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TOPIC: IMPACT OF AD CLUTTER ON BRANDING METRICS

According to eMarketer (2016), more than half (54%) of ad buyers state that “ad clutter” (i.e.,
the number of ad slots on a webpage) is the biggest obstacle of digital advertising growth in
the US market. Since publishers’ (i.e., website owners and, thereby, content creators) revenue
is directly linked to the number of ad slots on their webpage, they have a clear incentive to
increase the number of ad slots on a page. However, if ads on a webpage start to take over
too much space, webpage visitors might get overwhelmed. Hence, visitors might start to
ignore ads leading to more banner blindness and a substantial decrease in banner ad
performance (e.g., brand awareness as well as attitudes towards the ad and brand). Moreover,
the amount of “ad clutter”, which is being tracked by brand safety and ad verification
programs, is recently put to use by advertisers when making decisions on where to run their
ads.

The aim of the thesis, thus, is to examine how ad clutter influences the effectiveness of online
advertising, specifically in terms of branding. To carry out the empirical study, the student will
conduct a survey among participants who will be asked to surf on websites with varying
numbers of ad slots. Participants will then respond to a questionnaire covering cognitive
(awareness), affective (attitudes), and behavioral measures (click and purchase intentions) of
advertising effectiveness. Therefore, basic knowledge of empirical research methods and
statistics is required. The findings from the thesis will have important implications for
advertisers having the aim of optimizing branding outcome measures as well as for evaluation
of cluttered websites.
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