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A B S T R A C T 

Rapid growth in online advertising revenues indicates that World Wide Web advertising is viable as 
an alternative to traditional media. In this new environment, academics and practitioners acknowledge 

the importance of establishing credibility and providing informative information in commercials. The 
current study analyzes the effectiveness of banner advertising and examines the impacts of (1) 

advertiser credibility and (2) informative advertisement on consumer attitudes toward advertisements 
and brands advertised on the online newspaper website detik.com. A survey of 104 respondents aged 

16-35 was conducted using self-administered structured questionnaires. Structural equation modeling 
was then used to test and refine a model representing correlated relationships among the variables. 

The findings implied that advertiser credibility and the substance of informative advertising influenced 
attitudes toward advertising, whereas attitudes toward brands were affected by all variables 

investigated. For business practitioners, this study suggested that to improve customer attitudes toward 
advertisements and brands advertised; advertisers should assess the credibility and information 

delivered in advertisements. 
  

© 2023 by the authors. Licensee Bussecon International, Istanbul, Turkey. This article is an open access 
article distributed under the terms and conditions of the Creative Commons Attribution 4.0 

International license (CC BY) (http://creativecommons.org/licenses/by/4.0/).    

 

 

Introduction 

Online newspapers have rapidly become one of the most important news sources for many people. As the number of readers grows, 

companies invest significant amounts of money in marketing their products and services on information webpages, primarily banner 

ads. Despite the claims from extensive research that this type of promotion is limited by many factors restricting its efficacy, banners 

are frequently used in almost all electronic newspapers (Porta et al., 2013). 

Since its inception in 1994, banner advertising has become one of the web’s most popular and influential advertising media (Chang-

Hoan et al., 2001). Since then, digital banner advertising has grown in popularity, from displaying ads in specified locations to 

targeting based on consumer data and, eventually, remarketing, in which ads are frequently shown based on consumer behavior and 

interests. Marketers continue to employ digital banner advertising as it is an efficient way of increasing brand awareness, generating 

leads, and retargeting audiences (Statista, 2023b). 

The growth of digital banner advertising is mainly due to improved Internet infrastructure and technology and lower prices for smart 

devices like smartphones, tablets, and computers. The Internet infrastructure has dramatically changed in recent years, becoming 

quicker and less expensive. Furthermore, as internet-enabled gadgets become more accessible and allow more people to acquire and 

utilize them daily, digital banner advertising is predicted to grow significantly (Statista, 2023c; Stokes, 2013). 
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Global banner advertising spending was expected to reach USD 64 billion in 2021. According to the source, it will expand at a 4.6 

percent yearly rate until 2028, when it is estimated to hit 87 billion. In Indonesia, the banner advertising industry is expected to reach 

USD 1.04 billion in 2027, representing an escalation over prior years. Given their explosive development and market volume, banner 

ads will remain one of the most successful sorts of Internet advertising and a profitable way of advertising for marketing practitioners 

(Statista, 2023a, 2023c). 

An online banner ad is a combination of visual and textual materials displayed on a website accessed by desktop PCs, a mobile-

enabled website, or an app. It normally redirects the users to an advertiser’s landing page when clicked. According to research, banner 

advertisements are essential for advertising products by delivering information and increasing customer purchase intentions. 

Furthermore, banner advertising raises brand awareness and positively influences brand attitudes (Saadeghvaziri et al., 2013; Yoo, 

2009). 

Even though banner ads have long been one of the most popular types of online marketing, their effectiveness is still being debated. 

On the one hand, it is suggested that banner ads have little impact since consumers deliberately avoid viewing advertisements 

(Nguyen et al., 2020). Banner advertisements may also increase users’ perceived burden, cause distraction, and impair primary task 

performance (Azzopardi et al., 2023; Burke et al., 2005; Foulds et al., 2021). Conversely, there is evidence that exposure to banner 

ads improves brand recognition, brand attitudes, and repeat purchases (Belanche et al., 2017; Drèze & Hussherr, 2003; Hussain et 

al., 2018). 

