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Abstract
In recent years, Internet users have become increasingly blind to website banner
advertisements as measured by decreasing click-through rates. However, the click-through
rate gives a limited picture of the effectiveness of banner advertisements. This paper adopts a
fuller examination of factors associated with ‘banner blindness’ by investigating users’
memory of banners and their attitudes towards the advertisement. This paper tests the
hypothesis that users’ memory of banners and their attitude toward banner advertisements
correlate with context congruence as well as with the users’ task orientation as investigated
by Zanjani, Diamond, and Chan (2011). The interaction effects between congruence and user
task orientation on banner recall, recognition and attitude are examined, distinguishing
between ‘surf’, ‘goal’ and ‘action’ orientation. In the present study, conducted online, 329
participants took part: 189 female, 136 male and 4 unspecified. The mean age was 30.84
years (SD = 12.20, range = 16-69). The participants in the three task orientations differed in
regard to their recognition of ad banners, while in regard to recall only differences between
surf mode and the two information-oriented modes were found. Analysis of interaction
between the task orientations and banner-website congruence reveals that it is only in action
mode that a congruent banner increases banner recognition, albeit with weak significance. In
no other setting did the influence of banner-context congruence bear significantly on the
attitudes or memory of the user. The implications of these results are discussed and
recommendations are made regarding future research into banner blindness.
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Unblinding the Internet Users to Online Ad Banners

The Internet has been open to commercial traffic since the early nineties. Today,
Internet Display Advertising (IDA) — featuring visual advertisements as banner ads or Flash-
based rich media — is one of the most common types of Internet advertisement (Aksakalli,
2012).In 2010, 4.9 trillion advertisement displays appeared on US Internet users’ screens
(Radwanick, 2011). To measure the effectiveness of IDA, practitioners and researchers have
commonly focused on what is known as the click-through rate (CTR) of these
advertisements, which is the ratio of the display times of an advertisement to the number of
times its audience ‘clicks’ on. Since the appearance of the first banner advertisements,
Yaveroglu and Donthu (2008) noted that, on average, CTRs have dropped from 7% in 1996
to approximately 0.5% in 2003.

Does the reduction in CTRs mean that banner advertisements are losing their
effectiveness over the course of time? If we assumed that CTRs are an accurate measure of
the effectiveness of advertisements, then the statistics above seem to indict banner
advertisements as highly ineffective. However, the effectiveness of IDA is not solely
described by CTRs, however. Besides the CTR, ‘branding’ is the second important objective
(Aksakalli, 2012). ‘Branding’ means building brand-awareness and positive attitudes towards
the brand or product (Hollis, 2005). Briggs and Hollis (1997) demonstrated that there is a
response to advertisements on a preattentive level which may result in a positive attitude
towards the product; however, this response was not reflected in the CTR. As well, Dréze and
Hussherr (2003) provided a valuable insight into banner effectiveness using traditional
memory measurements as recall and recognition. Consequently, some measurements
independent of the CTR should be included in order to determine the effectiveness of IDA.
The measurement given by CTR is an indirect indicator of the success of advertisements, as it

does not reflect the underlying processes as attitude change or a better memory of the brand.
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Consequently, taking the importance of branding into account, the decreasing CTR does not
necessarily mean that banner advertisements are less effective. To complete the picture,
diverse outcomes of exposure to ads should be accessed. The present study focuses on
viewers’ attitudes, their recall and recognition of advertisement banners to assess their
effectiveness.

Banner Blindness

The tendency among Internet users to ignore or avoid banner advertisements poses a
challenge for the online advertisement industry (Pagendarm & Schaumburg, 2001). This
tendency is known as ‘banner blindness’ (Benway, 1999). Banner blindness occurs when the
user, whether consciously or unconsciously, ignores IDAs while navigating a website. A
common indicator of banner blindness is that the banner advertisement leaves an insufficient
memory trace in the user, such that the user does not have an improved memory of the brand
nor does he have a more positive attitude towards the brand. There is a recognized need to
identify the factors relevant to banner blindness to reassure the effectiveness of IDAs
(Shamdasani, Stanaland, & Tan, 2001).

The term ‘banner blindness’ was coined by Benway (1998) to refer to users’ failure to
detect relevant information appearing in the form of a graphical banner. In a series of
usability experiments in which the users were asked to complete certain tasks such as
registering for an Internet course on the intranet, Benway observed that users had difficulties
recognizing relevant information if it were presented in banner-like form. Big red-rimmed
banners calling out: ‘New! Internet courses!” were ignored in favor of less conspicuous, small
menu-links, entitled: ‘Courses’. From this and subsequent studies, Benway and Lane (1998)
concluded that graphical banners are not useful to provide users with information, as they

tend to be overlooked and not recognized in subsequent memory tests. Another conclusion is
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that banner ads are viewed but not judged as being a source of credible information necessary
to fulfill the users’ tasks.

In the current research, the meaning of ‘banner blindness’ has been generally extended
to the user’s failure to attend to and remember advertisement banners on websites. Numerous
studies examining the effectiveness of advertisement in the Internet have measured the extent
of banner blindness using either eye-tracking technology (e.g., Dréze & Hussherr, 2003;
Hervet, Guérard, Tremblay, & Chtourou, 2011; Nielsen, 2007; Owens, Chaparro, & Palmer,
2001) or solely traditional memory measures, such as recall and/or recognition (e.g., Bayles,
2000; M. Burke, Hornof, Nilsen, & Gorman, 2005; Pagendarm & Schaumburg, 2001). The
results have been twofold: An eye-tracking study by Nielsen (2007) supports the claim that
users tend to ignore all website elements resembling ad-banners, even when they do not
actually serve any advertising purpose. No matter whether the users are looking for a quick
fact or are absorbed by the website content, they tend to try to avoid the distraction by using
certain navigation strategies. An earlier eye-tracking study by Dreze and Hussherr (2003)
found that there is an approximately 50% probability that users will fixate on a banner.
Similarly to Nielsen (2007), they assumed that Internet users have developed some strategies
for consciously avoiding ad banners. M. Burke et al. (2005) have also suggested that users
are consciously trying to avoid looking at banners, as the majority of the users’ (probably
involuntary) ocular fixations on the banners happened in the first eye-movement, and over
half of them even before the banner appeared in the upper area of the screen. Specifically for
news websites, Stenfors and Holmgqvist (1999) investigated users’ reading behavior and
concluded that though users notice the advertisement while reading, they are able to deploy
strategies to avoid remembering them, which explains the low recall and recognition scores

in memory test after the trials.
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Nevertheless, not all studies led to effects consistent with the claim of a consciously
banner blind user. Recognition rate in the study by Bayles (2000) was exceptionally high: All
participants could recognize at least one of two banners used in the study, and 74%
recognized both. A recent eye-tracking study by Hervet, Guérard, Tremblay, and Chtourou
(2011) found that more than 80% of users fixated on banners at least once during the trial.
Also, a significant number of ads and brand names was recalled in comparison to no-banner
condition. However, around 65% of all banners were not fixated on at all.

As for banner blindness in general, it is widely believed that Internet-experienced users
manage to ignore banner-like web elements due to their expectations about ad banner
location and its appearance. The literature supports the following explanation of user
behavior. Users learn very quickly the structure of a webpage in order to locate useful
information (Lapa, 2007; Nielsen, 2007). Having learnt that advertisement banners are not
particularly helpful but rather distracting, the users learn to avoid them. This result is
confirmed in multiple studies (e.g., M. Burke et al., 2005; Cho & Cheon, 2004; Dreze &
Hussherr, 2003; Pagendarm & Schaumburg, 2001). The foregoing account of the processes
leading to the development of banner blindness is more accurately explained using what is
known as ‘dual-processing’ theory (Schneider & Shiffrin, 1977; Shiffrin & Schneider, 1977).

Dual-processing theory. The adaptation of Schneider and Shiffrin’s (1977) and
Shiffrin and Schneider’s (1977) dual-processing theory and its extension to website context
gives a promising explanation for the acquisition and development of banner blindness. Dual-
processing theory distinguishes between controlled and automatic processing (Schneider &
Shiffrin, 1977; Shiffrin & Schneider, 1977), whereby the attentional control of the subject is
of importance. Controlled processing is directed by momentary intentions and goals.
Automatic processing, on the other hand, is moderated by enduring dispositions, be they

biological (as instincts) or learned (habits) (Hong, Thong, & Tam, 2007; Louis & Sutton,



Running Head: UNBLINDING INTERNET USERS TO ONLINE AD BANNERS 7

1991). Our biological predisposition facilitates the automatic capture of moving or salient
objects. Hence, by the first encounter of the website, a salient advertisement banner will
attract attention through the automatic processing route. Later though, after getting
experienced with ad-banners and learning that many are erroneous to the user’s intended
purpose, users engage in controlled suppressing of attention on banners. After several
exposures to a website or repeated interactions, users learn the automatic suppression of
salient elements, which mainly results in banner blindness (Sun, Lim, Peng, Jiang, & Chen,
2008). According to dual-processing theory, several factors influence banner blindness:
When banner suppression is an automatic process, users’ personal factors determine the
extent of banner blindness, while at the controlled processing stage, momentary (e.g., task-
orientated) intentions influence users’ perception of the website as a whole and banners in
particular. Especially for the novel users, examining the role of users’ task orientation is
useful for understanding of the banner blindness.
Effects of Task Orientation

The dissimilarities in the findings of Benway (1998, 1999) and Bachofer (1998)
motivated Pagendarm and Schaumburg (2001) to explore the importance of users’ task
orientation. The divergent results of these studies, one finding a high degree of banner
blindness and another very little banner blindness respectively, might have been originated in
different task orientations of the participants. In contrast to Benway (1998) and Benway and
Lane’s (1999) goal-oriented usability studies, the participants in the eye-tracking study by
Bachofer (1998) were browsing through an online magazine aimlessly, with the instruction to
investigate the website in the way they preferred. The resulting recognition rate was
comparable with that of print magazines (Perfect & Askew, 1994). Though the results of the
two studies cannot be compared directly due to their differing methodologies, they point to

the general idea that the task orientation affects user’s memory of banners. Also, Hassenzahl
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(2003) states that in terms of website perception, a user with a goal to accomplish should be
differentiated from a user without a goal.

Mainly, in the research investigating the effects of different task orientation focuses on
distinction between goal-oriented and not-goal-oriented behavior. Several studies point out
that users without any informational goal (‘surfers’ or ‘aimless browsers’) perform better in
terms of memory of advertisement material than users with a goal-directed navigation style
(e.g., Danaher & Mullarkey, 2003; Pagendarm & Schaumburg, 2001; Yesilada, Jay, Stevens,
& Harper, 2008; Zanjani et al., 2011). Aimless browsers also have longer fixations on the
banner ads (G. Kim & Lee, 2011). The foregoing findings strongly indicate that research into
banner blindness should take into account users’ ‘task orientations’.

The literature on task orientation and banner blindness has been based on a
dichotomous conception of goal-driven information acquisition and free surfing, while over
100 user types have been identified and described in The Web Motivation Inventory (WMI)
(Rogers, Wang, Rettie, & Alpert, 2007). The core distinction between the two predominantly
examined task orientations is that the goal-oriented information ‘seekers’ navigate through
the Internet with the intention of finding out specific information about a topic, whereas the
behavior of ‘surfers’ is curious, exploratory and playful, and they navigate without a specific
purpose (Rogers et al., 2007). However, this twofold division of users’ behavior is not
sufficient for a profound examination of banner blindness on the Internet. For a better insight,
a more precise distinction of users’ task orientation should be implemented.

The present paper examines banner blindness according to three types of task
orientations, adding ‘action mode’, proposed by Hassenzahl (2003), to the abovementioned
pair of user task orientations. Action mode describes the behavior of a user who browses
through a website without a specific informational goal, but who nevertheless seeks to

expand his knowledge. In this mode, the user follows navigation paths in the website which
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the user finds interesting or entertaining. Dork, Carpendale, and Williamson (2011) proposed
a similar concept for this user type, coined ‘information flaneur’, referring to the French term
of a flaneur, a city dweller, whose primary aim is to experience the space and the crowds
around him, without having a concrete aim in mind. The information flaneur stands
analogously for this curiosity-driven behavior on the Internet. In empirical terms, the study
by van Schaik and Ling (2009) has implemented the concept of action mode along with goal
mode on the basis of Hassenzahl’s (2003) work. However, they acknowledged an insufficient
differentiation of the participants’ task instructions, which might account for the lack of an
influence on their dependent variables, namely evaluation of website attractiveness. This
paper aims to adopt a clearer distinction between the two modes.

By incorporating a threefold approach to navigation modes — based on goal, action and
surf modes - this thesis aims to provide a more nuanced analysis of banner blindness. For an
ecologically valid approach, online news pages were chosen as an adequate environment for
a natural implementation of the three task orientations.

The predictions of the extent of banner blindness in different task orientations can be
given taking in account the incidental exposure paradigm, described by Shapiro, Maclnnis,
and Heckler (1997).

