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Online Ads—What’s Best for Your CU?

consumers viewing your credit union’s

online ads to decide whether to inter-

act with your offer. So it’s critical the
message be compelling, be highly visual, and
have an intuitive response mechanism.

New online advertising formats and fea-
tures take advantage of growth in consumer
broadband connections and online publishers’
greater flexibility in terms of acceptable for-
mats. Your credit union now can choose
among a variety of rich media ads (ads that in-
corporate sound, video, and animation) in a
wider range of sizes and formats.

With traditional banner ads facing declin-
ing click-through rates (now estimated at from
0.3% to 0.5% by most industry analysts), ad-
vertisers have demanded that online publish-
ers expand the available options. In response,
the Interactive Advertising Bureau (IAB) has
introduced updated size formats. (See the
guidelines at http.//www.iab.net/iab_
banner_standards/bannersource.html.)

Advertisers, publishers, and advertising
agencies have been experimenting with alter-
native sizes, formats, and placements. Among
some of the newer formats being tested:

Confetti banners—explode into confetti
when you move a cursor over them;

Interactive messaging units—provide a
large interactive message typically surrounded
by editorial;

Interstitials—load in a separate window
and include rich media;

Mouse moving banners—follow your cur-
sor as you move down the page;

Out-of-banner (floating ) ads—overlay
the page content, typically with transparent
imagery;

Pop-unders (exit ads )—open another
window, hidden below the page being viewed,;

Pop-ups—open another window above
the page being viewed,

Rollover (expanding) banners—contain
an interactive dropdown menu that expands
as you move a cursor over the banner;

Scratch banners—include a scratch-off
area to “scrape off” by moving your mouse;

Ticker tape banners—provide a ticker
tape message at the top of the page; and

Turn on media—deliver a message when
you turn on your computer.

When developing your campaign and
evaluating the types of online ads to

I t takes just one to three seconds for

include, answer these questions:

1. What is your marketing strategy for
this product or service?

2. Are you trying to elicit an immediate
response, or is it for long-term branding pur-
poses?

3. What other media are you considering?

4. What type of budget do you have?

5. What online publications or Web sites
are available and appropriate for reaching
your target audience?

6. Should you include a “house ad” on
your own site and if so, in what format?

7. How will your audience respond to in-
trusive advertising?

8. Do you have a compelling creative
message that newer formats will enhance?

The larger and more intrusive the adver-
tising unit, the greater the impact it has, both
positive and negative, research shows. So bal-
ance intrusiveness against the net financial re-
turn and potential impact on your credit
union’s brand. Also think about running a mix
of sizes and formats to engage the viewer.

You and your agency also must carefully
determine your placement strategy. This in-
cludes looking at costs (cost per thousand im-
pressions or cost per action), frequency, page
location, and mix of Web sites to accomplish
your objectives.

Blend these factors in a strategic mix of
creative design, format, and placement, and
your credit union’s online advertising cam-
paign will pay off with the results you seek.
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