The rapid growth of banner advertisements is worth investigating to discover the factors that determine the performance of these 

media. Determining its critical elements is an important topic for scholars and practitioners. Prior research focused on factors such 

as visual attention (Muñoz-Leiva et al., 2021; Peker et al., 2021), eye tracking (Nguyen et al., 2020; Peker et al., 2021; Porta et al., 

2013),  and facial expression (Expósito-Ventura et al., 2021; Nguyen et al., 2020). Nevertheless, only a few have investigated in 

terms of advertiser credibility and information given. Therefore, this study was conducted to understand consumer attitudes toward 

advertisements and advertised brands on advertiser credibility and informational advertising. Our study comprised 104 participants 

aged 16 to 35 who were readers of the online newspaper detik.com. Consumer demographic variables, such as gender, age, education, 

and occupations reflecting consumer behavior, were collected through online questionnaires. This study’s results were intended to 

help marketers understand the factors influencing the effectiveness of banner ads.  

In this paper, the remaining sections are structured as follows. Section 2 comprehensively reviews the literature on all the constructs 

investigated in this study. Additionally, based on the literature review, this section develops hypotheses that will be tested in the 

subsequent sections. Section 3 outlines the methodology employed in this study. It describes the research design, data collection 

methods, and data analysis techniques to investigate the research questions or hypotheses. Section 4 presents the empirical findings 

obtained from the analysis of the collected data. This section may include tables, charts, or graphs to support the presentation and 

interpretation of the findings. Ultimately, in Section 5, the paper summarizes the key findings, provides insights into the study’s 

broader implications, and suggests avenues for future research.  

Literature Review   

Theoretical and Conceptual Background 

Internet advertising has grown in popularity in recent years, and advertisers increasingly utilize online advertising techniques to 

deliver information about their businesses and products. There are different types of online advertisement forms available on the 

Internet. The simple banner advertisement has been the most persistent format among them since its launch in 1994, and it is a widely 

used form of online advertising due to its effectiveness in influencing consumers in the advertised products and companies (Cho, 

2003; Peker et al., 2021; Shahbaznezhad et al., 2020; Voorveld et al., 2018). 

Banner advertisements are online advertising displays that appear on most websites. It has such distinct features in size, sound, 

message, exposure, animation, and so on. This indicates that even an identical advertising strategy might have different outcomes 

depending on the media platform (traditional vs. digital commercials) (Stokes, 2013; Wang et al., 2013). Banner advertisements 

typically have two key components: informational or persuasive texts and graphics. This type of advertisement provides a threefold 

advantage over other types of Internet advertising. First, it is simple and may be utilized on any complex website. Second, while it is 

the least intrusive Internet advertising medium, it may readily integrate rich media and video capabilities to elicit customer emotion. 

Third, because it is non-intrusive, it demands little attention. However, banner advertising has long been criticized for this last 

characteristic since most Internet surfers are goal-oriented (i.e., information-seeking), and relatively unobtrusive banner ads are 

readily disregarded, leaving viewers uninformed of the advertiser’s message (Chung, 2007; Lee et al., 2017). 

Empirical Review and Hypothesis Development 

This study employed advertiser credibility and informative advertising since they significantly influence customers’ attitudes and 

actions (Ling et al., 2010). This current study’s results are expected to provide a comprehensive understanding of the effect of these 

constructs on attitudes toward advertising and attitudes toward brands, which will be an indicator for marketers to consider when 

evaluating promotion media that will be used to promote their products and services. 
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Several recent studies analyzing advertiser or corporate credibility have been prompted mainly by the source credibility theory, 

claiming that credible sources are more likely to be convincing than non-credible sources (Kim & Choi, 2012). Source credibility is 

the extent to which the source is perceived as possessing expertise relevant to the communication topic and trustworthy to give an 

objective opinion on the subject (Goldsmith et al., 2000). Expertise and trustworthiness are indispensable for source credibility. 