Incidental exposure paradigm. The incidental exposure paradigm gives an account of
the impact of task orientation, on memory and attention to banner ads: Given an
informational task, the primary information (e.g. the main content of the website) is mainly at
the direct focus of attention, whereas the secondary information (e.g. banners ads) is not,
making the memory traces weaker, less specific and less recallable (Shapiro et al., 1997). The
more directed the information task, the more narrow the user’s focus. Therefore, a goal-
oriented user looking for specific information focuses on the primary page content, which

based on prior experiences had lead to the fulfillment of his goal. Consequently, he does not
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attend the peripheral information. On the other hand, a user in an action mode and especially
in the surf mode with a wider focus has more resources available. In such a manner, the
peripheral material on the website can compete for his attention and leave stronger traces in
his memory. Hence, it is expected that

H1: The more directed the task orientation, the worse the memory (recall and recognition) of
advertisement banners.

Congruence

Another factor which is believed to affect both the cognitive and affective states of
users is the banner’s perceived congruence with the host website content. This hypothesis is
supported by diverse publications (e.g., Davidaviciene, 2012, May; Y. Kim, Zhang, &
Lankes, 2009; Zhang & Kim, 2008). Congruence is found to influence both the attitudes
towards advertisement banner and the host website (e.g., Moore, Stammerjohan, & Coulter,
2005; Newman, Stern, & Sprott, 2004) and the memory of the banner (e.g., Danaher &
Mullarkey, 2003; McCoy, Everard, Polak, & Galletta, 2007; Zanjani et al., 2011).

In this paper, ‘congruence’ means the degree of relatedness between the content of the
host page and the content of the ad banner. As defined by Newman et al. (2004), congruence
is a matter of ‘consistency between product-class associated with the advertisement and the
web site’. Congruence is thus about whether two objects are perceived by the user as
‘belonging together’.

Effects of congruence on recall and recognition. There is an inconsistency in the
various findings on the effect of congruence on the effectiveness of banner advertisements. In
terms of memory of congruent and incongruent banner ads, incongruence with website
content had a more favorable effect on recall and recognition of ads (Moore et al., 2005), as
well as on retention of website information (McCoy, Everard, Galletta, & Polak, 2004;

McCoy et al., 2007).
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Conversely, despite finding no effect of congruence on the duration of ocular fixation
on the banner ad, Hervet et al. (2011) found better memory of congruent textual ads than
incongruent ones. Also, Yaveroglu and Donthu (2008) found that brand name is better
recalled after being displayed on a content-relevant website. Finally, Zanjani et al. (2011)
observed increased memory of congruent ads for goal-oriented users, but not for surfers.

Two theories provide explanations for the divergent findings. The first theory is the
cognitive priming approach (Yi, 1990) describes the context of the host website as a
cognitive prime, activating the semantically or conceptually related memory contents. This
activation process facilitates the memorizing of banners as related concepts, resulting in
better memory of congruent information, or in our case, congruent banner advertisements.

The second theory includes the input interference (Tulving & Arbuckle, 1966) and
competitive interference (R. Burke & Srull, 1988), shedding light on why two closely related
stimuli (e.g. two banners for the same product category or banners closely related to the
content of the host page) shown simultaneously or shortly after each other result in bad recall.
In terms of the user’s cognitive processes when navigating the website, the dissimilarity of
the stimuli should therefore provide an easier encoding of unrelated banner and host page and
therefore should lead to better recall for incongruent banners.

Goal impediment. When the task orientation of the user is taken into account,
following the research by Zanjani et al. (2011), the goal orientation is expected to moderate
the relationship between congruence and memory. According to the goal impediment
proposition put forward by Ha and McCann (2008), goal-oriented users screen out irrelevant
information obstructing their aims. Congruent ads, however, might be perceived as beneficial
for fulfilling their goal and therefore may catch the users’ attention more easily. Additionally,

in action mode, where users follow their curiosity and spending time on the website of their
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interest, congruent banners may be perceived as being more relevant to their interest and,
hence, they may pay more attention to the ads. Thus,

H2: Goal-directed information seekers and action-mode users have better memory of
congruent than incongruent ads.

Effects of congruence on attitude. Besides affecting memory, the degree of
congruence of the ad banner and the host website has been shown to affect users’ attitudes.
By and large, it was found that high congruence resulted in a better overall attitude toward
ads and the website itself than low congruence (e.g. Moore et al., 2005; Newman et al., 2004;
Shen & Chen, 2007). So, as Broder, Fontoura, Josifovski, and Riedel (2007) point out, the
relevance between Web ads and their surrounding content is one of the main success factors
for contextual ads. This raises the question of whether this relationship also holds true for the
Internet advertisement banners, and if so, why.

Processing fluency offers an explanation for a better evaluation of congruent material.
Since congruent material is easier to deal with than incongruent material, the perceived ease
of processing induces a positive affect (Reber, Schwarz, & Winkielman, 2004; Reber,
Winkielman, & Schwarz, 1998), which is carried over the perceived stimulus, as for instance
a website. Thus, users have better attitudes towards stimuli which are easy to process (Reber
et al., 2004), for instance, congruent banner ads.

Adapting the processing fluency approach to the current study, we expect the
congruence between banner advertisement and the host website content to enhance the ease
of processing, which in turn will enhance positive evaluations by users.

H3: The attitude ratings for an ad banner displayed on a news page with a congruent topic

will be higher than those for the same banner in an incongruent context.
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Further Factors Affecting the Extent of Banner Blindness

It has been widely investigated how the extent of the banner blindness can be mitigated.
A multitude of boundary conditions have been identified and they can be categorized as
follows: Those relating to the web advertisement itself (as animation, location and content)
and the advertised product, those relating to the medium displaying the advertisement and its
content, various factors related to the user, and the interaction between these groups (Zhang
& Kim, 2008). A brief overview of the most prominent and relevant factors shall be
provided.

In investigating the role of the ad banner’s location, the banners located at the top of the
website were found to be the most successful (Davidaviciene, 2012). Banner advertisements
at the top of the webpage were more often viewed (M. Burke et al., 2005; Josephson &
Holmes, 2002; Sundar & Kalyanaraman, 2004), and attracted more attention than those on
the right side (Owens, Chaparro, & Palmer, 2011). To achieve higher effectiveness and
maintain the natural appearance of the website, the ad banners will be consequently placed on
the top of the page above the logo, which is also a usual location for banner ads on a news
website.

The design elements of ad banners such as color scheme or banner size showed some
influence on the users’ response to banner ads: Larger banners triggered a higher CTR than
small banner ads (Li & Bukovac, 1999). Given this finding, in this experiment, the banner
size was kept standardized, as used on the actual website. It has also been found that medium
level of color is associated with a better CTR than low or high levels of color (Lohtia,
Donthu, & Hershberger, 2003); as such, in this experiment, the color scheme of the banners
used in the prestudy and the main study were controlled.

Another identified boundary condition is viewer’s expertise in Internet usage (Dahlen,

2001). However, it has been found that the probability of actually seeing a banner is not
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affected by the level of expertise (Dreze & Hussherr, 2003). By contrast, the content of the
banner, the advertised product, has been found to be important: For functional products
(‘think’ products, purchased guided by rational motives), banner ads produce a higher CTR.
However, for expressive products (‘feel” products, associated with affective purchase
motives), ad banners are more useful for branding and need more time to ‘wear in’ to achieve
high CTR (Dahlen, 2002; Dahlen & Bergendahl, 2001). Banner ads for high involvement
products (for which the user is willing to invest time and effort into research about it)
perform better in terms of CTR than those for low involvement products (Dahlen, Ekborn, &
Morner, 2002). Also, the level of personal involvement with a product plays a crucial role for
the CTR: Users with a low product involvement are less likely to click on a banner (Cho,
2003). Given the above findings, the banner ads were controlled in terms of their content with
an emphasis on functional, rather than expressive products.
Aims and Expectations of the Study

Based on the theoretical findings, this study aims to find the effects of the different task
orientations on memory of banner advertisements. The recall and recognition of users in the
information-oriented conditions (as goal and action modes) is expected to be worse than that
of users in surfing mode. Another factor, congruence between banner ad and host page
content, is anticipated to influence users’ memory of the banners in the information-oriented
conditions. Also, congruence is expected to have a beneficial effect on users’ attitudes toward

the ad banners.

Methods
Participants
The majority of participants were recruited from the faculty-internal participants

database (Department of Psychology, University of Basel), consisting of volunteers who
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signed up to receive invitations to ongoing studies. In total, 2000 e-mails were distributed.
Additionally, the invitation to participate in the study was cross-posted and shared multiple
times on Facebook and on the online-marketplace from the University of Zurich. From
initially 606 persons who followed the link to the survey, 329 completed it. The mean age of
the sample is 30.84 years (SD = 12.20, range = 16-69). Women are overrepresented with a
57% share in the data (189 female, 136 male, 4 unspecified).

Out of the participants who are familiar with the news website nzz.ch (51%),7.9 % use
the website daily, 14.5% use it several times pro week, 15.8% weekly, 52.1% rarely use it
and 9.7% never use this website.

Procedure and Materials

Design and independent variables. The experiment had a 3x2 independent measures
design. The first between-subject factor was the task orientation with three levels (goal-
oriented mode, action mode, and the surfing mode), accompanied by modified instructions
from van Schaik and Ling (2009) for the goal and action mode. The surfing mode was
adapted from Zanjani et al. (2011).

The second between-subjects factor was the level of congruence between the content of
the news page and the ad banner, with two levels (high vs. low congruence). A prestudy was
conducted to determine the most congruent and incongruent banner ad /news page
combinations.

To reassure that the effects on the dependent variables would be due to congruence and
not to specificity of material, two versions of congruent/incongruent banner-page
combinations with different topics were combined crosswise. The two topics (energy and
public transportation) served the purpose of controlling the interaction between the
incongruent contents of banner and page and were not used as primary independent variables.

In each condition, two experimentally modified news pages (overview and article) were
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presented. Figure 1 gives an overview of the experimental conditions.

Congruent
Banner Ads

Goal Mode

Incongruent
Banner Ads

Congruent
Banner Ads

Randomization Action Mode

Incongruent
Banner Ads

Congruent
Banner Ads

Surf Mode

Incongruent
Banner Ads

Figure 1. Study design with six experimental conditions. Every participant was assigned to
one condition, either for topic ‘energy’ or ‘public transportation’ (not displayed in the
figure) and saw two news pages (overview and article), each containing an ad banner.

Measurement of dependent variables. The first group of between-subject dependent
variables was the users’ memory of the two presented banner ads, reflected in separate
evaluations of the users’ free recall and recognition. For free recall, the participants wrote
down everything they remembered about the advertisement banners on the shown pages
including brand names, product types or descriptions of banner elements. An independent
condition-blind judge coded the recall scores. The coding scheme was similar to those of
Newman et al. (2004) and Norris and Colman (1992):

* For a correct or virtually correct (e.g. ‘Swisssolar’ instead of ‘Swissolar’) recall of the
brand name, the maximal score of 2 points per recalled banner was granted.

* For a brand name recalled incorrectly but containing recognizable parts of it (e.g. ‘Post’
instead of ‘Postauto’), a product type (e.g. ‘Solarstrom’) or description of one or
multiple banner elements (e.g. a yellow bus), one point was scored per banner.

* Finally, zero points were given for recalling nothing related to the ad banners.

Therefore, for the two presented banners, the recall scale ranged from zero (nothing
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recalled/incorrect recall) to four (both brand names recalled correctly).

To see whether the participants could recognize the banners, the two target banners
alongside with ten distractor banners were presented and the participants clicked on all the
banners they thought they had seen on the preceding pages. Each correctly recognized banner
received one point, resulting in the maximal score of two points. To account for false
positives, an adjusted recognition score was computed, incorporating the ratio of correctly
recognized banners and totally indicated number of banners. Finally, the three scales were
transformed to range from zero to one.

The second group of between-subject dependent variables reflected the attitudes of the
users. The attitude toward the advertisement banner was measured by a four-items
questionnaire by Martin-Santana and Beerli-Palacio (2012), extended with three items for ad-
credibility from Beltramini (1988) and one ‘general’ item used by MacKenzie and Lutz
(1989). The attitude towards the brand being a possible co-variable was accessed through
three items from Martin-Santana and Beerli-Palacio (2012).

The evaluation of the users’ attitude toward the host website, nzz.ch was based on three
items from Grazioli and Jarvenpaa (2000). Finally, general attitude towards advertisements
was accessed with four items, following Mehta and Purvis (1995).

Also, the prior knowledge and frequency of use of online news sites and specifically of
the nzz.ch were measured on a five-point Likert scale from 1 (never) to 5 (daily). Finally, a
manipulation check of congruence was conducted using three items from the prestudy,
reflecting how well the content of the page and the ad banner were perceived to fit together.

All the responses (unless specified) were recorded on a seven-point Likert scale ranging
from 1 (strongly disagree) to 7 (strongly agree).

