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Figure 2.15 The Hewlett Packard Java pong game ad.

the consumer can complete a transaction or receive the entire advertising message
through the banner without leaving the Web site, it seems logical that the consumer
will be more responsive. One of the early rich media banners used java programing to
bring its banners to life and was developed for Hewlett Packard. The goal of the ad was
to deliver the message: “HP is a high tech company that is on the cutting edge.” To con-
vey this message, HP didn’t need to drive traffic to its Web site. HP created a banner
advertisement that was actually the game Pong (see Figure 2.15). Consumers could
play the game within the banner, which contained the HP logo. To our knowledge,
HP’s ad was the first banner that contained a game. The game was incredibly popular,
and HP’s target audience spent a lot of time playing this game and thinking about how
“cool” HP was.

Java ad banners can also allow consumers to order a product from within the banner.
This feature is ideal for taking advantage of consumers’ impulse-buying habits by
facilitating the entire buying process from the banner ad itself. Figure 2.16 is the Java
banner for 1-800-FLOWERS that allows customers to order Mother’s Day flowers
directly through the banner ad.

Rich media as a general term is used to denote ads that make use of advanced technol-
ogy. Let’s look at some of the technology used to enhance banner ads.

InterVU

Using InterVU (www.intervu.com) technology, a banner can display a short video clip
from within a window in the banner. InterVU calls this its V-Banner. The looping video
clips are usually 3 to 5 seconds. Despite the quality of the video, advertisers have found
that Inter VU banners can increase response rates; probably, this is because a video ban-
ner has the potential to stand out more than an animated banner. InterVU hosts these
high bandwidth ads (and content) for Web publishers so that the publishers don’t have
slowdowns on their sites when a lot of people request high-bandwidth, rich media ads.
Figure 2.17 shows an InterVU V-Banner for Cobra Golf. The right side of that banner
has a video clip of a golfer swinging.

Make a fast
& secure
purchase in
this banner

1-30C-FLOWERS

This Mother's Day, your mom wants you to: = &
ok et married & buy h e s
© ;Igurtrlgom o gtartm: :.‘a?'nily Oﬂt]:t‘uerir \ /
Figure 2.16 1-800-FLOWERS ad that allows consumers to order Mother's Day flowers
through the banner.

This material may be protected by Copyright law (Title 17 U.S. Code)
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Figure 2.17 InterVU V-Banner ad for Cobra Golf.

Another good example of an InterVU banner is the one that was developed for the movie
Air Force One. The looping video on the right side of the banner catches the viewer’s
attention. The video certainly stands out more than any of the animated GIFs that might
be on the, page competing for the user’s attention. It is important to note that InterVU
banners are GIF banners that include a video portion. The video takes more time than a
GIF to load. This means that even when users leave the site before the video in the ad has
loaded, they will still see the GIF ad.

RealAudio and RealVideo (www.real.com)

RealAudio and RealVideo (www.real.com) technology allow vibrant audio and video to
be incorporated into the banner. Advertisers can use a variety of combinations of audio
and video in these ads. For example, an advertiser can have the banner play audio when
the a is downloading or after it is clicked. Figure 2.18 shows a RealAudio/Video ad
developed by Modem Media.Poppe Tyson for Reebok. In the middle there is video
of Allen Iverson playing basketball (something sure to attract the attention of surfers of
NBA.com, which is where this ad ran). There is also audio of him talking about bas-
ketball with a commentator. The combination makes it enticing for a user to click
through on the ad.

Narrative Communications’ Enliven Technology

Narrative Communications’ Enliven technology (www.enliven.com) delivers a small
Java applet allowing for transactions to be completed within a banner.

“Figure 2.19 is a Hewlett Packard Enliven ad. This ad allows users to print out spec
sheets for HP’s LaserJet 3100. Figure 2.20a-b shows an Enliven ad used by Eddie Bauer.
This ad allows a consumer to order from within the banner; the order is tied directly
into Eddie Bauer’s system.

One of the benefits of an Enliven ad is that surfers can complete a transaction (request-
ing something or even making a purchase) without leaving the content site, encouraging
the consumer to buy on impulse. However, these banners can take a long time to load.
Some publishers have even complained that ads like Enliven slow down their site. In
any event, as the technology to make the downloads faster improves, this will be a great
means of making banners more interactive.