Expertise refers to the perceived level of knowledge, experiences, and skills that a source is believed to possess, while trustworthiness 

refers to the perceived honesty, integrity, and believability of the source (Erdogan et al., 2001). Advertiser credibility has also played 

an essential role in the effectiveness order of advertisement to attitudes toward advertising, then attitudes toward brands, accordingly 

inducing favorable purchase intention (Choi & Rifon, 2002; Kim & Choi, 2012; Ling et al., 2010; Zha et al., 2015). Therefore, 

advertiser credibility has been identified as one of the critical factors determining advertising effectiveness. However, the effects of 

advertiser credibility on web advertising have yet to be investigated. Given the information scarcity in banner ads, well-known 

advertiser names may result in credible ad perceptions. Based on the previous explanation, this current study proposed the following 

hypotheses: 

H1: advertiser credibility has a significant impact on attitudes toward advertising 

H2: advertiser credibility has a significant impact on attitudes toward brands 

Advertising information also plays a vital role in the effectiveness of advertising. Given this assumption, marketers create advertising 

messages to give sufficient, helpful, and engaging information (Gordon & DeLima‐Turner, 1997). According to Khan (2013), 

informed advertising provides information on items, features, styles, values, pricing, and availability. A brand message can be 

communicated via digital advertising. However, a customer’s faith in a brand and their perception of the advertisement information 

will impact the delivery process of the marketing information (Bruce et al., 2017). When there are numerous substitute products, 

advertisement information is critical for a product (Hamilton, 2009; Hussain et al., 2018; Rosenkrans, 2010). A brand that employs 

informative advertising may have two options. First, informative advertisements can be utilized to reach out to clients and 

competitors. Second, the ad may attract the competitor’s customers. Through the informativeness of an advertisement, marketers can 

provide information to help customers choose a particular product or a service. Furthermore, the more informational an ad is, the 

more it demonstrates a brand’s potential to provide alternative products (Chen & Wells, 1999; Ducoffe & Curlo, 2000). Based on 

these explanations, the following hypotheses are proposed: 

H3: Informative advertising has a significant impact on attitudes toward advertising 

H4: Informative advertising has a significant impact on attitudes toward brands 

Attitudes toward ads and brands have long been examined as advertising outcome variables. The aforementioned roles of website 

credibility and website content/advertised product category relevance have been discussed in enhancing credibility perceptions of 

the ad and brand attitudes. However, they are also expected to influence attitudes toward ads through ad credibility. In addition, prior 

research has suggested and tested the interrelationships between ad attitudes and brand attitudes. Many studies have assessed the 

effects of attitudes toward ads on attitudes toward brands (MacKenzie & Lutz, 1989).  

An attitude is a person’s overall assessment of a concept (Peter & Olson, 2010). Meanwhile, Kotler et al. (2021) defined an attitude 

as an individual’s evaluation, emotional feeling attached, and action propensity toward specific objects or ideas. An attitude is an 

important observation for marketers, particularly in advertising, since it can convey each individual’s feelings about an object through 

a simple description. An attitude is also significant since marketers can identify behavioral tendencies and positive or negative 

feelings toward an object (Belch & Belch, 2017). 

Attitudes toward advertising constructs have been conceptualized in various methods; from a one-dimensional standpoint, attitudes 

toward advertising do not include cognitive and behavioral components; to the multidimensional viewpoint with cognitive, affective, 

and behavioral components (Yoo & Kim, 2005). A cognitive component is a bundle of knowledge, beliefs, or concepts based on 

object-related information. Meanwhile, the affective component is a collection of emotional aspects of attitudes associated with the 

item in detecting pleasant or unpleasant feelings. One of the predispositions acting on the item is involved in the behavior component. 

Attitudes toward advertising are one of several types of individual responses to an advertisement as a positive or negative stimulus, 

which occurs if a consumer sees an ad. According to previous research, attitudes toward advertising are the mediator of a response 

to an advertisement (Belch & Belch, 2017; MacKenzie & Lutz, 1989). 