Materials. The survey was conducted with an on-line survey platform, Unipark

(ww2.unipark.de). Four pages from a local online news website ‘Neue Ziircher Zeitung’
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(nzz.ch) were used as host pages. On the one side, two slightly different types of pages, both
very common for a news website, were employed — dossiers overviewing briefly four articles,
and full-length articles. Hereby, the three task orientations can be naturally used — looking for
an answer in goal mode, for interesting contents in action mode and viewing the pages in
surfing mode. On the other side, with regards to content, two different topics (‘energy’ and
‘public transportation’) were selected to control the influence of the topical specificity.
Therefore, the experimental pages contained a dossier and article for each of the two topics.
Combined with either a congruent or an incongruent ad banner, the eight experimental

stimuli are presented in Appendix A.

The width of the pages in pdf format was 1000 pixel. The webpages were modified
with GIMP-freeware in order to neutralize the influence of further graphical material on the
right hand-side of the page. The colorful photo-teasers were replaced with the news site
common textual teasers (as ‘Borseninformation’ and ‘Jobs of the week’). All other
advertisement banners were erased. The standard banner size 994x118 pixels and its location
above the NZZ logo were maintained as they usually appear on the nzz.ch news page. The
Prestudy section describes stimuli selection procedure and the combination scheme of
banners and pages.

Prestudy. A prestudy with 72 subjects in total was conducted in order to determine the
most congruent banner ad-web page combination. The mean age of the sample was 35.25
years (SD = 16.16, range 17-71 years), 56.6% female and 31.3% male, 12% unspecified.

Initially, 12 banners related to different topics were designed, as presented in Appendix
B. Each banner consisted of a background, company name/logo and an original slogan. Each
banner was combined with each of the six initially chosen news pages concerning three
different topics: Energy, public health and public transportation. Based on descriptive results

of the prestudy, four stimuli (banner-page combinations) were chosen for the congruent and
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four for the incongruent condition. In the congruent condition, banners and pages dealt with
the same topic. In the incongruent condition, the pages containing information about energy
were matched with banners advertising for public transportation and vice versa. ‘Public
health’ topic, which received less pronounced congruence ratings, was excluded from the
main study. The stimuli were chosen in such a way as to have: a) high ratings for congruence
in a congruent condition and low ratings in an incongruent condition and; b) similar
congruence ratings for both topics, so that energy banners were perceived as congruent to
energy pages as the public transportation banners to the public transportation. Table 1 depicts
the scheme, which provided the basis for the stimuli used in the main study. The congruent
stimuli were perceived to be significantly more congruent than the incongruent ones,
compared with a series of two-tailed #-tests for independent samples. The means and statistics
for congruence and incongruence scores can be seen in Table C10 in Appendix C.

Table 1

Overview of the Composition Scheme of the eight Experimental Stimuli

Banners
Congruent Incongruent
Pages Energy PT Energy PT
Energy Dossier IWB RhB
Article Swissolar Postauto
PT Dossier RhB IWB
Article Postauto Swissolar

Note. ‘PT’ stands for ‘public transportation’, ‘RhB’ for ‘Rhatische Bahn’.

Additionally, further banner factors believed to influence memory were measured in
order to keep them constant across all of the experimental banners. Those factors were
familiarity for the brand, color level, banner’s salience and intrusiveness and its ‘state of art’
(i.e., the perceived professionalism of the banner’s visual composition). The banners’ scores
on those dimensions can be found in Table D11 in Appendix D and the full questionnaire for

the prestudy can be found in Appendix E.
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Procedure. The first page of the online survey containing a brief description of the
study without revealing its factual goal could be accessed through a link. The subsequent
Unipark-randomization filter referred each participant to the instructions of one of the six
experimental conditions, for either one of the two topics.

After reading the instructions for the first news page (overview), the participants saw its
screenshot. The task specified in the instructions could be resolved on the same page. The
next page displayed the instructions for interacting the article. Subsequently, a screenshot of
the article was presented with a text field for the answer on the bottom of the page. The
instructions differed according to the task orientation condition.

* In the goal mode, participants had to imagine they were interested in a certain topic and
would like to find an answer about a specific question. On the overview page
displaying four brief articles, they were asked to select an article, which would be the
most useful for their aim. For the second page, the article, they were asked to answer a
question in note form in the box below the article.

* In the action mode, participants first were asked to pick an article from the overview
they considered most interesting for themselves and for the article to write down what
from this article what they would tell a colleague during a coffee break.

* The surfing mode did not contain specific instructions — participants were asked to take
a look at the page and, if desired, they could leave comments in the box below the page,
same instructions for both pages.

The detailed instructions (in German) can be found in Appendix G.

After being exposed to the experimental material, the participants specified their
demographical data and the attitude towards the news page nzz.ch, partially in order to
induce a delay between the exposure and memory measures. On the next pages, participants

indicated their recall and recognition of the banners. Thereafter, the attitudes towards the
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target banners, corresponding brands and the general attitude toward online advertisement
were collected. Finally, a manipulation check for perceived congruence followed. The
complete questionnaire of the main study with all items can be found in Appendix F. On the
last page, the participants were invited to write down their e-mail address in order to
participate in the raffle of five gift certificates a 50 Swiss Franks from Digitec.ch, which was

the incentive of the study.

Results

The analysis was conducted with the SPSS 20-statistical package. An alpha level of .05
was used for all statistical tests, unless specified.
Manipulation check

To determine whether the manipulation of congruence as measured in the prestudy was
also successful in the main study as well, two independent 7-tests based on the congruence
condition were run for the banners with homogenous variances. For the IWB, #(150) = 6.22, p
< .001, and Postauto, #(167) = 2.59, p = .01 banners, there were significant differences in
perceived congruence. For the other two banners, a Mann-Whitney U Test showed significant
differences in congruence ratings for Swissolar, U(79, 76) = 1380, p < .001, and Rhétische
Bahn, U(81, 89) = 1356, p < .001 banners in the two experimental conditions, indicating a
successful manipulation of congruence.
Descriptive Statistics

Firstly, descriptive measures of recall and recognition of the two banners were
assessed. To improve interpretation and comparison, the original scores were transformed
from the 0-2 scale for recognition and 0-4 scale for recall to a 0-1 scale, with 1 meaning a

perfect recall and recognition for both banners. Table 2 shows the mean scores for the two
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memory indicators, recall and recognition of ad banners in different task orientations (goal,
action and surf), subdivided into congruent and incongruent banner-page conditions.

Table 2

Descriptive Statistics: Means and Distribution of Transformed Scores for Recall and
Recognition, by Task Orientation and Congruence

Goal Action Surf
Congr. Incongr. Total Congr. Incongr. Total Congr. Incongr. Total
Recall M A1 A1 A1 .10 A3 12 27 .28 .28
SD 21 .23 .22 .23 .23 .23 .34 33 33
Recognition M 21 21 21 40 31 .35 .51 .51 .51
SD .29 31 .30 .32 .38 .36 .36 .39 .37

Note. M=mean and SD=standard deviation are indicated. “Congr.” and “Incongr.” indicate the corresponding
congruence condition.

The Influence of the Task Orientation on Recall and Recognition

For a closer investigation of Hypothesis 1, the memory scores were plotted to visualize
expected differences in memory scores according to the task orientation. Figure 2 shows the
transformed mean scores for recall (green solid line) and recognition (blue dashed line) for

the three task orientations: Goal, action and surf.
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Figure 2. Transformed mean scores for recall and recognition. The categories are separated
by task orientation.
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Additionally, two crosstabs (Tables 3 and 4) indicate the row percentages of
participants who achieved different scores in recall and recognition in each task orientation.
The original scales range from 0-4 for recall and 0-2 for recognition. The differences in
expected and observed percentages are documented with the Pearson’s y°.

Table 3

Crosstab: Row Percentages of Banner Recall by Task Orientations

0 1 2 3 4 Total
Goal 33.2% 19.2% 26.8% 83% 83% 29.2%
Action 41.7% 26.9% 26.8% 41.7% 8.3% 36.8%
Surf 25.1% 53.8% 46.4% 50.0% 83.3% 34.0%

Note. Pearson’s )(2 :32.40, df = 8, n = 329. The values 0-4 are explained
in Methods, section Design.

Table 4

Crosstab: Row Percentages of Banner Recognition by Task Orientations

0 1 2 Total
Goal 42.1% 23.3% 9.1% 29.2%
Action 37.2% 38.0% 32.7% 36.8%

Surf 20.7% 38.8% 582% 34.0%
Note. Pearson’s )(2 :35.57,df=4,n=329.0 = no banners
were recognized, 1 = one banner was recognized, 2 = two
banners were recognized.

Furthermore, for each banner, the numbers of participants who recognized a particular
banner (coded with a numerical score of 1) and those who failed to recognize a one (coded
with a score of 0) in each task orientation can be found in Table 5. The Pearson’s ¥° with df =
2 showing significant differences in expected and observes frequencies in recognition
between the three task orientations. Except for the IWB banner showing marginal
significance of p = .072, all other banners were recognized differently depending on the task

orientation.
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Table 5

Crosstab: Number of Participants who Recognized the Banner Correctly (1) and of those who
did not (1), Tested for Significance with Pearson’s x (df)

Goal Action Surf Total X'(2)
0 1 0 1 0 1 0 1
IWB 30 10 39 23 28 26 97 59 5.26
Swissolar 36 4 44 18 33 21 113 43 9.72**
RhB 41 15 33 26 23 35 97 76 13.03**

Postauto 45 11 41 18 26 32 112 61 16.64***

Note. * p < .05, ** p < .01, *** p <.001.

To determine whether there was a main effect of task orientation on differences in
memory of the advertisements, a nonparametric Kruskal-Wallis analysis of variance was
chosen for the heteroscedastic nonnormal distributed recall scores as well as for nonnormal
distributed recognition scores. There was a significant difference in recall, H(2) = 25.66, p <
001, and recognition, H(2) = 34.87, p < .001 of advertisement depending on the task
orientation.

Furthermore, six independent two-tailed Mann-Whitney U tests were run to compare
the memory scores between all task orientations for both memory indicators. The difference
between goal and action mode when comparing recall scores was the only insignificant
finding, U(96, 121) = 5774, p = .92, with all other pairwise comparisons showing significant
differences after the Bonferroni correction setting the alpha level to a/n comparisons, .017, as
indicated in Table 6.

Table 6

Mann-Whitney U Test Scores, Comparing the Task Orientations Pairwise for Recall and
Recognition

Goal - Action Goal - Surf Action - Surf
U (ni, ny) U (ny, ny) U (ny, ny)
Recall 5774 (96, 121) 3838 (96, 112) *** 4892 (121, 112) ***

Recognition 4562 (96, 121) ** 3045 (96, 112) *** 5233 (121, 112) **
Note. n;indicates sample size for congruent condition, n,for incongruent. ** p <.01, *** p <
.001.
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False positive rate in recognition. The false positive rate of recognition of 1.5% was
fairly low for the banners, which were unrelated to the topics of the page or banner (banners
for ‘health care’, which were screened out in the prestudy). A slightly higher percentage of
5.5% emerged for the ‘energy provider’ banners, which were not target banners. The ‘public
transportation’ banners achieved the highest false positive rate: 14% for the BVB banner and
25% for the SBB banner, being especially high in the condition where the topic of news
pages was public transportation (44% vs. 4.4% for the pages concerning energy), meaning
that almost every second person who read the article about public transportation falsely
indicated having seen the SBB banner. Generally, 91% of the participants indicated to have
recognized maximal of two banners, and 1% have indicated five banners.

To deal with the false positives, an adjusted recognition score was computed. The
number of correctly recognized banners was divided by the number of all indicated banners
for every participant. The achieved quotient was subsequently transformed to a 0-1 range, as
previously recall and recognition scores. To test whether false positives have significantly
influenced the recognition score, the original recognition scores were compared with the
adjusted recognition scores. A Wilcoxon’s matched-pairs test was run, revealing significant
decrease of recognition performance if the total indicated number of banners is taken in
account, 7(94) = -8.55, p < .001. Hence the adjusted score differed from the original one, the
same series of test as for recognition and recall were run to test whether the results hold for
the adjusted score. First, significant differences in recognition scores between the three task
orientations were assessed with a Kruskal-Wallis H test, H(2) = 17.07, p < .001.
Subsequently, the task orientations were compared pairwise with three two-tailed Mann-
Whitney U tests. The only significant difference was found between goal and surf modes,
U(54,89) = 1519, p < .001. The differences between goal-action, U(54,87) = 1890, p = .036,

and action-surf, U(87,89) = 3195, p = .022, were not significant on Bonferroni-corrected



Running Head: UNBLINDING INTERNET USERS TO ONLINE AD BANNERS 26

significance level (o = .017).

Differences in recognition depending on serial position of the banner. To determine
whether the recognition rate of participants differed between the first and the second
presented banner, series of Wilcoxon’s matched-pairs tests were conducted depending on the
banner serial position (IWB and RhB banners were always on the first page and Swissolar
and Postauto were always on the second one) and separately for each task orientation. No
significant differences were found between recognition scores for first or second banner in
any task orientation. Table H12 in Appendix H shows the T scores for the Wilcoxon’s test.