Macromedia’s Flash

Macromedia’s Flash (www.macromedia.com/software/flash) is a series of audio-
visual players that allow a user to view streaming content, which means the user can
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Figure 2.18 Reebok’s RealAudio/Video banner ad.

see the ad as it is downloading instead of having to wait for the entire ad to download
before seeing anything. Because the content is streamed, it doesn’t take long to down-
load the ad, so a banner ad that utilizes Flash will have more animation than an ani-
mated GIF that is the same file size. However, a user must have the plug-in to view this
ad. As with other rich media ads, the publisher can serve the ad in such a way that only
surfers who have the plug-in will receive the rich advertisement, while other folks will
receive an advertisement that they can use with their plug-ins and browser.

Thinking Media’s ActiveAds

Thinking Media’s ActiveAds (www.thethinkingmedia.com/activeads/activeads.html)
allow advertisers to create banner ads with which users can have a high level of inter-
activity and complete transactions. ActiveAds banners can include features such as
secure, in-banner credit card transactions, subscription forms, games, animation, and
streaming audio—delivered in a basic “player” file of 5 KB. Thinking Media’s Java-
based ads can be created with a software developer kit (Sonata). Sonata consists of a
number of reusable Java components for such features as text animation, image ani-
mation, streaming audio, real-time polls, real-time auctions, subscription forms, fre-
quent flyer miles, SSL credit card transactions, decision trees in-banner, clickable news
tickers, games, quizzes, and timers. Thinking Media also provides a tracking feature,
ActiveTrack, which reports what happens inside the banner: how long a banner was
visible to the user on the screen, how much time surfers actually spent on average
interacting with it, as well as information specific to tracking an individual banner.

Figure 2.21 is an example of an ActiveAds banner for HomePC. The first frame is an
offer for a free issue of the magazine. A user is instructed to drag the sticker to the other
side of the banner. This makes the offer pop onto the screen, and then an order form
appears. The user can order right from within the banner.

The HP Laserlet 3100 can

@ - Print specs directly from here!

Click a button to see it in action ar chck HERE Ter mare i)

Figure 2.19 HP's Enliven banner, which allows people to print a spec sheet from the
banner.
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.

www.eddiebauer.com
Click here to find out more,

Men's Classic-Fit, Five-pocket jeans...
your size, your color, on your doorstep
without leaving this ad banner.

Only 528 plua shipping.

Figure 2.20a Eddie Bauer’s Enliven banner presents the consumer with an offer to
purchase pants within the banner.

% Select Size and Quantity
Cw;tRegul Waist Insearm Quantity
& 29 30 = 1 =2
O | © Lo Ris = - =

Figure 2.20b After a consumer clicks the banner, he can answer various questions
within the banner to complete the purchase.

Figure 2.22 is an example of an ActiveAds banner from CDnow. This ad offers users a
chance to win a $10 discount. As you can see from the pictures, users can choose a quiz
category and answer the question in the banner. If they get the question right, the
banner congratulates them and offers them a discount. If they get it wrong, they are
encouraged to “try again.” This is a fun banner that encourages people to interact
with the advertisement. We think it’s great for promoting a brand or service. However,

e-commerce advertisers with the goal of selling

products should test this carefully. The

ad, while it can certainly be great for a branding experience, can create the appearance
that there are additional barriers to overcome before simply purchasing a product;
users may fear that they have to participate in a game or some other process, when
they really want to take advantage of a discount and continue surfing.

-~ Both Sides of Rich Media

Many publishers and advertisers see rich media

as the way to get more advertising dol-

lars committed to the Web. These marketers have primarily expressed an interest in
using rich media to improve Internet advertising’s branding efforts. A banner is usually

only the size of six postage stamps, and the file

size is usually only around 10 KB. This

doesn’t leave much space for a message, or much KB size to use video or audio to bet-
ter convey a message. Marketers often say that TV is much more powerful, because the
full motion video and audio allow for more emotional advertisements. Marketers are

ActiveAds banner for HomePC.

Figure 2.21

* FREE

issue
SUBSCRIBE HERE
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([ CHAPTER 4

Cookies

A discussion about Web measurement isn’t complete without a discussion about
cookies. This is a topic about which many people fuss, but with which few are actu-
ally familiar.

A cookie is text that can be written to a text file on the user’s hard drive when visit-
ing a Web site. In most cases, that text will be a unique string, allowing the person to
be identified.