An attitude toward a brand is a person’s assessment of a specific brand based on beliefs about the brand’s attributes (Mitchell & 

Olson, 1981). Phelps and Hoy (1996) defined brand attitudes as a person’s predisposition to respond to a particular brand, either 

positively or adversely, following an advertising stimulus. The brand’s attitude is significant since it may be used to predict consumer 

behaviors, such as purchase intention and brand preference (Ajzen, 2008). In other words, customers’ favorable attitudes toward a 

specific brand may impact the product or service they purchase (Biehal et al., 1992; Verstraten, 2015). Based on these explanations, 

the following hypothesis is proposed: 

H5: Attitudes toward advertising have a significant impact on attitudes toward brands 
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Figure 1: Conceptual Framework 

Research and Methodology 

This study employed a quantitative technique based on structural equation modeling (SEM) to examine the impact of advertiser 

credibility and informative advertising on the attitude of detik.com readers in Indonesia. The sample includes the readers of the online 

newspaper detik.com aged 16 to 35 years. The demographic selection was applicable since the data of the leading active Internet 

users are within this age range. Then, to collect the primary data, this study utilized a self-administered questionnaire containing a 

modified form of an advertisement’s exposure based on a literature review. The questionnaire was distributed to the respondents 

between May and June 2022. The questionnaire was divided into two sections; the first provides the respondents’ descriptions, and 

the second contains their responses. There were 16 questionnaire items in all. Three items from Goldsmith et al. (2000) were used to 

assess advertiser believability. Three questions adopted from Gordon and DeLima‐Turner (1997) were used to test the informative 

advertising variable. Three items were used to determine the attitudes toward advertising variable by Sunyoto (2012). Finally, the 

brand attitudes variable was examined using four items developed by Kotler et al. (2021). A five-point Likert scale was also utilized 

in this study analysis. 

Findings and Discussions 

The sample comprised 104 respondents, with slightly more than half (56%) males and 48% females. The participants range in age 

from 16 to 35 years. Table 1 shows that the majority of them, who were university students and employees, had a Senior High School 

education background. 

Table 1: Respondents’ Description 

  Frequency % 

Gender Male 56 53.8 

Female 48 46.2 

Age (year) 16-20  30 28.8 

21-25  24 23.1 

26-30  27 26.0 

31-35  17 16.3 

>35 6 5.8 

Education High school 64 61.5 

D1 (Diploma) 18 17.3 

D3 (Diploma) 13 12.5 

Undergraduate 9 8.7 

Occupation University student 40 38.5 

Employee 37 35.6 

Entrepreneur 13 12.5 

Others 14 13.5 

 

Validity and Reliability Test 

All indicators in this study were proven valid since the cross-loading score was more significant than 0.7 and greater than 0.5 as the 

square root of average variance extracted (AVE). Similarly, the reliability of variable indicators was proven reliable as Cronbach’s 

alpha and composite reliability scores exceeded 0.7 (Hair et al., 2010).  

Model Structure Testing (Inner Model) 

The R square value for attitudes toward advertising was 0.233278. It suggested that the variables of advertising credibility and 

informative advertising could only explain 23.33% of the attitudes toward advertising construct. Meanwhile, the remaining 76.67% 
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was explained by other variables excluded from this study. The R square score for attitude toward brand was 0.522264, suggesting 

that the attitudes toward brand construct could only be explained by 52.23%, utilizing the variables of advertiser credibility and 

informative advertising via attitudes toward advertising. The remainder of 47.77% was explained by variables excluded from this 

analysis. 

 

Figure 2: Cross-Loading Indicators 

Table 2: The Analysis Results 

 AVE Cronbach’s Alpha Composite Reliability R square 

advertiser credibility 0.655565 0.743300 0.849836  

informative ads 0.891523 0.939517 0.961018  

att.  ads 0.716724 0.806270 0.883554 0.23327 

att. brand 0.712981 0.865392 0.908479 0.52226 

 

Hypotheses Testing 

The correlations among constructs were tested by examining path coefficients, then comparing the t-value and t-table. The variable 

is considered significant if the t-value exceeds 1.96 (Tambun, 2014). 

Table 3: The Hypotheses Testing Results 

Hypothesis Original Sample (O) T Statistics (│STERR│) 

H1 0.297505 4.528431 

H2 0.320235 7.756611 

H3 0.302362 5.437050 

H4 0.137373 3.322441 

H5 0.459786 8.753942 

 

The first hypothesis was that advertiser credibility had a significant effect on advertising attitudes. According to this study, the t-

value score of the credibility advertiser variable on attitudes toward advertising was 4.528. It suggested that the marketer credibility 

variable significantly affected the attitude toward advertising. Similar to this finding, Ling et al. (2010) claimed that advertiser 

credibility has a positive link with attitudes toward advertising. 
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The second hypothesis was that advertising credibility had a substantial impact on brand attitudes. According to this study’s findings, 

the t-value score of the advertiser credibility variable on attitudes toward brands was 7.757. This suggested that the advertiser 

credibility variable considerably impacted brand attitudes. This viewpoint is shared by Kim and Choi (2012), who stated that 

advertising credibility has been identified as an essential indicator of perceived product or brand quality. 