Differences in memory of banners with different content. Overall, there was a
significant difference in recall scores depending on banner content; the two banners for
public transportation (Rhétische Bahn and Postauto) were recalled significantly better than
the banners for energy providers (IWB and Swissolar), U(156,173) = 11,508, p = .005. This
tendency was not significant for recognition, U(156,173) = 12,171, p = .096. However, split
into the three task orientations, the differences between the banners with different content
disappear on the Bonfreroni-correctred significance level.

Differences in memory depending on familiarity with the website. Approximately
half of the participants indicated that they were familiar with the online news website nzz.ch.
The effects of familiarity with the site were investigated for recall and recognition, in relation
to each task orientation. Three independent two-tailed Mann-Whitney U test were conducted
to compare the knowledgeable nzz.ch readers with those who did not know nzz.ch. In no task
orientations were significant differences between the two groups found. Moreover, evaluating
the memory performance of the two groups independently with two Kruskal-Wallis H tests,
resulted in the same pattern as already observed for the entire sample. The recall and
recognition scores differed between the task orientations: For the participants who knew

nzz.ch, recall, H?2) = 11.96, p = .003, and recognition, H(2) = 24.18, p < .001 differed
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depending on the task orientation. Similarly for the participants not familiar with the nzz.ch,
for recall, H(2) = 11.53, p = .003, and recognition, H(2) = 9.92, p = .007, significant
differences between the modes were found.

Exposure duration. Regarding the time spent on the news pages shown, a separate
analysis was conducted. The extreme outliers (over three times the length of the box) were
identified with the boxplots and were excluded from the analysis. Figure 3 shows the mean
time in seconds the participants spend on each of the two pages, split by the task orientation
condition. Despite the fact that the articles to different topic did not have exactly the same
length, the amount of time spent on the pages dedicated to energy topic and public
transportation topic did not differ significantly across the participants. Comparing the
congruent and incongruent conditions, the time spent on each page did not differ for any task
orientation, meaning that congruent and incongruent banners were seen for a comparable

amount of time.
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Figure 3. Average time the participants spent on the news pages, separated by the three
task orientations. The error bars represent standard errors.

The users’ task orientation had a significant influence on how long the users spent on
the news page. Two-tailed Mann-Whitney U tests were used due to heterogeneity of variance.

The surfers spent significantly less time on the news pages than the users in other two task
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orientations, U(89,106) = 1414, p < .001 for goal mode and U(107,106) = 19454, p < .001
for the action mode, respectively. In the goal and action modes, the duration of stay was
approximately the same, tested with a two-tailed #-test for independent samples, #(194) = .03,
p = .98. The users contemplated the first (dossier) page significantly more briefly than the
second one (article) in all conditions. Two-tailed 7-test for related samples showed significant
differences for goal mode #(88) =-13.54, p < .001, for action mode #(106) =-10.73, p < .001
and surf mode, #(105) =-9.93, p < .001.
Effect of Congruence on Recall and Recognition

As investigated in Hypothesis 1, the surf mode is associated with higher levels of recall
and recognition of banner ads and the differences between the goal and action modes are only
to be seen for the recognition scores. For Hypothesis 2, the effects of ad-content congruence
on memory of the ad were investigated. The descriptive statistics in Table 2 showed
transformed recall and recognition scores for the two congruence conditions in different task
orientations. As an amplification of exploratory analysis, Figure 4 visualizes the influence of

banner-content congruence on the recall and recognition scores, respectively.
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Figure 4. Transformed mean scores for recall (left) and recognition (right). The categories
are separated by task orientation.
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Regarding the influence of congruence on recognition scores, as can be seen from
Figure 4 (right side), the scores for congruent and incongruent conditions in goal and surf
modes coincide, contradicting Hypothesis 2. Nor is the difference in the action mode
significant, U(55, 66) = 1517.5, p = .091, tested with Mann-Whitney U test. For the adjusted
recognition scores, the difference between congruent and incongruent conditions however
reaches significance level of p = .034, U(55,66) = 1439.5. For recall scores, the differences
between the congruent and incongruent conditions were not significant in any of the task
orientations. The details for the Mann-Whitney U tests can be seen in Table 7.

Table 7

Mann-Whitney U Test Scores Comparing Congruent and Incongruent Conditions per Task
Orientation for Recall and Recognition

Goal Action Surf

U (ny, ny) U (ny, ny) U (ny, ny)
Recall 1132.5 (50, 46) 1717 (55, 66) 1518 (58, 54)
Recognition 1125.5 (50, 46) 1517.5 (55, 66)" 1563 (58, 54)
Adjusted 1045 (50,46) 1439.5 (55,66)* 1480 (58,54)

Recognition
Note. n;indicates sample size for congruent condition, n,for incongruent. ‘p < .10, * p < .05.

To determine the congruence effects per banner, multiple Mann-Whitney U tests were
conducted, comparing recognition score for a banner in congruent and incongruent contexts
separately for every task orientation. No significant differences in recognition between the
two congruence conditions were detected for any banner. Table 113 in Appendix I shows the
results of the tests.

Effect of Congruence on Attitude to Banner Ad

The descriptive statistics presented in Table 8 show the means scores for the users’
attitude to each ad banner, computed from the four items construct and attitude to the
advertised brand, computed from the three items construct by Martin-Santana and Beerli-

Palacio (2012). For the two constructs, a confirmatory factor analysis was run to access the
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factor loadings of the items every banner and brand. All the items exhibited reasonably high
factor loadings, above .6. The reliability analysis indicated Cronbach’s a for the banners
between .83-.95 and for brands between .86-.94, indicating good internal consistency. The
corresponding questions to banner and brand attitude can be found in Appendix F. The scores
in Table 8 reflect the opinions on banner and brand of the participants who correctly
recognized the banner.

Table 8

Descriptive Statistics: Means and Distribution of Attitude Scores toward Banners and Brands,
by Congruence

Congruent Incongruent

M (SD) n M (SD) n

IWB Banner 459 (1.42) 37 4.30(1.71) 22
Brand 5.29 (1.27) 27 5.00(1.44) 16

Swissolar Banner 4.82(1.38) 18 4.96 (1.36) 25
Brand 5.20(1.52) 12 4.82(1.52) 16

Postauto Banner 5.25(1.10) 30 4.89 (1.31) 31
Brand 6.01 (.96) 30 5.93(1.02) 30

Rhatische Bahn  Banner 4.68 (1.05) 38 4.79 (1.44) 37
Brand 5.32(1.28) 38 5.56(1.28) 35

Note. M=means, (SD)=standard deviations and n=number of participants are indicated. The
answer scale ranged from 1-7, ‘definitely disagree’ to ‘definitely agree’.

In the first step, four one-tailed 7-test for independent samples were run to test the
assumption that the congruence of ad banner to page content positively influences the attitude
to the banner. However, no significant differences were found regarding attitudes towards the
ads between the congruent and incongruent condition, contradicting Hypothesis 3. The #-test
scores for the four-item construct can be found in Table J14 in Appendix J.

To expand the analysis, all of the attitude scores for each item of the eight initially
gathered were compared in relation to the congruence condition. With one exception, the
attitudes towards the ad in congruent and incongruent settings did not differ for any of the

items of each banner. The descriptive measures for each item and the corresponding #-test
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scores for all eight items can be found in Appendix K, Table K15.

Furthermore, the influence of preexisting attitudes towards the brand on attitudes
towards the banner ad was controlled for, based on Item 2 from the ‘brand attitude’ scale (‘X
is a brand I like’). To determine whether congruence influences the attitudes for the ad, a
one-way ANCOVA was implemented incorporating two levels of congruence as the
independent variable, the users’ attitude to the brand under investigation as covariable, and
the users’ attitude to the ad banner as dependent variable. The variance explained by
congruence is neither substantial nor significant for any one of the four banners and therefore
lets us refute Hypothesis 3. Brand attitude as a covariate, on the other hand, correlates with
the measured banner attitudes. The results of ANCOVA are presented in Table 9.

Table 9

Results of ANCOVA comparing attitudes to congruent and incongruent banners, with
attitude to corresponding brand as a covariate

F(df1, df2) F (df1, df2) n

Congruence Brand Attitude Congruent  Incongruent
IWB .07 (1, 38) 29.00 (1, 38)*** 24 14
Swissolar .54 (1, 17) 13.89 (1, 17)** 8 9
Postauto .61 (1, 60) 8.52 (1, 60) ** 30 30
Rhatische Bahn .27 (1, 64) 6.64 (1, 64)* 32 32

Note. * p <.05, ** p < .01, *** p <.001. The scores are indicated for the participants who recognized
the banner correctly.

After splitting the participants in two groups with ‘high’ (5-7) and ‘low’ (1-3) attitudes
towards brand, a separate one-way ANOVA was conducted to ascertain whether congruence
led to better banner attitudes. In no group, the difference between congruent and incongruent
banners was significant.

Furthermore, no differences were found between the attitudes of participants who
remembered being exposed to the banner and those who did not. Nor were differences found

regarding attitudes to banners with different content (energy or public transportation).
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Discussion

The study has investigated the banner blindness phenomenon for established Swiss
brands in the context of a well-known Swiss online news pages, which is the 4™ most popular
online news pages in Switzerland (http://hitparade.ch/website_charts.asp).

The most prominent finding from the data provides support for Hypothesis 1,
highlighting the differences in memory of banner ads depending on the way users interacted
with the news pages. The surf group without specific instructions inducing an informational
need recalled and recognized the advertisements significantly better than the two
information-oriented groups. This finding is consistent with the findings of Danaher and
Mullarkey (2003), Zanjani et al. (2011), and G. Kim and Lee (2011). A need for information
drew the focus of participants to the primary information, here the main textual content of the
news page. Particularly, the differences in recognition between goal and action mode support
that hypothesis that the more goal-directed the task orientation, the worse the memory of
secondary information (Owens et al., 2011). The addition of an action mode proved to be
warranted. It was found to be different from the goal-oriented mode, for instance in regard to
recognition of peripheral information. However, more differentiated research on this
particular mode — for example, incorporating materials of genuine interest to the viewers — is
necessary.

The observed recall/recognition patterns, similar to those offered by Zanjani et al.
(2011) raise the question about the differences between the implicit and explicit memory
measurements. Being distinct memory processes (Tulving & Arbuckle, 1966), recognition is
often considered a more robust measure than recall for advertisement (Ewing, Napoli, & du
Plessis, 1999). This is reflected in the results of the present experiment, as the participants
had considerably better implicit memory of advertisements. Therefore, a more differentiated

analysis of recognition scores was conducted.
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False positives for recognition. The extremely high false positive rate for the SBB, a
branch leader in public transportation in Switzerland, might be due to the association with the
presented article concerning trains run by SBB, and its value as a typical category
representative. Generally, if a product is associated with a high brand awareness (Nedungadi
& Hutchinson, 1985), it can possibly cause the impressions of falsely having been seen. In
contrast, the banners advertising for the products unrelated neither to banner nor to website
content (‘public health care’) caused the lowest false recognition rate, as would be predicted
by cohort activation model. The semantically related distractors were found to generate a
higher false positive rate than unrelated ones (Wallace, Stewart, Sherman, & Mellor, 1995),
which also was as well seen in the data.

The high ‘false-alarms’ rate can confound and lower the recognition rates due to
competitive interference (R. Burke & Srull, 1988). and should be handled with care. This
suggests the following methodological point: In studies presenting familiar brands and testing
memory, the brand leader should not be included in the test set given its tendency to act as a
highly confounding distractor.

Role of exposure time and frequency. Regarding the length of stay on the presented
news pages, the participants with a more directed task orientation (i.e. requiring reading the
article as in goal and action modes) spent more time on the news pages than the surf group.
This finding goes against the proposition asserted by Riegelsberger, Sasse, and McCarthy
(2002), who expected a longer task duration in an undirected task as free browsing than in a
directed (search) task and therefore better opportunities to attend the ad. In the present study,
the free-browsing surf group spent significantly less time on the pages and remembered the
banners better. This finding supports the importance of the informational orientation of the
user, indicating that although less time was dedicated to the news page, more resources were

available to process peripheral material, resulting in better memory of the ads. In addition to



Running Head: UNBLINDING INTERNET USERS TO ONLINE AD BANNERS 34

this, though significantly more time was spent on the second than on the first overview page,
the second banner was not recognized any better than the first one. As Danaher and
Mullarkey (2003) suggested, a minimal level of exposure (around 40 seconds) is needed for
user to be able to recall and remember the banners ad. However, the recognition did not
augment substantially if exposure time exceeded the minimal threshold (Danaher &
Mullarkey, 2003), as seen in the results by the comparison between the first and second
pages. There were no substantial differences in memory of the first or second banner in both
goal and action mode, where the times on the first and second pages differed significantly.
Nor were there differences in memory between the first and second banner in the surf mode,
where the users spent comparable amounts of time on both pages.