Earlier in this chapter we talked about the discussion that a browser has with the server
when someone visits a Web site. That discussion can entail the server asking the browser
if the user has a cookie from the Web site. If the user has a cookie, the browser will
present that information to the server. (Please note that the server can only access cook-
ies that it has placed; it cannot access cookies from other servers.) If the user doesn’t have
a cookie, the server will try to place one in the user’s cookie file (see Figure 4.6 for a look
at an actual cookie file).

For example, a site may assign you a cookie with the text string ”123.” Every time you
access a page on the site, the server can request the cookie it placed and recognize that
“123” is back again and track where “123” goes on the site. Maximum information can
be gained by using cookies in conjunction with a database. For example, the site that

& Cookies
| Fe Edt View Go Favoites Help
® . o= P4 X 1 S

| Back Fomzd  Up | Cut Delete Propeties  Views
| Address [ 1 CA\WINDOWS\Cookies
index dat N [#| thor@betweenrounds E| thor@cgr
#) Mm2048 dat thor@ads_enliven &| thor@bfast(1) ’_§J nonCar
] Mm256 dat =] thor@ads_home(1) thor@bfast 2] thoreuun
=] 1hor@135_145_56 £] thor@ads_ivilage =] hor@bguide(1) 2] thot@cay

thor@146_145_74(1) [Z] thor@ads_realcities =] thor@builder £] thai@ciy
E thor®@1toiweb @j thor@ads_theliip =] thor@business_previewtravel I;E_'] horeicle,
£] thai@207_168_8(1) 1E] thor®ads08_hyperbanner | thor@buy (] thorerchu

thor@207_168_8 1Z] thor@ad-venture |E| thor@buycomp | thor(eiciit
£ thar@207_87_13 Q thor@altavista |Z] thor@carpoint_msn |E) thor®clt
= thor@®208_133_53 [:‘=:] thor@altavista_digital 2| thor@catalog_att f=3 thor@achit
5] thor@208_214_76 2] thor@amazon(2) (] thar@cch (2] ot
Z| thoi@208_222_224(1) [Z] thor@amazon thor@cdnow 5] tho@clitq
2] thor@203_1_153 =] thor@amcity £| thor@cestore(1) V;Ej thor@ehtd
Z] 209 116 134011 (=] thnif@americansvaress (=] tharf@ceSinee (=] mnnane
Hs| S & A 51340

—— @

| “%Am\yumgsm[af ,Inbos - Outiook Express .. ) FleMaker Pro
| @avsousere EPakShopPro-fig404 | ) Find Fles named cookie | |

Figure 4.6 A Windows folder of cookie files.
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gave you the “123” cookie may have a corresponding “123” record in a database. Every
time you do something on the site, your actions can be recorded in the database.

People are often against cookies, because they believe that cookies are an invasion of
privacy. In reality, a cookie can’t find out anything about you unless you give that
information to the Web site. The site knows that “123” is visiting, but not who “123"” is
or your address unless you provide that information. As we mentioned earlier, there
can be a back-end database that is tied to your cookie ID. Then, each time you click on
an advertisement or fill out a survey, enter a contest, or otherwise interact with a site,
the actions can be recorded in a database as those performed by “123.” But unless you
fill out a form with your address, the site can’t use a cookie to figure out who you are.
And, if you fill out a form, the site will know who you are even if it isn’t using cookies.
The cookie ID tag resides on your hard drive, so the next time you visit the site, that
information can be used again.

There are clear benefits for advertisers and publishers to using cookies. For example,
if a publisher checks an ID tag, and discovers that according to its database the user
visited the auto section of its Web site three times, the publisher can deliver an adver-
tisement to the user for a car manufacturer. To take that scenario a step further, if the
user then clicks on the ad and goes to Ford’s Web site, Ford can place its own cookie
(containing a unique ID) on the user’s drive. If Ford enables users to design their
dream car on its Web site, and a user chooses to do so, Ford can record that user’s

What Determines If a Cookie is Placed?

Cookies are supported by most browsers, from Netscape 1.1 to more current soft-
ware. The full specifications on using cookies are provided in a document from
Netscape titled “Persistent Client State HTTM Cookies”: it is available at
www.netscape.com/newsref/std/cookie_spec.html. Although the server can try to
set a cookie, there are situations in which the cookie cannot be placed on the
user’'s hard drive.