The third hypothesis was that informative advertising had a major impact on advertising attitudes. According to this study’s results, 

the t-value score of the informative advertising variable on attitude toward advertising was 5.437. This suggested that the informative 

advertising variable had a significant effect on advertising attitudes. Similarly, Ling et al. (2010) demonstrated that informative 

advertising positively correlates with attitudes toward advertising. 

The fourth hypothesis was that informative advertising significantly impacted attitudes toward brands. The study showed that the t-

value score of informative advertising on brand attitudes was 3.322. It is worth noting that the informative advertising variable 

substantially impacted brand attitude. In the same vein, Kotler et al. (2021) noted that informative advertising aims to raise brand 

recognition and information about new items or new characteristics of existing products. 

The fifth hypothesis stated that one’s attitude about advertising had a substantial impact on their attitude toward a specific brand. 

According to this study’s findings, the t-value score of attitudes toward advertising on attitudes toward brand was 8.754. It indicated 

that the attitudes toward advertising variable considerably impacted the attitudes toward brands variable. These findings were 

consistent with Sallam and Algammash (2016), who suggested that attitudes toward advertising promote positive attitudes toward 

brands. 

Conclusions 

The most noticeable findings from this study are that factors influencing consumer attitudes toward advertising are advertiser 

credibility and the informative message delivered. Thereby, the more credible the advertiser, the more favorable the sentiments 

toward the advertising. Similarly, if the information provided in advertising is informative, positive values can be assigned to an 

individual’s attitudes toward advertising. However, those two variables only account for 23.3% of the variance, implying that other 

variables might be involved in identifying an individual’s attitudes toward advertising.   

This study concludes that advertiser credibility, informative message in advertising, and attitudes toward advertising are critical 

determinants of brand attitudes. As a result, the more credible the advertiser, the higher the attitudes toward the brand advertised. 

Similarly, the more informative the advertising message, the better the brand awareness. Furthermore, the greater the customer’s trust 

in an advertisement, the greater the value of particular attitudes toward a specific brand. Therefore, it is expected to become a 

reference for marketers in promoting their products through banner advertising, allowing it to reach the right audiences. 

For further studies, assessing variables other than advertiser credibility and informative advertising in elucidating consumers’ 

attitudes toward online banner advertising and brands will be fascinating.  

Future research is expected to increase the sample size and include other variables such as banner ads positions or intrusiveness to 

reduce consumer skepticism and drive them to engage more with the brands advertised. The sample size can be expanded to improve 

data processing outcomes. Furthermore, the disparities in the number of female and male respondents in this study can be used in 

future research to use gender as a control variable to examine how they evaluate the factors employed. 

Acknowledgment 

All authors have read and agreed to the published version of the manuscript. 

Author Contributions: Conceptualization, S.S. and B.F.P.; methodology, S.S; validation, B.F.P.; formal analysis, S.S; investigation, B.F.P.; 

resources, S.S. and B.F.P.; writing—original draft preparation, S.S and B.F.P.; writing—review and editing, S.S. 

Funding: This research received no external funding  

Informed Consent Statement: Informed consent was obtained from all subjects involved in the study. 

Data Availability Statement: The data presented in this study are available on request from the corresponding author. The data are not publicly 

available due to restrictions. 

Conflicts of Interest: The authors declare no conflict of interest. 

 

References 

Ajzen, I. (2008). Consumer attitudes and behavior. In C. P. Haugtvedt, P. Herr, & F. Kardes (Eds.), Handbook of Consumer 

Psychology (pp. 525–548). Lawrance Erlbaum Associates. 