In terms of exposure, a minimal threshold of exposures should be reached for
advertisements for them to have an effect on the consumer. Previous experimental findings
point out that banner exposure increases product awareness and loyalty (Briggs & Hollis,
1997). However, the two-factor theory (Berlyne, 1970) suggests a U-shaped wear-out effect:
after a too frequent exposure, the positive effects decrease. Familiar brands tended to wear
out quickly, whereas banner ads for unfamiliar brands needed multiple exposures to wear in
(Dahlen, 2001). Being exposed to the banners just once might have been insufficient to
generate a difference in banner perception, despite operating with familiar stimuli (Dreze &
Hussherr, 2003).

The Effects of Congruence on Memory

Despite the assumption that ad banner-page congruence benefits to the processing of
banners for action- and goal-oriented readers, the data showed no significant differences in
memory of congruent and incongruent banners, independent from the mode of use. The
marginally significant difference in recognition scores for action mode with congruent

banners being recalled better points towards the priming hypothesis (Yi, 1990). However, this
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conclusion should be handled with care, as no information is available about the actual
personal interest of readers in action mode, and the extent to which they were interested in
the article and the related topic, in general.

Especially in the goal mode, where the focus lay on the search of a particular piece of
information, congruent banners were expected to be processed more fluently by being less of
a task impediment. However, in contrast to the experiments by Zanjani et al. (2011), familiar
banners and pages were used in the present study. The fact that the advertised brands are
considerably well-known might give an explanation for users’ memory achievements. The
banners in peripheral field of a user who is engaged in an informational task, e.g. reading an
article, are processed and analyzed on a preattentive level (Ryu, Lim, Tan, & Han, 2007). In
such a manner, the decision is made regarding whether the peripheral information (as
banners) is useful for the task or for personal field of interest, and whether a shift of attention
is required. Familiar brands are quickly identified as advertisements; consequently, the
banners are screened out as irrelevant to the task at hand, without reflecting on their
usefulness. So, congruence plays a minor role in engaging users’ attention to well-known
banners while searching for information.

Intrusiveness of the banners. In contrast to the experiment by Zanjani et al. (2011)
where the advertisements were cluttered in an e-magazine, the experimental stimuli were
regular banners located on the top of the page above the news page logo. In the study by
Zanjani et al. (2011), the perceived intrusiveness of the clutter mediated the relationship
between ad-context congruence and memory recall of the ad. However, the stimuli were not
perceived to be particularly intrusive, as evidenced in the results of the prestudy, and did not
take much space in relation to other page elements. The stimuli were placed on the usual
location for the particular newspaper and had a regular banner size, aiming to investigate the

phenomenon of banner blindness occurring in a ‘natural looking’, uncluttered environment.
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Presumably, a certain threshold level of intrusiveness should be surpassed in order to get
enough attention to the advertisements, which the banners in our study failed to reach. A high
level of perceived intrusiveness however decreases memory of advertisements — a possible
inverse U-shaped relationship between memory and intrusiveness is conceivable, especially
in the goal mode. In future research, including a variable assessing the perceived
intrusiveness of advertisement and negative feelings towards the ad may help to explore the
boundary conditions for intrusiveness leading to improved memory.
Congruence and Attitude

Against expectations, no positive effects of ad-context congruence on attitudes toward
the ad banner were found, contradicting the ease-of-processing assumption, which was based
on the findings of previous experiments (Moore et al., 2005). An explanation for the absence
of the beneficial effect of congruence may originate in the familiarity of the presented
stimuli. Previous research on ad-context congruence and attitudes employed unfamiliar
banners, to which the viewers had no opinion prior to seeing them. The already existing
opinion about brands, banners or the host website, whether high or low, might have
overweighed the attempt to induce attitude formation or change through the congruence
manipulation. As Droge (1989) suggests, ad likeability is correlated with brand attitude (for
instance in a low involvement situation), which is strongly confirmed by the high correlation
of brand and banner attitudes in the present study.
Conclusion

It was found that Hypothesis 1 was confirmed, underlining the importance of the way
the readers interact with the news pages, their aims and interests for the memory of the
advertisements. The results indicate that readers deeply involved with the article or looking
up a particular piece of information will pay less attention to the advertisements than a freely

browsing user. Based on this finding, we can speculate that banner advertisements placed on
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pages serving mostly an informative purpose with a narrow focus on a certain topic (visited
by the goal-oriented user during search for information) are more prone to banner blindness
than if they are placed on pages serving not informational but entertainment purposes,
assuming that mostly free-browsing users will visit such pages.

The effects of congruence on memory of the advertisement banners were less
pronounced. Solely the action mode, the congruence between ad and page content seemed to
improve recognition for the ads. More profound investigation of the action mode, under
consideration of actual users’ interest is required.

The Hypothesis 3 concerning effects of ad-context congruence on attitude towards the
ad did not find any support in the data. The consequent implication would be that — at least
for familiar brands with a preexisting users’ attitude — the subtle manipulation of congruence
will not work as well as for unfamiliar banners and brands as shown in previous research
(Moore et al., 2005; Yoo, 2009; Zanjani et al., 2011). Therefore, there is no urgent need to
customize the displaying environment for already well-known brands and banners ads in
order to increase their effectiveness. For practitioners, this means that placing an ad banner
for a well-known brand on a congruent website will not promote a better attitude towards the
ad banner.

Limitations and Further Research

Several limitations were present in our study. First of all, the realism of the surfing
situation, displaying news pages screenshots, was considerably low. To reach a higher
external validity, a more realistic environment, for instance an entire news-website allowing a
more natural browsing experience, should be used instead.

Furthermore, we can highly advise a careful choice of stimuli, especially of banners
being highly popular or branch leader ads, as they can confound the results by being falsely

recognized as the most typical category representative.
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Also, repeated exposures to the banner ads might be interesting to consider as a factor
causing better memory of ads (Moore et al., 2005). Exposure durations might be controlled to
have a better insight into minimal and optimal banner ad exposure times for the best memory.

In accordance with the dual-processing theory, users experiencing novel environment
initially engage in controlled processing to consciously avoid advertisements and after
several exposures switch to automatic processing (Louis & Sutton, 1991). Interestingly, in
our study, the participants familiar with the website and presumably processing the
information through the automatic route, did not differ in terms of memory of the ads from
the users who were new to the particular news page. However, it was not otherwise
determined to which extent the automatic processing or controlled processing were executed.
Accessing or even manipulating user’s personal factors such as motivation or mood might be
interesting to determine how ad suppression as an automatic process can be influenced
(Danaher & Mullarkey, 2003).

For a better understanding of ad-context congruence, personal relevance of the product
and preferences of the viewers should be taken in account. The action mode was especially
defined by following personal interests. These factors may be important both for the attitude
judgments and better recognition. An increased interest for the ads which are task and/or
interest-relevant might show a stronger effect of congruence if manipulated more thoroughly
(Wells, 2000). For future research concerning attitude formation, taking a variable measuring
involvement with the product and the product type into the analysis, as in Dahlen et al.
(2002), can be highly recommended. Additionally, investigating users’ attitudes towards
familiar brands and emotions during the ad exposure (Machleit & Wilson, 1988) can be
investigated to gain a deeper insight into attitude changes.

Banner blindness is a complex phenomenon, influenced by multitude of factors, both

user- and advertisement-specific. Further investigation of these factors would be worthwhile
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to assure the effectiveness of Internet advertisements, whereby the attitude and memory for

the ad can be used as important success indicators.
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Appendix A
Stimuli Used in the Main Study
Four online news pages with two different topics were selected as experimental material.
Each page was combined with a congruent and an incongruent ad banner, resulting in total of

eight stimuli. Per participant, a set of overview and article was shown, both with either

congruent or incongruent banners.
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Thorens.

In den beiden am Dienstag prisentierten Szenarien gehen die Griinen von einer

nur erprobte Tect ien zur

hohen Selbst aus und berii
Stromproduktion. Die Variante «Energie-Reform» rechnet mit einem leichten
Anstieg des Stromkonsums, der mit stirkerem Zubau von erneuerbaren Energien
und grésseren Efforts bei der Energieeffizienz gedeckt werden soll. Dazu sind mehr
Mittel fiir G und fiir das F6

lek ; T e e e %

zum Ersatz von

Bis 2020 sollen die Vorschriften fiir Neubauten verschirft werden, damit sie netto
Energie produzieren statt verbrauchen. Zudem soll der Deckel der kostendeckenden

i giitung (KEV) aufgehoben werden und der KEV-Zuschlag auf Strom
stirker als vom Bundesrat geplant erhht werden. Weil in diesem Szenario die
erneuerbaren Energien eine grossere Rolle spielen, sind Konflikte mit dem
Landschaftsschutz wahrscheinlicher, wie die Griinen einrdzumen.

Das Szenario «Kurswechsel» setzt hingegen stirker auf Verhaltensanderungen der

‘hen, die ihre Lek ise weniger an imierung orienti Es
sollen Anreize geschaffen werden, damit die Leute ihre Mobilitatsbediirfnisse
reduzieren, beispielsweise iiber Mobility-Pricing. Zudem soll die Elektromobilitat
gefordert und die Wirtschaft auf einen Pfad nachhaltigen Wachstums gebracht
werden.

100 Milliarden Franken
Bei beiden Szenarien muss bis 2050 rund die Halfte des Gesamtenergieverbrauchs
eingespart werden. Der Stromanteil steigt von 25 auf rund 60 Prozent. Mit der
giewende steigen die X um 1,5 Prozent pro Jahr. Fiir die Griinen
bdingbar ist eine dkologisct die bis 2020 ist. Der
Bundesrat will eine solche Reform erst nach 2020 aufgleisen, konnte aber auf seinen
Entscheid zuriickkommen.
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DOSSIER

Die Zukunft des 6ffentlichen Verkehrs

Die hsen sind der ions-OV ichnet hohe h und
Politiker und Regionen feilschen um die Fi i . Umstritten ist der
Plan eines zweiten Gotthard. Der 6 Verkehr in der Schweiz im Fokus.
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Die Museumsbahn und der Zwang zur B e oaE aw
Erneuerung
Schweiz Freitag, 13. Jull, 09:31 1 Kommentar Stellvertreter des Direktors (80-100%)
KANTON LUZERN

Stolz fiihrt Ausstellungsmacher Pius Tschumi durch das Bahnmuseum
Albula. Das erste Geschoss des ehemaligen Bergiiner Zeughauses hat er
in eine bunte, i iale Berg-Bahn-L , in eine
Dauerausstellung, die nichts zu tun Mer...

Produktivitit im 6V

= Bei Bus und Bahn kdonnte weniger mehr sein
Schwelz Montag, 9. Jull, 07:56 4 Kommentare
Urs Bloch Wenn es um den Ausbau des éffentlichen Verkehrs (6V)
geht, sind Politiker gerne grossziigig. Das zeigt sich nicht nur in der
gegenwirtige Debatte um die Ausgestaltung des kiinftigen
Finanzierungsmodus (Fabi), sondern auch im Regionalverkehr: menr...

HINTERGRUNDARTIKEL

sBB

Neue statt alte Neigeziige am Gotthard

Schwelz Donnerstag, 2. August, 16:58 2 Kommentare
‘Am Donnerstag haben die SBB offenbart, wie sie den Personenverkehr
auf der Gotthardachse in Zukunft gestalten wollen. Ihr oberstes Ziel ist
es, zwischen Ziirich bzw. Basel und Mailand endlich Piinktlichkeit nach
Schweizer Standard zu erreichen. Mehr...

SBB mit griinem Gewissen

Einfilhrung von Oko-Tickets wird gepriift

Sonntag, 22. Jull 3 Kommentare
Die Airlines bieten es an, ebenso die Elektrizitétswerke und nun
vielleicht bald auch die SBB. Analog zu den genannten Branchen
erwiigen die Bundesbahnen, ein neues Angebot einzufiihren, mit dem
sich der Kunde gegen einen Zuschlag eine besonders mehr...

Geschiftsstellenleiter
CHARLES BELAZAG

Geschaftsfiihrer
XELOBA

Manager Corporate Partnerships (80-100%)

WWF SCHWEIZ
Lelter Drogerie
PROSEARCH
Q
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SCHWEIZ
SBB
Neue statt alte Neigeziige am Gotthard
Schweiz Dossier: Die Zukunft des offentlichen Verkehrs  Donnerstag, 2. August, 16:58 2 Kommentare
3=

In zwei Jahren sollen am Gotthard acht neue ETR-610-
Neigeziige die ETR-470- Kompositionen ablosen, die zu einem
Synonym fiir unzuverléssigen Betrieb geworden sind. Ab 2018
folgen dann neue Ziige ohne Neigeeinrichtung.

K
*

I Empfehlen W Twittem < 6 R+ 0 (=]
Paul Schneeberger, Luzern

Am Donnerstag haben die SBB offenbart, wie sie den Personenverkehr auf der
Gotthardachse in Zukunft gestalten wollen. Ihr oberstes Ziel ist es, zwischen Ziirich
bzw. Basel und Mailand endlich Piinktlichkeit nach Schweizer Standard zu erreichen.
Zu kléren galt es, wie die Liicke zwischen der 2014 vorgesehenen

‘betriebnal der schadt i ETR 470 und der Inbetriebnahme
des Gotthardbasistunnels 2016 bzw. von 29 auch in Italien einsetzbaren neuen
internationalen Ziigen gefiillt werden soll.

