture.  



In this example, the banner ads are clearly identified and grouped on a more organized fashion. 
They appear more legit than traditional banner ads, but still are rather ineffective at attracting 
engagement. In the top right corner next to the “Sign In” button, there is a sneak-peak at the next ad 
unit: Native ads.



Native Ads

       Native ads are the result of three elements coming together: Advertising, Journalism, and Public Relations. These ads 

are found in content feeds, product feeds, and social feeds, and are created to assimilate to the platform on which they are 

being displayed to appear organic. They do not interrupt the flow of user experience and are often placed in between text 

paragraphs and other convenient locations. Native ads rely on design to appear natural amongst content on a certain 

platform. This includes color schemes, text font, ad size, and many other factors. As opposed to display ads, which may 

seem similar, they are considered “Inbound”, since they are ads that users actually want to consume. The targeting 

potential of Native ads is immense because of the social media activity data available to advertisers. Also, they are 

effectively used for retargeting by placing user-specific desired products in a natural environment. The strengths of this ad 

unit are that it has a high impression value, an immersive ad experience, and a much higher conversion rate than display 

ads due to its inbound features. Although advertisers will be paying a premium digital price, Native ads are generally worth 

paying more for. The only obvious weakness of this unit is that it is costly for advertisers. With the ability to track data like 

other ad units and produce much better results than Display ads, Native ads are the winning choice for advertisers. 



Examples
This is ad from Hilton Hotels appears on the 
Forbes home page and is executed in a 
number of ways.First, a commercial video 
constantly plays at the very top of the page. 
As the user scrolls down to view content, the 
blue banner seen at the top of this picture 
follows. The third component consists of a 
rectangular display ad placed between 
content categories (as seen in the picture). 
The ads create an environment around the 
content so that they seem in their natural 
place. They also mimic the colors and 
designs of the forbes site with blue color and 
similar borders. These kinds of display ads 
are much more effective than the banner ads 
seen previously.      



On the far right side of this Business Insider 
web page, there lies another typical form of 
Native advertising. It contains click-baiting 
text like “Here’s what will happen when 
Queen Elizabeth II dies”. The grouping of 
articles is titled “Videos You May Like” in 
attempts to seem more friendly to the user. 
They are made by Taboola, a major display 
ad company. These types of native ads 
tend to get a bit more engagement than 
standard banner ads because they are not 
selling a product and appear tailored to the 
user.   



This example displays a unique type of native ad that is common amongst subscription based business but unconventional 
in form. Here, GQ is advertising for themselves, offering a special package if the user subscribes in a certain time frame. 
Although it is a pop-up, it seems natural because it is a self-advertisement. Native ads like these are extremely effective and 
can generate a high conversion rate.  



Paid Search Ads
       Paid Search ads are the financial basis for Google and most other search engines. When someone searches for 

keywords on Google, the first items to show up on the SERP (Search Engine Result Page) are paid ads. They often go 

unnoticed by the average user, making them extremely effective for clicks and conversions. On Google, paid ads appear 

based on the max cost-per-click, the quality score, context of the search, and a few other factors. They look basically the 

same as organic results besides a small ad box placed before the meta-description. They are the ideal inbound ad unit and 

only appear when their content is searched for. The advantages of paid search ads are substantial: They target pre-aware 

customers, respond to niche searches, provide detailed analytics, and generate a high CTR and conversion rate. The click 

through rate of this unit across all industries on Google is 3.17%. Likewise, the conversion rate is 3.75%. However, the 

strong performance of these ads comes with a cost. 



Paid Search Ads

       Google ads can be expensive in more competitive fields like legal (average $6.75 Cost Per Click) and consumer 

services (average $6.40 Cost Per Click). Because ad rank is greatly influenced by max cost per click (the max amount the 

advertiser is willing to pay), some companies have been known to bid hundreds of dollars per click. However, there are 

multiple components that make up an ad’s rank, so heavy bidding does not always guarantee a top spot. The competition 

for many categories on Google is intense, making advertisers work hard to get to the top of the page. Unlike Banner ads, 

these impressions are valuable because they are being sought out by the consumer. If an ad shows up at the top of a 

search, a ready-to-convert user is more likely to click on it. Paid search ads are a must for businesses looking to thrive in 

the digital world. They allow niche searchers to find a product or service instantly and make convenient conversions. 

Organic Search (a search on Google) is the largest traffic channel of most websites, usually accounting for 50% of a site’s 

total traffic. Although more expensive, this unit produces relevant content and incredible engagement results.    



The first paid search example shows a standard SERP for a consumer product search. The first results on the page are paid 
search ads linked to a landing page where a conversion can be made. They contain titles, urls, meta-descriptions, locations, 
contact info, hours of operation, and extensions. On the right side of the page, images of products are shown that link to the 
product purchase page when clicked on. These are also ads as identified by the “Sponsored” tag in the top right corner.

Examples



This Google SERP contains ads for a desired service. 
These ads tend to have a more costly CPC since the 
value of a conversion is extremely high. In these 
results we see the same elements as the product 
results in the previous example. The use of 
extensions is effective in these types of ads to make 
the user experience as easy as possible. In the first 
result, a user can either click for information on legal 
rights or immediately start a consultation. They 
provide the user with exactly what they are looking 
for.



Here we have another example of ads for a public 
service. Like in the previous example, this search 
is based on a specific location. Often, ads will 
appear on the Google map displayed on the SERP 
page, which take another form of paid search ads. 
These are helpful for showing users exact 
locations of the requested services, which leads to 
a high CTR and conversion rate. 



Influencer Advertising 
       A more recent addition to the digital ad unit family, influencers have been on the rise with the increasing growth of social 

networks. Influencers are people with massive followings on social platforms that post content promoting certain brands. 