Azzopardi, L., Maxwell, D., Halvey, M., & Hauff, C. (2023). Driven to Distraction: Examining the Influence of Distractors on 

Search Behaviours, Performance and Experience. Proceedings of the 2023 Conference on Human Information Interaction 

and Retrieval. https://doi.org/10.1145/3576840.3578298 

Belanche, D., Flavián, C., & Pérez-Rueda, A. (2017). Understanding interactive online advertising: Congruence and product 

involvement in highly and lowly arousing, skippable video ads. Journal of Interactive Marketing, 37, 75-88. 

https://doi.org/10.1016/j.intmar.2016.06.004 



Soebandhi & Putra, International Journal of Business Ecosystem & Strategy, 5(2), (2023) 94-101 
 

 100 

Belch, G. E., & Belch, M. A. (2017). Advertising and promotion: An integrated marketing communications perspective (11th ed.). 

McGraw-Hill Education. 

Biehal, G., Stephens, D., & Curlo, E. (1992). Attitude toward the ad and brand choice. Journal of Advertising, 21(3), 19-36. 

https://doi.org/10.1080/00913367.1992.10673373 

Bruce, N. I., Murthi, B. P. S., & Rao, R. C. (2017). A dynamic model for digital advertising: The effects of creative format, 

message content, and targeting on engagement. Journal of Marketing Research, 54(2), 202-218. 

https://doi.org/10.1509/jmr.14.0 

Burke, M., Hornof, A., Nilsen, E., & Gorman, N. (2005). High-cost banner blindness: Ads increase perceived workload, hinder 

visual search, and are forgotten. ACM Transactions on Computer-Human Interaction (TOCHI), 12(4), 423-445. 

https://doi.org/10.1145/1121112.1121116 

Chang-Hoan, C., Jung-Gyo, L., & Marye, T. (2001). Different forced-exposure levels to banner advertisements. Journal of 

Advertising Research, 41(4), 45-56. https://doi.org/10.2501/JAR-41-4-45-56 

Chen, Q., & Wells, W. D. (1999). Attitude toward the site. Journal of Advertising Research, 39(5), 27-37. 

https://link.gale.com/apps/doc/A111508662/AONE?u=googlescholar&sid=bookmark-AONE&xid=21194770 

Cho, C.-H. (2003). The effectiveness of banner advertisements: Involvement and click-through. Journalism & Mass 

Communication Quarterly, 80(3), 623-645. https://doi.org/10.1177/107769900308000309 

Choi, S. M., & Rifon, N. J. (2002). Antecedents and consequences of web advertising credibility. Journal of Interactive 

Advertising, 3(1), 12-24. https://doi.org/10.1080/15252019.2002.10722064 

Chung, Y. (2007). Processing web ads: The effects of animation and arousing content. Youngstown, NY: Cambria Press. 

Drèze, X., & Hussherr, F.-X. (2003). Internet advertising: Is anybody watching? Journal of Interactive Marketing, 17(4), 8-23. 

https://doi.org/10.1002/dir.10063 

Ducoffe, R. H., & Curlo, E. (2000). Advertising value and advertising processing. Journal of Marketing Communications, 6(4), 

247-262. https://doi.org/10.1080/135272600750036364 

Erdogan, B. Z., Baker, M., & Tagg, S. (2001). Selecting celebrity endorsers: The practitioner's perspective. Journal of Advertising 

Research, 41(3), 39-48. https://doi.org/10.2501/JAR-41-3-39-48 

Expósito-Ventura, M., Ruiperez-Valiente, J. A., Parra-Arnau, J., & Forné, J. (2021). A survey of the role of viewability within the 

online advertising ecosystem. IEEE Access, 9, 72677-72686. https://doi.org/10.1109/ACCESS.2021.3115979 

Foulds, O., Azzopardi, L., & Halvey, M. (2021). Investigating the influence of ads on user search performance, behaviour, and 

experience during information seeking. Proceedings of the 2021 Conference on Human Information Interaction and 

Retrieval. 

Goldsmith, R. E., Lafferty, B. A., & Newell, S. J. (2000). The impact of corporate credibility and celebrity credibility on consumer 

reaction to advertisements and brands. Journal of Advertising, 29(3), 43-54. 

https://doi.org/10.1080/00913367.2000.10673616 

Gordon, M. E., & DeLima‐Turner, K. (1997). Consumer attitudes towards internet advertising: A social contract perspective. 