Italienische Qualitét schaffen

Die SBB haben sich fiir die ihres Erachtens optimale Zwischenlsung im Dreieck
Aufwand, Ertrag und Qualitit entschieden: Sie 16sen eine Option von Cisalpino ein,
jenes Joint Venture mit den italienischen Staatsbahnen, das iiber zehn Jahre den
Verkehr zwischen der Schweiz und Italien zu verantworten hatte. Dabei handelt es
sich um die erneute Beschaffung von ETR-610-Ziigen. Diese Kompositionen, die dank
einer Neigeeinrichtung sowohl Kurven schneller befahren konnen als auch héchste
Geschwindigkeiten von 250 km/h erreichen, haben eine von anhaltenden

Verzd geprigte rickl hichte, bewat sich nun aber auf der
(Ldtschberg-)Simplon-Achse. Ei werden dort die sieben an die SBB
iibergegangenen ETR 610.
Die von den italienisck sbak iik ETR 610 werden im

i kehr auf Achsen ei: wo sie mit anderen Anbietern in einem

direkten Wettbewerb stehen und dadurch — anders als im von den Liberalisierungen
in der EU nicht betroffenen Verkehr mit der Schweiz — fiir schlechte Leistungen
«bestraft» werden. Offen ist, ob ab 2014 weiterhin auch italienische Ziige in die
Schweiz verkehren; die SBB streben eine Vereinbarung an, die den Einsatz qualitativ

hochwertiger italienisct dhrleistet oder den hliesslick
Einsatz schweizerischer Ziige, wobei die Lei: auf dem italienischen Abschnitt
von der Partnerbahn abzugelten wiiren. Vorgesehen ist parallel dazu bis zur

v des Gotthardbasi 1s eine des gemiss SBB in einem zu

engen Korsett steckenden Fahrplans der mit Neigeeinrichtung verkehrenden
internationalen Gotthardziige. Statt 3 Stunden 41 Minuten betriige die Fahrzeit
Ziirich-Mailand dann 3 Stunden und 58 Minuten. Ab Ende 2016 verspricht der
Gotthardbasistunnel eine Reduktion auf 3 Stunden 30 Minuten.

Neue Ziige ab 2018
Zu den zweistiindlich den i ionalen Ziigen sollen sich stiindlick
Intercity Ziirich-Lugano gesellen, wobei sich dort teilweise ein Halbstundentakt
ergibt. Ab 2018 — allenfalls auch spiter — sollen die 8 ETR 610 am Gotthard durch 29
neue, ebenfalls siebenteilige internationale SBB-Ziige ersetzt werden, fiir die im
Moment die Ausschreibung liuft. Sie werden iiber keine Neigeeinrichtung verfiigen,
weil der Mehraufwand dafiir nach Ansicht der SBB den dannzumal auf die

laufs ken des Basi: 1s b £ Effekt nicht rechtfertigen wiirde.

Wo die nun als Ubergangslésung zusitzlichen 8 ETR 610 dereinst eingesetzt werden
sollen, ist offen; denkbar sind Einsétze nach Stuttgart oder Miinchen, wo
Beschleunigungen lingst nottéiten, oder auch im Inland. Mit der neusten Bestellung
werden die SBB in zehn Jahren iiber 44 siebenteilige Ziige verfiigen, die nach Italien
und Deutschland verkehren kénnen. Hinzu kommen 59 bereits bestellte Intercity-
und i iti hiedlicher Linge, die auf die Mdglichkeit eines
Einsatzes auch in Deutschland und O ich hnitten werden.
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DOSSIER

Energie

In der Schweiz zeichnet sich ein Engpass bei der Energieversorgung ab. Nun wird heftig dariiber

debattiert, wie die Versorgungsliicke geschlossen werden soll. Nach der Atomkatastrophe in Fukushima
wird auch in der Schweiz die Nuklearenergie in Frage gestellt. Der Bundesrat und das Parlament haben

sich fiir den schri

W Twittem 0 Q)2

AKTUELLE BERICHTE

Strompolitische Volksinitiativen

Energi im Geg
Stadt und Region Mittwoch, 18. Juli, 10:43 1 Kommentar

Dem Atomausstieg soll im Kanton Ziirich mit Volksinitiativen zum
Durchbruch verholfen werden: «Strom fiir morn» und «Naturstrom
zuerst» zielen darauf ab, Strom aus erneuerbaren Quellen zu fordern,
indem sie fiir die 6ffentlichen Stromversorger Mehr...

‘Staudamm-Sicherheit

Jobs der Woche NZZexecutivech

Dozent und Berater 80-100% zh
ZHAW AP INSTITUT FOR
ANGEWANDTE PSYCHOLOGIE aw

Stellvertreter des Direktors (80-100%)
KANTON LUZERN

Geschiftsstellenleiter
CHARLES BELAZ AG

Neue M h gegen St G en
Schwelz Montag, 16.Jull, 11:17

Die iale der W ke stehen verglichen mit der
AKW-Technik selten im Fokus der Offentlichkeit, obwohl ein Bruch
eines Dammes oder auch ein Erdrutsch mit einer Flutwelle im Stausee
verheerend sein kann. Ahnlich wie bei Mehr...

HINTERGRUNDARTIKEL

Griine zur Energiewende
Schneller und radikaler

Schwelz Dienstag, 14. August, 19:53 2 Kommentare

For. Bern - Wenige Wochen bevor der Bundesrat mit dem Entwurf zum
neuen Energiegesetz eine weitere Etappe auf dem Weg zum
Atomausstieg nimmt, bringen sich die Griinen in Stellung. Die
Energiewende sei ohne Kompromisse bei Klima- und Landschaftsschutz
Mehr...

Wissenschaft
Aus Strom wird Gas, wird Strom
Wissenschaft Sonntag, 5. August

Dass ein sibirisch hd fiir die ein Problem sein kénnte, sollte

man nicht meinen. Doch seit der Ausbau der erneuerbaren Energien oberste Prioritit geniesst,
reden plétzlich sogar Ingenieure iiber das Wetter. Mer...

Mehr anzeigen
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SCHWEIZ

Griine zur Energiewende

Schneller und radikaler

Schwelz Dossier: Energie Dienstag, 19:53 2 Kommentare

- |
Bild: Keystone /Lukas

Die griinen Nationalrate Adéle Thorens, Regula Rytz und Bastien Girod (v..)
prasentieren die Energlestrategle Ihrer Partel fur die nachste Generation. Lehmann

Der Atomausstieg ist laut der Griinen Partei ohne Konflikte
mit dem Landschafts- und dem Klimaschutz machbar. Es
brauche dazu mehr Effort.

i Empfehlen W Twittern 10 Q+) 0 = 3 W

For. Bern - Wenige Wochen bevor der Bundesrat mit dem Entwurf zum neuen
Energiegesetz eine weitere Etappe auf dem Weg zum Atomausstieg nimmt, bringen
sich die Griinen in Stellung. Die de sei ohne isse bei Klima- und
Landschaftsschutz machbar, sagten Vertreter der Partei am Dienstag vor den Medien
in Bern. Die Parteispitze présentierte die i ie 2050» mit ien und
) fiir den Kli; dlichen Ausstieg. Der Bericht stiitzt sich auf Studien
und eigene Berechnungen. Im Vergleich zum Bundesrat setzen die Griinen auf einen
rascheren Zubau von neuen erneuerbaren Energien und auf eine schnellere
1 von i 1; die bereits vor 2020 greifen sollen.

Zwei Szenarien

Die Griinen wollen mit der Energiewende zwei Ziele erreichen: den kompletten
Ausstieg aus der Atomenergie bereits bis 2029 und die Reduktion der

Treibk issi bis 2050 auf ein nachhaltiges Niveau (1 Tonne CO2 pro
Kopf). Die Pline des Bundesrates gehen aus Sicht der Griinen zwar in die richtige
Richtung, geniigen aber nicht. Die Hauptmingel seien die lange Laufzeit der
Atomkraftwerke und die Rolle der Gask erke, sagte Co-Prasidentin Adéle
Thorens.

In den beiden am Dienstag présentierten Szenarien gehen die Griinen von einer
hohen Selbstv aus und beriicksichti
Stromproduktion. Die Variante «Energie-Reform» rechnet mit einem leichten

nur erprobte Teck ien zur

Anstieg des der mit sti Zubau von en Energien
und gré Efforts bei der gedeckt werden soll. Dazu sind mehr
Mittel fiir Gebal und fiir das F6: zum Ersatz von

1 ; Tl i d&i

Bis 2020 sollen die Vorschriften fiir Neubauten verschirft werden, damit sie netto
Energie produzieren statt verbrauchen. Zudem soll der Deckel der kostendeckenden

i -giitung (KEV) hoben werden und der KEV-Zuschlag auf Strom
stirker als vom Bundesrat geplant erhdht werden. Weil in diesem Szenario die
erneuerbaren Energien eine gréssere Rolle spielen, sind Konflikte mit dem
Landschaftsschutz wahrscheinlicher, wie die Griinen einraumen.

Das Szenario «Kurswechsel» setzt hingegen stirker auf Verhaltensinderungen der

die ihre Leb ise weniger an imi orientierten. Es
sollen Anreize geschaffen werden, damit die Leute ihre Mobilitétsbediirfnisse
reduzieren, beispielsweise iiber Mobility-Pricing. Zudem soll die Elektromobilitat
gefordert und die Wirtschaft auf einen Pfad nachhaltigen Wachstums gebracht
werden.

100 Milliarden Franken

Bei beiden Szenarien muss bis 2050 rund die Hilfte des Gesamtenergieverbrauchs

eingespart werden. Der Stromanteil steigt von 25 auf rund 60 Prozent. Mit der

Energi de steigen die um 1,5 Prozent pro Jahr. Fiir die Griinen
bdingbar ist eine dkologisct die bis 2020 ist. Der

Bundesrat will eine solche Reform erst nach 2020 aufgleisen, konnte aber auf seinen

Entscheid zuriickkommen.
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DOSSIER

Die Zukunft des 6ffentlichen Verkehrs

Die hsen sind der ions-OV/ ichnet hohe h und
Politiker und Regionen feilschen um die Fi i . Umstritten ist der
Plan eines zweiten Gotthard. Der 6 Verkehr in der Schweiz im Fokus.
W Twittem 0 g+ 2 =TT 4
AKTUELLE BERICHTE Jobs der Woche NZZexecutivech
. D:uv:m u:NEeTr;m; aFn-1 00% zh
Die Museumsbahn und der Zwang zur B e e oaE aw
Erneuerung
Schwelz Freitag, 13. Jull, 09:31 1 Kommentar Stellvertreter des Direktors (80-100%)
KANTON LUZERN

Stolz fiihrt Ausstellungsmacher Pius Tschumi durch das Bahnmuseum
Albula. Das erste Geschoss des ehemaligen Bergiiner Zeughauses hat er
in eine bunte, i iale Berg-Bahn-L , in eine
Dauerausstellung, die nichts zu tun Mebr...

Produktivitit im 6V

= Bei Bus und Bahn kdonnte weniger mehr sein
Schwelz Montag, 9. Jull, 07:56 4 Kommentare
Urs Bloch Wenn es um den Ausbau des Gffentlichen Verkehrs (6V)
geht, sind Politiker gerne grossziigig. Das zeigt sich nicht nur in der
gegenwirtige Debatte um die Ausgestaltung des kiinftigen
Finanzierungsmodus (Fabi), sondern auch im Regionalverkehr: menr...

HINTERGRUNDARTIKEL

sBB

Neue statt alte Neigeziige am Gotthard

Schwelz Donnerstag, 2. August, 16:58 2 Kommentare
‘Am Donnerstag haben die SBB offenbart, wie sie den Personenverkehr
auf der Gotthardachse in Zukunft gestalten wollen. Ihr oberstes Ziel ist
es, zwischen Ziirich bzw. Basel und Mailand endlich Piinktlichkeit nach
Schweizer Standard zu erreichen. mehr...

SBB mit griinem Gewissen

Einfiihrung von Oko-Tickets wird gepriift

Sonntag, 22. Jull 3 Kommentare
Die Airlines bieten es an, ebenso die Elektrizitétswerke und nun
vielleicht bald auch die SBB. Analog zu den genannten Branchen
erwiigen die Bundesbahnen, ein neues Angebot einzufiihren, mit dem
sich der Kunde gegen einen Zuschlag eine besonders mehr...

