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Agenda

This presentation will cover:
 Types of advertising on the web

 Pay per click advertising

 Display ads on the internet

Why Information Architecture is an 

important component of web advertising 

for both publishers and marketers



Types of Web Advertising

 Pay per click (paid placement in search engine results)

 Search Engine Optimization (non-paid placement in 

search engine results)

 Display ads (banner ads and other image ads)

 Other (viral marketing, videos, social media, etc.)



Types of Web Advertising

Pay Per Click Advertising
 Advertisers bid in an auction system for placement in search 

results and/or content pages for certain keywords

 Paid ads can either appear on search engine results pages 

(SERPs) or on content pages that have agreed to show ads via 

the Google Content network, Yahoo Publisher network, etc.

 Search results ads appear on the same pages as non-paid 

(organic) search results









Types of Web Advertising

Paid Search Ads on Content Pages



Types of Web Advertising

Pay Per Click Advertising Advantages/Disadvantages

Advantages:

 Highly targeted to user interests

 Costs can be managed according to keyword and ad distribution 

selections

 Pure text ads are unobtrusive, and don’t annoy users.

Disadvantages:
 PPC management can be very complex, large accounts can be 

unwieldy and time-consuming to manage.

 PPC costs can be very high if not properly managed.

 Intense competition for limited amount of 1st-page SERP results.



Types of Web Advertising

Display Advertising
 Image ads promoting products or services 

 Advertisers bid in an auction system for placement, or pay a site 

or ad network on a per-month or per-impression basis.

 Image ads come in many formats, including banner ads, 

skyscrapers (vertical banners), squares, rectangles, interstitials 

(ad pages that appear between page loads), etc.



Types of Web Advertising

Display Ads/Banner Ads



Types of Web Advertising

Display Ad Advantages/Disadvantages

Advantages:

 Image ads stand out more on page.

 Can be effective without users clicking through – act like print ads or 

billboards.

 Usually less-expensive per click than PPC text ads.

Disadvantages:
 Are annoying to some users (proof is in the prevalence and 

popularity of ad-blocking browser plug-ins)

 Lower click-through rates than highly-targeted text ads.



Types of Web Advertising

Other Types

 Video (YouTube, Hulu ads)

 Social media (company profiles on Facebook, Twitter, 

etc.)

 Viral marketing – videos or ads that spread from user to 

user to promote a product or service (i.e. Burger King’s 

“Whopper Sacrifice”)



Web Advertising and IA

How IA relates to advertising differs depending on whether 

you are a content publisher or a product marketer.

Content Publishers:

 Use web advertising as a revenue stream

 Need to balance a need for as much ad revenue as possible 

without annoying site users and driving them away

Product Marketers:

 Use web advertising to sell products and services

 Need to balance advertising cost with revenue generated from 

advertising (ROI/ROAS)



Web Advertising and IA

Advertising IA For Publishers

 When site visitors click on ads, publishers receive a percentage of 

the click cost paid to the ad provider

 This gives content publishers an incentive to place ads in positions 

where they will get a high click-through rate (CTR)



Web Advertising and IA

Source: Google AdSense Help

Darker color = higher CTR

Text ads interspersed with page 
content tend to have higher click-
through rate, and drive more revenue 
to publishers.

Ads near the top left of content (in 
“F” shape) also drive a high CTR.



Web Advertising and IA

Advertising IA For Publishers
However, there is a danger of putting too many ads on your site.

Example: www.johnchow.com

With too many ads:

 Pop-ups or expanding banner ads block content that users are 

trying to read

 More images/animations = slower load times for slow connections

There are no set rules for what percentage of your site should be ads, 

but remember that your users are there to read your content, not your 

ads!

http://www.johnchow.com/when-should-you-put-ads-on-your-blog/�


Web Advertising and IA

Advertising IA For Marketers
The primary goal of web advertising for businesses is to entice a user to click 

on an ad, go to the business’ site, and complete a “conversion.”

A conversion is any customer action that provides a benefit to the business 

(i.e. e-commerce sale, lead form completion, mailing list sign-up, etc.)

Secondary goal is to limit advertising costs so that only “qualified” clicks (clicks 

likely to result in a conversion) happen.

Web advertising is very good at targeting users, so return on ad spend 

(ROAS) can be significantly better than offline efforts.



Web Advertising and IA

Advertising Click Path



Web Advertising and IA

Landing Pages
Landing page – a specially-designed web page that users 

arrive on after they click on one of your web ads.

Should be tailored to be highly relevant to offerings in the ad in 

order to maximize effectiveness.

Good IA is very important in landing page optimization (LPO)!  

If users are confused about the purpose of the landing page, 

or can’t find what they are looking for, your landing page will 

not convert.



Web Advertising and IA

Now, an example of a bad landing page…

Source: Ion Interactive

Here’s a text ad that appeared under the search term “air conditioner 
units.”



Web Advertising and IA

…and here’s the page that appears after the click.



Web Advertising and IA

This page sucks because:
 I wanted info on an air conditioning unit, yet this search term 

appears nowhere on the page I was sent to.

 In fact, this page is promoting another type of product entirely (a 

geothermal heat pump system)

 There are too many paths for me to take when I get to the 

landing page – three buttons are encouraging me to learn more, 

and a full navigation menu appears at the top of the page.  Good 

landing pages have a singular purpose, and direct users to 

complete a conversion based on the intent suggested in their 

search term.



Web Advertising and IA

Let’s take a look at a good landing page…

Source: Ion Interactive

This text ad appeared under the search term “landing page 
optimization.”



Web Advertising and IA

…and here’s the page that appears after the click.



Web Advertising and IA

This page doesn’t suck because:
 There are 31 tips for landing page optimization on the page, just 

like it said in the ad.

 The landing page lets me further refine my site experience by 

offering tracks for “Clients” and “Agencies.”

 There’s really only one path to completing the conversion.  There 

are two big buttons tied to the conversion event (a whitepaper 

download), and the only difference between the two is the target 

audience.  I can’t really do anything else on the page except 

complete a conversion, which is good.



Web Advertising and IA

Finally, a few tips on landing page IA:
 Keep the purpose of the landing page focused.  Each landing 

page should only have one purpose.  If you have multiple business 

goals, make separate landing pages for each goal.

 Make sure your landing page matches up to the keywords 

associated with each page.  Feature these keywords prominently 

on the landing page.

 Use an A/B testing tool to determine whether one landing page 

performs better than another.  A tool like Google Website Optimizer 

will send equal amounts of traffic to two or more landing pages, 

then tell you which one has a statistically significant higher 

performance metric (CTR, conversion rate, etc.).



Conclusion

Questions?
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