International Marketing Review, 14(5), 362-375. https://doi.org/10.1108/02651339710184316 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis (7th ed.). New Jersey: Prentice Hall. 

Hamilton, S. F. (2009). Informative advertising in differentiated oligopoly markets. International Journal of Industrial 

Organization, 27(1), 60-69. https://doi.org/10.1016/j.ijindorg.2008.04.002 

Hussain, R., Ferdous, A. S., & Mort, G. S. (2018). Impact of web banner advertising frequency on attitude. Asia Pacific Journal of 

Marketing and Logistics, 30(2), 380-399. https://doi.org/10.1108/APJML-04-2017-0063 

Khan, M. A. (2013). Consumer behaviour and advertising management. New Delhi: New Age International (P) Limited. 

Khan, M. A. (2013). Consumer Behaviour and Advertising Management. New Delhi: New Age International (P) Limited. 

Kim, S., & Choi, S. M. (2012). An examination of effects of credibility and congruency on consumer responses to banner 

advertisements. Journal of Internet Commerce, 11(2), 139-160. https://doi.org/10.1080/15332861.2012.689565 

Kotler, P., Keller, K., & Chernev, A. (2021). Marketing Management, Global Edition (16th ed.). Essex: Pearson. 

Lee, W.-Y., Hur, Y., Kim, D. Y., & Brigham, C. (2017). The effect of endorsement and congruence on banner ads on sports 

websites. International Journal of Sports Marketing and Sponsorship, 18(3), 263-280. https://doi.org/10.1108/IJSMS-08-

2017-096 

Ling, K. C., Piew, T. H., & Chai, L. T. (2010). The determinants of consumers' attitude towards advertising. Canadian Social 

Science, 6(4), 114-126. 

MacKenzie, S. B., & Lutz, R. J. (1989). An empirical examination of the structural antecedents of attitude toward the ad in an 

advertising pretesting context. Journal of Marketing, 53(2), 48-65. https://doi.org/10.2307/1251413 

Mitchell, A. A., & Olson, J. C. (1981). Are product attribute beliefs the only mediator of advertising effects on brand attitude? 

Journal of Marketing Research, 18(3), 318-332. https://doi.org/10.1177/0022243781018003 

Muñoz-Leiva, F., Faísca, L. M., Ramos, C. M. Q., Correia, M. B., Sousa, C. M. R., & Bouhachi, M. (2021). The influence of 

banner position and user experience on recall. The mediating role of visual attention. Spanish Journal of Marketing - ESIC, 

25(1), 85-114. https://doi.org/10.1108/SJME-04-2020-0050 

Nguyen, T.-A., Coursaris, C. K., Léger, P.-M., Sénécal, S., & Fredette, M. (2020). Effectiveness of banner ads: An eye tracking 

and facial expression analysis. HCI in Business, Government and Organizations. 



Soebandhi & Putra, International Journal of Business Ecosystem & Strategy, 5(2), (2023) 94-101 
 

 101 

Peker, S., Menekse Dalveren, G. G., & İnal, Y. (2021). The effects of the content elements of online banner ads on visual attention: 

Evidence from an eye-tracking study. Future Internet, 13(1). https://doi.org/10.3390/fi13010018 

Peter, J. P., & Olson, J. C. (2010). Consumer Behavior & Marketing Strategy. McGraw-Hill. 

Phelps, J. E., & Hoy, M. G. (1996). The Aad-Ab-Pi relationship in children: The impact of brand familiarity and measurement 

timing. Psychology & Marketing, 13(1), 77-105. https://doi.org/10.1002/(SICI)1520-6793(199601)13:1<77::AID-

MAR5>3.0.CO;2-M 

Porta, M., Ravarelli, A., & Spaghi, F. (2013). Online newspapers and ad banners: An eye tracking study on the effects of congruity. 