They have become an impactful resource for all kinds of companies and have introduced a personal feel to digital 

advertising. Instead of engaging with advertisements from companies, consumers can interact with people they follow 

during the decision-making process. Seeing an influencer using a product or service in their personal lives sparks trust in 

consumers and makes clicks and conversions more likely. This form of inbound marketing has allowed niche markets to 

thrive on social media. The strong points of influencers are the wide reach to niche audiences, brand social presence, high 

click through and conversions, and the chance to go viral. In contrast, some weaknesses include high costs, influencer 

credibility, and brand association. Depending on the popularity of the influencer, a single ad could cost into the thousands of 

dollars. But for credible influencers, the expense may be worth it. However, if a brand partners with an influencer who falls 

out of the public eye, it could damage its reputation. After all, influencers are just people who can easily make mistakes that 

can be seen by millions of people. Therefore, brands must be particular in whom they chose to represent their mission and 

promote their products. This ad unit is a powerful resource for brands looking to establish social awareness as long as the 

chosen influencer is relevant and trustworthy.



Examples

The first example is one of Instagram’s most notorious 
influencer types: Fitness influencers. These people 
promote health products and services, athletic clothing, 
and many other items. Posts of influencers wearing the 
clothes and using the products attract the most 
attention and engagement from consumers because 
they aspire to be like the influencer.  These are paid 
partnerships, as identified by the “Paid partnership with 
womensbest” stamp above the picture. Influencers tag 
the accounts of their partners and write photo captions 
about the brand and product, as we will see in the next 
two examples.



The second example is a common type of influencer post where the 
person simply posts a picture of the product they are promoting. 
Here we see the brief caption containing a call to action by asking if 
users have tried the product. The partnered brand account is tagged 
in the caption and a hashtag is used at the end. These posts attract 
a lot of interaction (as seen by the likes and comments) and are very 
helpful for spreading brand awareness. 



Although many influencers are people who post 
sponsored ads for a living, some are well known 
people in other careers who will only post certain 
ads. This is a prime example. Bryce Harper is a 
professional baseball player who is very well 
known across the U.S. He captioned this post with 
a long text about what the product means to him 
and why he promotes it. He discusses his long 
term partnership and trust in the brand. This has a 
powerful effect on consumers because the ad has 
a genuine aura around it. People are more likely to 
engage and convert because there is a deeper 
connection than a regular paid advertisement.



Paid Social Media Ads
       Social media platforms have evolved into advertising engines. On the majority of platforms (Facebook, Instagram, 

Linkedin, Snapchat, etc…) users with business profiles can pay for a post to become an advertisement. These ads will 

appear in the selected target’s feed, looking like natural content but identified by an “advertisement” or “sponsored post” 

tag. Social media ads can cover a wide range of content depending on the platform being used. Advertisers prefer visual 

ads on platforms because they have stopping power in a feed, but an ad could be all text too. Any type of post that can be 

made on a platform can be turned into an advertisement. This ad unit can be extremely effective if used correctly. Its 

audience segmentation is exceptional. platforms like Facebook can identify the location, gender, age, relationships, family, 

physical appearance, education, work, and many more aspects of each individual user’s life. These platforms hold detailed 

social graphs of their users which results in precise targeting for ads. To take it a step further, the Facebook Pixel can be 

used on a brand’s website to collect data on a visitors’ online activity, which is a game-changer for remarketing and 

retargeting. It is no coincidence that products and services people search online appear later in their social feeds. 



Paid Social Media Ads
       With a plethora of personal information and ability to track online activity, Facebook can create “lookalike audiences”. 

This means that Facebook will find new profiles based on the current ad audience, almost cloning the target and 

maximizing the ad reach. In addition, social ads are inexpensive and will guarantee a high number of impressions. 

Facebook is based on a bidding system, as is Instagram, but one can normally expect to pay a CPC of under $1. More 

importantly, they are key drivers for ad engagement; with a simple like or comment a message can stick in the mind of a 

consumer. Since the targeting is so precise, this form of inbound marketing produces a relatively high conversion rate 

because people do not mind consuming these ads. Social ads are powerful tools for targeting, reach, and engagement, but 

can often get overlooked in social feeds. People usually stop to view a post for a few seconds, so if the ad does not stand 

out it can easily be lost in the feed. Also, they are not ideal for desktop users, and need to be designed to attract mobile 

users who spend a high frequency of small time-intervals on platforms. Social ads are an impactful resource for advertising 

and should be used to gain reach and establish a social presence. They can easily find their way into a niche consumer’s 

feed and receive ample engagement from the target audience. This ad unit continues to develop its performance with new 

features for advertisers to optimize ads. Lastly, they provide in-depth analytics about post-performance allowing advertisers 

to build high-performing advertisements.



Examples

The first paid social ad we will look at comes from 
Facebook. The ad appears as a normal post in the 
home page Facebook feed and is similar in design to 
all other posts. It provides an ad and link to the 
Airbnb website. These types of posts do not interrupt 
the user experience and are generally well received 
by users.



The second paid social ad is found on Instagram, which is 
owned by Facebook. The visual ad is similar to the 
Facebook ad: eye-catching, designed like organic content, 
and provides a link to the product being promoted. It 
appears in the middle of the user’s feed and feels natural in 
place, like a native ad. Therefore, it is efficient at producing 
clicks and conversions.



Unlike the Facebook and Instagram ads, this paid 
Twitter ad has more of a balance between visual 
content and text. It maintains the importance of 
content-specific platforms. An ad designed with this 
balance of text and visuals would likely not be as 
successful on Instagram or Facebook. Meanwhile, It 
still holds the core components of paid social ads: a 
mention of the advertisers social account, a link to 
the product or service website, and a clear 
disclosure that it is an ad.  