Geschiftsstellenleiter
CHARLES BELAZAG

Geschftsfiihrer
XELOBA

Manager Corporate Partnerships (80-100%)

WWF SCHWEIZ
Lelter Drogerie
PROSEARCH
Q
Zum Stellenmarkt
KURSUBERSICHT
w DEVISEN  ROHSTOFFE
Index Aktuell Prozent
sMI A 650239 -0.06%
DAX A 692075 -0.64%
EURO STOXX 50 A 241699 -0.63%
DOW JONES A 1317214 002%
NIKKEI 225 A 892504 -0.05%
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Incongruent Condition, Article for Public Transportation

8006 Neue Ziircher Zeitung - NZZ.ch
1@ + | @ htep:/ www.nzz.ch/ =13
nzzch - 16. August2012,11:35  Neue Zircher Zotung NZZam Sonntag  Follo NZZ-Format Digtallesen Abo  Allo Angebote  Login 7

Melnung  Finanzen Wissen Lebensart Video Dosslers Marktplitze Ziirich | ‘3l°~

International Wirtschaft  ZOrich  Feullieton Digital Sport Panorama

SCHWEIZ
SBB
LESERTREND
Neue statt alte Neigeziige am Gotthard B <o
Schwelz Dossier: Die Zukunft des &ffentiichen Verkehrs  Donnerstag, 2. August, 16:58 2 Kommentare Aller guten eBook-Reader sind drel
\ - ‘Sudkorea erinnert Japan an Verantwortung fur
= Sexskiavinnen
Verkehrstelinehmer wollen Funfer und Weggll
‘ Die Suche nach dem ausreichenden
s / z = Nichtraucher-Schutz

( v -y Holcim am Einturnen

v Mehr anzeigen

Jobs der Woche NZZexeativech

Dozont und Berater 80-100% zh
ZHAW AP INSTITUT FOR aw

ANGEWANDTE PSYCHOLOGIE

@  Die SBB wollen in zwel Jahren acht neue Neigezige am Gothard einsetzen. Blld: Keysione

In zwei Jahren sollen am Gotthard acht neue ETR-610-

Neigeziige die ETR-470- Kompositionen ablosen, die zu einem Stelvertroter dos Direktors (80-100%)
Synonym fiir unzuverldssigen Betrieb geworden sind. Ab 2018 FANTONLUZERN
folgen dann neue Ziige ohne Neigeeinrichtung. T
CHARLES BELAZAG
Ml Empfehlen W Twittem 6 Q)0 = o= K
Paul Schneeberger, Luzern Geschaftsfuhrer
XELOBA
Am Donnerstag haben die SBB offenbart, wie sie den Personenverkehr auf der
Gotthardachse in Zukunft gestalten wollen. Thr oberstes Ziel ist es, zwischen Ziirich Manager Corporate Partnerships (80-100%)
bzw. Basel und Mailand endlich Piinktlichkeit nach Schweizer Standard zu erreichen. WWF SCHWEIZ
Zu kldren galt es, wie die Liicke zwischen der 2014 vorgesehenen
b hme der schadh igeziige ETR 470 und der Inbetriebnahme e DIooatle)
des Gotthardbasistunnels 2016 bzw. von 29 auch in Italien einsetzbaren neuen Frossaser
internationalen Ziigen gefiillt werden soll.
Q
Italienische Qualitat schaffen Zum Stellenmarkt
Die SBB haben sich fiir die ihres Erachtens optimale Zwischenldsung im Dreieck
Aufwand, Ertrag und Qualitit entschieden: Sie 16sen eine Option von Cisalpino ein, .
jenes Joint Venture mit den italienischen Staatsbahnen, das iiber zehn Jahre den KURSUBERSICHT
Verkehr zwischen der Schweiz und Italien zu verantworten hatte. Dabei handelt es m ame T
sich um die erneute Beschaffung von ETR-610-Ziigen. Diese Kompositionen, die dank
einer Neigeeinrichtung sowohl Kurven schneller befahren konnen als auch héchste Indox Aktuell Prozent
Geschwindigkeiten von 250 km/h erreichen, haben eine von anhaltenden sMi W\ 650239 -0.06%
Verzogerungen geprigte Entwicklungsgeschichte, bewihren sich nun aber auf der DAX W 692075 -064%
(Létschberg-)Simplon-Achse. Ei werden dort die sieben an die SBB EURO STAOCE0 2410 SO0 65%
iibergegangenen ETR 610. DOWIONES IS4
NIKKEI 225 A 892504
Die von den italienisch sbak iibe: ETR 610 werden im
i kehr auf Achsen wo sie mit anderen Anbietern in cinem T N
direkten Wettbewerb stehen und dadurch — anders als im von den Liberalisierungen
in der EU nicht betroffenen Verkehr mit der Schweiz — fiir schlechte Leistungen Villa In Oberrohrdort, AG
«bestraft» werden. Offen ist, ob ab 2014 weiterhin auch italienische Ziige in die 10.5 ZIMMER / 588M2 / CHF 3800000~ IJ_;_w s
Schweiz verkehren; die SBB streben eine Vereinbarung an, die den Einsatz qualitativ
hock s stalinriod i S litot et o hliesslich S
Finsatz schweizerischer Ziige, wobei die Leistungen auf dem italienischen Abschnitt 10 ZMMER /372M2/ EUR 960°000.-
von der Partnerbahn abzugelten wiiren. Vorgesehen ist parallel dazu bis zur
v des Gotthardbasi: 1s eine des gemiiss SBB in einem zu Projekt in Ultikon Waldegg, ZH
engen Korsett steckenden Fahrplans der mit Neigeeinrichtung verkehrenden 6.5 ZMMER / 224M2 | CHF 3470000~
internationalen Gotthardziige. Statt 3 Stunden 41 Minuten betriige die Fahrzeit
Ziirich-Mailand dann 3 Stunden und 58 Minuten. Ab Ende 2016 verspricht der Lt L)
o 3 ' S 4.5 ZIMMER 212M2 / CHF 4900000.-
hardbasi: 1 eine Reduktion auf 3 Stunden 30 Minuten.
Haus In Glublasco, TI
Neue Ziige ab 201 6.5 ZIMMER / 215M2 / CHF 1900000.-
Zu den zweistiindlich verkeh den i ionalen Ziigen sollen sich stiindliche
Intercity Ziirich-Lugano gesellen, wobei sich dort teilweise ein Halbstundentakt 2Zu den Angeboten

ergibt. Ab 2018 - allenfalls auch spiter — sollen die 8 ETR 610 am Gotthard durch 29
neue, ebenfalls siebenteilige internationale SBB-Ziige ersetzt werden, fiir die im
Moment die Ausschreibung liuft. Sie werden iiber keine Neigeeinrichtung verfiigen,
weil der Mehraufwand dafiir nach Ansicht der SBB den dannzumal auf die

l ken des Basi: 1s beschriinkten Effekt nicht rechtfertigen wiirde.

Wo die nun als Ubergangslésung zusitzlichen 8 ETR 610 dereinst eingesetzt werden
sollen, ist offen; denkbar sind Einsiitze nach Stuttgart oder Miinchen, wo
Beschleunigungen lingst nottiiten, oder auch im Inland. Mit der neusten Bestellung
werden die SBB in zehn Jahren iiber 44 siebenteilige Ziige verfiigen, die nach Italien
und Deutschland verkehren kénnen. Hinzu kommen 59 bereits bestellte Intercity-
und Interregi iti hiedlicher Liinge, die auf die Moglichkeit eines
Einsatzes auch in Deutschland und Osterreich zugeschnitten werden.
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Appendix B
Banners Designed for the Study
Twelve banners were initially designed for the study. The content of the banners was aiming
to be related to one of the three topics, which were panned to be used in the study: Energy,
public transportation and health care system. As the ‘health care’ category dropped out in the
prestudy, two banners from the two remaining categories were chosen as target congruent
and incongruent banners (IWB, Swissolar, Rhitische Bahn and Postauto).

Energy

MINERGIE®

Mehr Lebensqualitdt,
tiefer Energieverbrauch

SWISSOLAR €

Schweizerischer Fachverband fir Sonnenenergie
Informationen (ber Warme und Strom von der Sonne

— .

—— -~ =
‘4"\ M"—e—-“’“‘,\_':'!—‘:—;m- -

‘\m'h_:‘\- —
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Health care

gl cntyapotheke

fur Sie da

el o 0 48 8 BB 8 BN g @

- APOTHEKE ' .ft. .ﬁ

I I Offen 365 Tage

=

Public Transportation

0\.

BVE Basel entdecken
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Appendix C
Statistics for the Prestudy
The mean scores for congruence per banner are indicated. Two-tailed #-test compared the
congruence scores for incongruent and congruent conditions. For all brands, the banners
displayed on congruent pages were perceived to be significantly more congruent than
displayed on incongruent pages.
Table C10

Descriptive statistics and comparison of congruence scores per banner

Congruent Incongruent
M (SD) M (SD) T df
IWB 6.20 (1.04) 3.22 (2.55) 3.14** 11
Swissolar 6.43 (.88) 2.58 (1.71) 5.70*** 12
Postauto 5.20(1.65) 2.30(1.17) 4.54*** 18

Rhatische Bahn 5.94 (1.06) 1.89 (1.54) 4.71** 7
Note. * p < .05, ** p < .01, *** p < .001. Two-tailed t-test for independent samples
was used. The corresponding questions accessing congruence can be found in
Appendix E. The answer scale ranged from 1-7, “definitely disagree” to “definitely
agree”.
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Appendix D
Statistics for Further Dimensions of Banners Measured in the Prestudy
Mean scores of further banner factors, which might have an influence on participants

memories and attitude toward banners are presented in Table DS.

Table D11

Descriptive statistics: Means and distribution for the variables measured in the prestudy, per
banner

Salience Intrusiveness  Colors State of Art  Familiarity 1 ~ Familiarity 2

M (SD) M (SD) M (SD) M (SD) M (SD) M (SD)
IWB 4.02 2.46 4.15 5.72 2.77 4.57

(1.79) (1.52) (1.68) (1.33) (2.19) (2.64)
Swissolar 4.50 2.43 4.75 5.96 3.04 2.76

(1.74) (1.43) (1.51) (1.28) (1.40) (1.90)
Postauto 531 3.00 5.15 5.61 3.92 6.27

(1.49) (1.61) (1.55) (1.37) (2.44) (1.40)
Rhatische 4.53 2.40 4.27 5.43 3.37 5.16
Bahn (1.85) (1.65) (1.73) (1.44) (2.06) (2.11)

Note. M = mean and (5D) = standard deviation are indicated. The corresponding questions can be found in
Appendix E. The answer scale ranged from 1-7, “definitely disagree” to “definitely agree”.
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Appendix E
Questionnaires Used in the Prestudy
Demographic questions
¢ Alter (in Jahren)
* Geschlecht

mdnnlich — weiblich — keine Angabe

Experience with Internet news pages
*  Wie hiufig nutzen Sie normalerweise News-Webseiten (z.B. 20min.ch, nzz.ch, etc.)?

nie — seltener — ca. einmal pro Woche — mehrmals pro Woche — téiglich

Knowledge of nzz.ch
* Kennen Sie die News-Webseite der Neuen Ziircher Zeitung (nzz.ch)?

ja —nein

Experience with nzz.ch

* Wie hiufig nutzen Sie normalerweise die News-Webseite der Neuen Ziircher Zeitung
(nzz.ch)?

nie — seltener — ca. einmal pro Woche — mehrmals pro Woche — téglich

Attitude to nzz.ch
* Wie zufrieden sind Sie insgesamt mit der News-Webseite NZZ.ch?

sehr unzufrieden (1) — sehr zufrieden (7), keine Angabe

Congrunence (Newman, Stem Jr, & Sprott, 2004)
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1. Das Werbebanner passt gut zum Inhalt der Webseite.