Online Information Review, 37(3), 405-423. https://doi.org/10.1108/OIR-01-2012-0001 

Rosenkrans, G. (2010). Maximizing user interactivity through banner ad design. Journal of Promotion Management, 16(3), 265-

287. https://doi.org/10.1080/10496490903582586 

Saadeghvaziri, F., Dehdashti, Z., & Reza Kheyrkhah Askarabad, M. (2013). Web advertising: Assessing beliefs, attitudes, purchase 

intention and behavioral responses. Journal of Economic and Administrative Sciences, 29(2), 99-112. 

https://doi.org/10.1108/JEAS-09-2013-0029 

Sallam, M. A., & Algammash, F. A. (2016). The effect of attitude toward advertisement on attitude toward brand and purchase 

intention. International Journal of Economics, Commerce and Management, 14(2), 509-520. 

Shahbaznezhad, H., Dolan, R., & Rashidirad, M. (2020). The role of social media content format and platform in users' 

engagement behavior. Journal of Interactive Marketing, 53(2021), 47-65. https://doi.org/10.1016/j.intmar.2020.05.001 

Statista. (2023a). Advertising - Indonesia. Retrieved April 15, 2023, from 

https://www.statista.com/outlook/amo/advertising/indonesia 

Statista. (2023b). Digital Banner Advertising - Indonesia. Retrieved April 14, 2023, from 

https://www.statista.com/outlook/amo/advertising/digital-banner-advertising/indonesia 

Statista. (2023c). Digital Banner Advertising Spending Worldwide from 2021 to 2028. Retrieved April 14, 2023, from 

https://www.statista.com/statistics/495111/digital-display-ad-spend-worldwide/ 

Stokes, R. (2013). eMarketing: The essential guide to marketing in a digital world (5th ed.). Quirk eMarketing. 

Sunyoto. (2012). Konsep Dasar Riset Pemasaran Dan Perilaku Konsumen (1st ed.). Yogyakarta: CAPS. 

Tambun, S. (2014). Workshop Metode Penelitian Kuantitatif: Metode "Structural Equation Modeling Dan Interpretasi Hasil 

Penelitian Dengan Menggunakan Program Smart Pls (Partial Least Square)" [Handout]. 

Verstraten, R. M. (2015). The Effect of Advertising Credibility: Could It Change Consumers Attitude and Purchase Intentions? 

(Master's thesis). Erasmus University Rotterdam, Rotterdam. Retrieved from https://www.semanticscholar.org/paper/The-

effect-of-advertising-credibility%3A-could-it-and-Verstraten/d8c1655074aa0c9c185bd4b3aa92ce7c5407487f 

Voorveld, H. A. M., van Noort, G., Muntinga, D. G., & Bronner, F. (2018). Engagement with Social Media and Social Media 

Advertising: The Differentiating Role of Platform Type. Journal of Advertising, 47(1), 38-54. 

https://doi.org/10.1080/00913367.2017.1405754 

Wang, K.-Y., Shih, E., & Peracchio, L. A. (2013). How Banner Ads Can Be Effective. International Journal of Advertising, 32(1), 

121-141. https://doi.org/10.2501/IJA-32-1-121-141 

Yoo, C. Y. (2009). Effects Beyond Click-Through: Incidental Exposure to Web Advertising. Journal of Marketing 

Communications, 15(4), 227-246. https://doi.org/10.1080/13527260802176419 

Yoo, C., & Kim, K. (2005). Processing of Animation in Online Banner Advertising: The Roles of Cognitive and Emotional 

Responses. Journal of Interactive Advertising, 19(4), 18-34. https://doi.org/10.1002/dir.20047 

Zha, X., Li, J., & Yan, Y. (2015). Advertising Value and Credibility Transfer: Attitude Towards Web Advertising and Online 

Information Acquisition. Behaviour & Information Technology, 34(5), 520-532. 

https://doi.org/10.1080/0144929X.2014.978380 

 

Publisher’s Note: Bussecon International stays neutral with regard to jurisdictional claims in published maps and institutional 

affiliations.  

 
International Journal of Business Ecosystem and Strategy by Bussecon International Academy is licensed under a Creative Commons Attribution 

4.0 International License. 

http://bussecon.com/ojs/index.php/ijbes/index
http://bussecon.com/ojs
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/

