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Treatment of Benefit and Risk 
Information in Online Banner Ads
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Timely questions

2



©
20

09
 D

IG
IT

A
S 

H
E

AL
TH

CAPCPR11 | 13 | 09

Gathering evidence
Phase I — In-Lab Testing (n = 14)

>Tested variety of stimuli to determine preferences, recall, and insights for alternative 
methods of displaying benefit and risk information within banner ads

• Single-banner, comparative banner, and questionnaire testing
• Eye-tracking supplemented verbal and observed responses

Phase II — At-Large Testing (n = 45)

>Shorter subset of tests conducted with random individuals at various  public locations
• Single-banner, comparative banner, and questionnaire testing
• Tablet PC display, paper comparisons, and questionnaires

>Designed to test for congruity with in-lab results

Phase III — Online Survey Testing (n = 987)

>Tested full set of stimuli to determine preferences, recall, and insights for alternative 
methods of displaying benefit and risk information within banner ads

• Single-banner, comparative banner, and questionnaire testing
>Designed to provide limited quantitative validation of qualitative findings from first two 
phases
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Current models perform suboptimally
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Beginning state

Auto-pop ISI

Poorest recall of all treatments tested
0.78 / 4 points
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Optimized partitioning improves findings
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65/35

50/50

Better recall and preference
Recall: 1.94 / 4 points  | Preference: 185 picks 

Better recall…but poorer preference
Recall: 1.94 / 4 points  | Preference: 169 picks 
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Contextual balance + engagement device 
produces best recall and preference
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Benefit language

Contextual risk language

Prompt to click 
through for full ISI

Best recall and preference
Recall: 2.03 / 4 points  | Preference: 220 picks 
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Moving toward answers
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Maximizing engagement is crucial 
in a context of low overall 
engagement with banner ads

Maximizing engagement is crucial 
in a context of low overall 
engagement with banner ads

There are preliminary data to 
support differences in the ability of 
different formats to maximize recall
and elicit consumer preference

There are preliminary data to 
support differences in the ability of 
different formats to maximize recall
and elicit consumer preference

There are indications of promising 
approaches that merit further 
testing

There are indications of promising 
approaches that merit further 
testing
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