2. Zwischen dem Werbebanner und dem Inhalt der Webseite herrscht hohe
Ubereinstimmung.

3. Das Werbebanner und der Inhalt der Webseite haben viel gemeinsam.

4. Das Werbebanner ldsst die Webseite weniger glaubwiirdig erscheinen.

5. Der Inhalt der Webseite ldsst das Werbebanner glaubwiirdiger erscheinen.

6. Die Webseite und das Werbebanner profitieren voneinander.

trifft nicht zu (1) — trifft zu (7), keine Angabe

Color intensity (Moore, Stammerjohan, & Coulter, 2005)

¢ Die Farben des Werbebanners wirken intensiv.

trifft nicht zu (1) — trifft zu (7), keine Angabe

Salience
e Das Werbebanner hebt sich klar von der Website ab.

trifft nicht zu (1) — trifft zu (7), keine Angabe

Intrusiveness (Li, Edwards, & Lee, 2002)
* Das Werbebanner ist aufdringlich.

trifft nicht zu (1) — trifft zu (7), keine Angabe

Familiarity (Pieters, 2002)
* Die Werbung fiir X habe ich schon hédufig gesehen.

e X ist mir gut bekannt.

trifft nicht zu (1) — trifft zu (7), keine Angabe
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,State of art*

* Das Werbebanner wirkt professionell.

trifft nicht zu (1) — trifft zu (7), keine Angabe
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Appendix F
Questionnaires Used in the Main Study
Demographic questions
¢ Alter (in Jahren)
* Geschlecht

mdnnlich — weiblich — keine Angabe

Experience with Internet news pages
*  Wie hiufig nutzen Sie normalerweise News-Webseiten (z.B. 20min.ch, nzz.ch, etc.)?

nie — seltener — ca. einmal pro Woche — mehrmals pro Woche — téiglich

Knowledge of nzz.ch
* Kennen Sie die News-Webseite der Neuen Ziircher Zeitung (nzz.ch)?

ja —nein

Experience with nzz.ch
* Wie hiufig nutzen Sie normalerweise die News-Webseite der Neuen Ziircher Zeitung
(nzz.ch)?

nie — seltener — ca. einmal pro Woche — mehrmals pro Woche — téglich

Attitude to nzz.ch (Jarvenpaa, Traktinsky, & Vitale, 2000)
1. Die nzz.ch ist dafiir bekannt, dass sie zuverldssig ist.
2. Die nzz.ch hat einen schlechten Ruf auf dem Markt.
3. Die nzz.ch ist hoch angesehen.

trifft nicht zu (1) — trifft zu (7), keine Angabe
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Attitude to the advertisement (Martin-Santana & Beerli-Palacio, 2012)
Ich finde diesen Werbebanner:

1. attraktiv

2. interessant

3. glaubwiirdig

4. aufmerksamkeitserregend
(Beltramini, 1988):

5. iiberzeugend

6. ehrlich

7. vertrauenswiirdig
(Mackkenzie & Lutz, 1989):

8. gut

trifft nicht zu (1) — trifft zu (7), keine Angabe

Attitude to the brand (Martin-Santana & Beerli-Palacio, 2012)
1. X st eine gute Marke.
2. X st eine Marke, die ich mag.
3. X gegeniiber bin ich positiv eingestellt.

trifft nicht zu (1) — trifft zu (7), keine Angabe

General attitude towards advertisements: (Mehta & Purvis, 1995)
1. Ich mag es Online-Werbung zu betrachten.
2. Vielfach ist mir die Werbung zu langweilig.

3. Viele Produkte sind nicht so gut wie es die Werbung verspricht.
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4. Werbung hilft mir auf dem Laufenden zu bleiben was Produkte und Dienstleistungen
betrifft, die ich brauche oder haben mochte

trifft nicht zu (1) — trifft zu (7), keine Angabe

Manipulation check. congruence (Newman, Stem Jr, & Sprott, 2004)
1. Das Werbebanner passt gut zum Inhalt der Webseite.
2. Zwischen dem Werbebanner und dem Inhalt der Webseite herrscht hohe
Ubereinstimmung.
3. Das Werbebanner und der Inhalt der Webseite haben viel gemeinsam.

trifft nicht zu (1) — trifft zu (7), keine Angabe
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Appendix G
Instructions for the Three Task Oriantation Modes
Goal Mode

Energie. Im Folgenden werden Ihnen zwei Seiten der Internet-Newsseite nzz.ch
gezeigt (nicht klickbar). Sie miissen jeweils eine kurze Aufgabe dazu 16sen und anschliessend
einige Fragen beantworten.

Aufgabe 1. Stellen Sie sich vor, Sie interessieren sich fiir alternative Energien. Sie
mochten herausfinden, wie sich das neue Energiegesetz zum Atomausstieg entwickelt und
gehen dafiir auf die nzz.ch-Webseite.

Auf der nédchsten Seite sehen Sie das Dossier “Energie”, wo Sie eine Auswahl der Artikel zu
diesem Thema finden.
Welchen Artikel finden Sie am hilfreichsten/relevantesten?

Aufgabe 2. Auf der niichsten Seite sehen Sie einen der Artikel aus der Ubersicht.

Finden Sie heraus, was die Griinen bei der "Energie-Reform" vorschlagen und beschreiben

Sie dies stichwortartig im Antwortfeld auf der néchsten Seite.

Offentlicher Verkehr. Im Folgenden werden Thnen zwei Seiten der Internet-
Newsseite nzz.ch gezeigt (nicht klickbar). Sie miissen jeweils eine kurze Aufgabe dazu 16sen
und anschliessend einige Fragen beantworten.

Aufgabe 1. Stellen Sie sich vor, Sie interessieren sich fiir den 6ffentlichen Verkehr.
Sie mochten herausfinden, welche Investitionen die SBB fiir die Zukunft tdtigen wird und
gehen dafiir auf die NZZ.ch-Webseite.

Auf der nichsten Seite sehen Sie das Dossier "Offentlicher Verkehr", wo sie eine Auswahl
der Artikel zu diesem Thema finden.

Welchen Artikel fanden Sie am hilfreichsten/relevantesten?
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Aufgabe 2. Auf der niichsten Seite sehen Sie einen der Artikel aus der Ubersicht.
Finden Sie heraus, welche Pline die SBB fiir die kiirzlich in Betrieb gesetzten ETR 610 Ziige
fiir die Zeit nach der Eroffnung des Gotthardbasistunnels haben und beschreiben Sie dies

stichwortartig im Antwortfeld auf der ndchsten Seite.

Action Mode

Energie. Im Folgenden werden Ihnen zwei Seiten der Internet-Newsseite nzz.ch
gezeigt (nicht klickbar). Sie miissen jeweils eine kurze Aufgabe dazu 16sen und anschliessend
einige Fragen beantworten.

Aufgabe 1. Auf der ndchsten Seite sehen Sie das Dossier “Energie”, wo Sie eine
Auswahl der Artikel zu diesem Thema finden.
Welchen Artikel aus diesem Dossier fanden Sie personlich am interessantesten?

Aufgabe 2. Auf der niichsten Seite sehen Sie einen der Artikel aus der Ubersicht.
Was aus diesem Artikel wiirden Sie einem Kollegen/einer Kollegin wéhrend einer
Kaffeepause erzidhlen?

Beschreiben Sie dies stichwortartig im Antwortfeld auf der nédchsten Seite.

Offentlicher Verkehr. Im Folgenden werden Ihnen zwei Seiten der Internet-
Newsseite nzz.ch gezeigt (nicht klickbar). Sie miissen jeweils eine kurze Aufgabe dazu 16sen
und anschliessend einige Fragen beantworten.

Aufgabe 1. Auf der nichsten Seite sehen Sie das Dossier “Offentlicher Verkehr”, wo
Sie eine Auswahl der Artikel zu diesem Thema finden.

Welchen Artikel aus diesem Dossier fanden Sie personlich am interessantesten?

Aufgabe 2. Auf der niichsten Seite sehen Sie einen der Artikel aus der Ubersicht.
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Was aus diesem Artikel wiirden Sie einem Kollegen/einer Kollegin wéhrend einer
Kaffeepause erzidhlen?

Beschreiben Sie dies stichwortartig im Antwortfeld auf der nédchsten Seite.

Surf Mode

Energie. Im Folgenden werden Ihnen zwei Seiten der Internet-Newsseite nzz.ch
gezeigt nicht klickbar) und anschliessend einige Fragen gestellt.

Seite 1. Auf der niichsten Seite sehen Sie das Dossier “Energie”, wo Sie eine Auswahl
der Artikel zu diesem Thema finden.
Schauen Sie sich diese Seite an. Sie haben die Moglichkeit, die Seite im Antwortfeld zu
kommentieren.

Seite 2. Schauen Sie sich diese Seite an. Sie haben die Mdglichkeit, die Seite im

Antwortfeld zu kommentieren.

Offentlicher Verkehr. Im Folgenden werden Ihnen zwei Seiten der Internet-
Newsseite nzz.ch gezeigt nicht klickbar) und anschliessend einige Fragen gestellt.

Seite 1. Auf der nichsten Seite sehen Sie das Dossier “Offentlicher Verkehr”, wo Sie
eine Auswahl der Artikel zu diesem Thema finden.
Schauen Sie sich diese Seite an. Sie haben die Moglichkeit, die Seite im Antwortfeld zu
kommentieren.

Seite 2. Schauen Sie sich diese Seite an. Sie haben die Mdglichkeit, die Seite im

Antwortfeld zu kommentieren.
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Appendix H
Results of a More Detailed Investigation of Hypothesis 1
To determine whether banner’s serial position resulted in a better recognition score, series of
Wilcoxon’s tests were run, separately for every task orientation. Table H12 shows the results

of comparison between the first and second banner seen by participants.

Table H12

Wilcoxon’s T test Scores Comparing Recognition Scores for the First and Second Banner
Shown, by Task Orientation

Goal Action Surf
T(n) T(n) T(n)
IWB - Swissolar -1.73 (12) -1.04 (23) -1.00 (25)
Rhétische Bahn - Postauto -.94 (18) -1.57 (25) -.60 (25)

Note. nindicates number of participants overall, not counting those with tied ranks.
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Appendix I
Results of a More Detailed Investigation of Hypothesis 2
For every banner, the congruent and incongruent conditions were compared in terms of better

recognition. No differences were found in any task orientation for any banner.

Table 113

Mann-Whitney U test Scores, Comparing Recognition Scores per Banner and Task
Orientation for Congruent and Incongruent Condition

Goal Action Surf
U (ny, ny) U (ny, ny) U (ny, ny)
IWB 170.5(23,17) 380 (27, 35) 280.5 (29, 25)
Swissolar 189.5 (23, 17) 446.5 (27, 35) 301 (29, 25)
Rhétische Bahn 370 (27, 29) 355.5 (28, 31) 377 (29, 29)
Postauto 355 (27, 29) 420 (28, 31) 391.5 (29, 29)

Note. nyindicates sample size for congruent condition, n, for incongruent.
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Appendix J
Results of a More Detailed Investigation of Hypothesis 3
For each banner, the attitudes in congruent and incongruent conditions were compared with
one-tailed #-tests. Only the judgements of participants who recognized the banner correctly

were taken into account. No differences in attitudes toward any banner were found.

Table J14

Results of One-Tailed t-Tests Comparing Attitude Scores for Banner Ads in Congruent and
Incongruent conditions

T df p n
Congruent Incongruent
IWB .67 37.93 .26 37 22
Swissolar -.34 36.53 .37 18 25
Rhatische Bahn -.38 73 .35 38 37
Postauto 1.20 59 12 30 31

Note. The scores compared were computed from the four first items in banner attitude questionnaire.
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Appendix K
Results of a More Detailed Investigation of Hypothesis 3 per Item
For every items from the ‘attitude’ questionnaire listed below Table K15, a separate analysis
was conducted to closer examine the effect of congruence on judgements. Except for one
item (‘aufmerksamkeitserregend’) for Swissolar banner, no differences were found

depending on congruence condition.

Table K15

Two-tailed t-tests comparing attitude scores for banner ads in congruent and incongruent

conditions, all items

IWB Swissolar

Conguent Incongruent Congruent Incongruent
Item M(SD) M(SD) T df M(SD) M(SD) T df
1 441(1.68) 3.91(1.88) 1.25 78 5.00(1.51) 4.79(1.77) .56 77
2 443(1.78) 3.85(1.84) 1.42 78 4.05(1.68) 4.03(1.71) .04 75
3 472 (1.63) 4.59(1.70) .32 76 493(1.48) 4.76(1.58) .51 77
4 411(1.77) 3.67(1.83) 1.10 77 3.48 (1.60) 4.40(1.87) -2.39*% 79
5 453(1.60) 4.16(1.67) 1.00 75 417 (1.51) 4.11(1.68) .17 79
6 4.65(1.48) 4.61(1.79) .54 71 4.86(1.56) 4.65(1.56) .60 73
7 4.65(1.48) 4.43(1.72) .59 74 493(1.56) 4.85(1.39) .25 76
8 453(1.79) 4.45(1.52) .21 74 472 (1.60) 4.35(1.63) 1.00 78

Rhatische Bahn Postauto

Conguent Incongruent Congruent Incongruent
Item M(SD) M(SD) T df M(SD) M(SD) T df
1 496 (1.33) 4.73(1.72) .75 88 5.10(1.40) 4.78(1.60) 1.07 100
2 4.54(1.51) 4.33(1.75) .63 98 4.66(1.39) 4.41(1.69) 0.83 100
3 5.29(1.33) 4.72(1.51) 1.98 97 5.51(1.14) 5.35(1.22) .69 98
4 425(1.49) 4.35(1.91) -30 89 4.77 (1.59) 4.31(1.50) 1.52 100
5 471(1.39) 4.33(1.59) 130 97 5.04 (1.37) 4.55(1.51) 1.69 98
6 5.35(1.52) 4.96(1.65) 1.22 97 5.66(1.19) 5.35(1.09) 1.37 97
7 5.50(1.22) 5.02(1.38) 1.83 96 5.60(1.18) 5.45(1.21) .65 100
8 5.08(1.34) 4.73(1.75) 1.11 88 5.21(1.32) 4.86(1.58) 1.23 99

Note. M = mean and (SD) = standard deviation are indicated. * p < .05. Two-tailed t-test for independent samples was
used. The corresponding items accessing congruence are below the table. The answer scale ranged from 1-7,

“definitely disagree” to “definitely agree”.



Running Head: UNBLINDING INTERNET USERS TO ONLINE AD BANNERS

Items

. attraktiv

interessant

glaubwiirdig
aufmerksamkeitserregend
iiberzeugend

ehrlich

vertrauenswiirdig

. gut

73