The latest browsing software can block cookies. The press has been reporting
that cookies invade a user’s privacy by clandestinely placing a file on the user’s
hard drive (we disagree, as we discuss in the text). To address the concerns of
users in this regard, both Netscape 3.0 and Internet Explorer 3.0 offer users the
option to block cookie files. These browsers also have a feature that alerts users
when a cookie is being attached.

Users can manually delete cookie files. As noted, cookies are text files that
usually reside on the hard drive in the same directory as the Internet software.
All you have to do is delete the text within the file, or delete the entire file, and
you remove the cookie.

Proxy servers may preclude cookie use. These computers, which serve as gate-
ways between the company’s internal network and the Internet, do not always
allow cookies to be placed on individual computers.
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dream car in a database record that corresponds to the user’s cookie. Then, the next
time the user visits, the server can recognize the user based on the ID tag in his or her
cookie and deliver an advertisement with the user’s dream car. The possibilities for
such targeting are obvious.

A publisher using cookies can record when a specific unique ID number saw an adver-
tisement, and use that information to ensure that the same ad is not delivered multiple
times to the same browser. This also gives advertisers an opportunity to deliver a series
of advertisements to a particular user. After a user sees the first ad in a series, it is
recorded in a database. The next time the server recognizes that user, it delivers ad
number 2, and so on.

And finally, cookies can also retain other information about users that might be useful.
For example, when a user registers at a Web site, the cookie can retain the user name
and password so that registration is required only once. When the user returns to that
site, the server will automatically check the cookie it gave to that user to determine his
or her name and password. A cookie can also remember the items a user placed in a
shopping cart. In this way, cookies help create a relationship between the content, the
advertiser, and the visitor, without forcing the visitor to repeatedly fill out forms. How-
ever, cookies are far from perfect.

When the Cookie Crumbles

Unfortunately, the cookie picture is not all rosy. There are a number of reasons why a
server cannot place cookies on a user’s hard drive. In fact, only about eight out of ten
Internet users can be cookied.

Moreover, cookies are mapped to the browser, not to the individual. The hard drive on
which cookies are placed may be used by several people, thus opening the door for pro-
file distortions. For example, at a college computer center where many students may be
accessing a particular Web site through the same computer, the first time a student
accesses the site from that computer, the computer will receive a cookie file. (In this case
we’'ll assume that the publisher placed a unique ID in the cookie file, to learn more
about the user.) Unfortunately, what the publisher thinks is one user is actually 100 dif-
ferent students using the same machine. The same problems (although to a lesser
extent) are also caused by family computers that are used by more than one person.

Auditing of Web Site Traffic

Like any other advertising medium, Web advertising needs impartial third-party
verification of numbers. Independent third-party audits will provide the foundation
for confidence in the Web as a legitimate advertising medium. Web measurement is
the timely tracking of all activity on a particular site. At this stage of the Web’s evo-
lution, there are a multitude of Web measurement solutions available, and most folks
are using them. However, auditing Web measurement reports is mostly being done
only by the large commercial sites with blue chip advertisers.

When advertisers are considering a site for ad placements, the advertisers want to
know about the site’s traffic. As an example, a site might say that it has 30 million page
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views each week. How does the advertiser know that this is a true number? How does
the advertiser know that the site is actually counting page views correctly? We have
seen that sites both purposely and accidentally miscount traffic numbers, which is why
audits are important. Audits are also important simply because advertisers are accus-
tomed to receiving them from other advertising vehicles. Currently, most advertisers
and their agencies aren’t demanding audits, but we think that audits will be expected
as the Internet advertising industry matures.

An audit usually tells an advertiser the total traffic of the site as well as the traffic the
advertiser’s ads receives (see Figure 4.7). An audit will also define the terms as the
publisher’s site uses them so that an advertiser can be certain what an impression
really is. If an advertiser uses third-party ad serving, which we mentioned earlier in
this chapter, the advertiser will have a third-party measurement of impressions and
clicks, but will not have an audit of total site traffic. Just because something is done by
a third-party does not mean it was audited. Also, auditors look for foul play, such as
programs that will click on all advertisements to increase click-through rates.

The following are the main audit services currently available for Web sites:

Audit Bureau of Verification Services, Inc. (ABVS) (www.abcinteractiveaudits.com)
was established on January 1, 1996. It is a wholly owned subsidiary of the Audit
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Figure 4.7 An Interactive Audit report by BPA for the AdAge.com Web site.
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