
 

 
 
 

 
 
 
 
 
 
 

Copyright 
 

By 
 

Zhenghua Ye 
 

2007



 

 
 
 
 

The Dissertation Committee for Zhenghua Ye  
certifies that this is the approved version of the following dissertation: 

 
 
 
 
 
 
 

An Exploratory Study of Search Advertising in China  
 
 
 
 
 
 
 
 
 
 
 
Committee: 
 
 
__________________________________ 
Isabella C. Cunningham, Supervisor 
 
__________________________________ 
John D. Leckenby 
 
__________________________________ 
Gary B. Wilcox 
 
__________________________________ 
Minette E. Drumwright 
 
__________________________________ 
Andrew B. Whinston 
 
 

      
 



 

 
 
 
 
 

An Exploratory Study of Search Advertising in China 
 
 
 
 
 

by 
 

Zhenghua Ye, B.A.; M.A.; MBA 
 
 

 
 
 

Dissertation 

Presented to the Faculty of the Graduate School of  

the University of Texas at Austin 

in Partial Fulfillment  

of the Requirements  

for the Degree of  

 

    Doctor of Philosophy  

 

 

The University of Texas at Austin 

May 2007 

 
 



 

 
 
 
 
 
 
 
 
 

Dedication  
 
 

To my father, my husband and my beautiful daughter 



 

v 

 
 
 
 

Acknowledgements 
 
 

I want to thank my committee for their great support and advice given to me 

during my study in the PhD program at the University of Texas at Austin.  

 

I wish to express my deepest gratitude and most sincere thanks to my supervisor, 

Dr. Cunningham, who has been so patient, supportive and helpful to me. Dr. Cunningham 

is not only my academic advisor, but also the North Star and the excellent role model for 

me through my graduate school life. Her influence will nourish my scholarly endeavor 

for life. I am thankful to Dr. Wilcox who never hesitates to offer extraordinary support 

and advice for my graduate studies. I deeply appreciate the support and time given by Dr. 

Leckenby, who has shown me what a great scholar and teacher should be. I am so 

fortunate to know Dr. Drumwright and have her on my committee. She has always 

encouraged me to excel and supported me. I am indebted to Dr. Whinston, who supports 

me, inspires me and provides me with most valuable advice in the field of e-commerce 

and search engine research. I would like to express my deep respect to all of them and I 

am grateful for the support, time and energy that they put into my dissertation.  



 

vi 

An Exploratory Study of Search Advertising in China 
 
 

Publication No. ____________ 
 
 
 
 

Zhenghua Ye, Ph.D. 
 

The University of Texas at Austin, 2007 
 
 
 

Supervisor: Isabella C. Cunningham 
 

 
This paper examines the effects of serial position, price promotion, user 

experience and brand familiarity on search advertising in China.    

 

Past research on traditional media has hypothesized that TV ads in prime time and 

print ads in cover pages received more audience‟s attention than other ads placed in non-

prime time spots on TV or other ads placed in inside pages in print media. Recent study 

finds the “banner blindness” phenomenon in interactive advertising due to user 

expertness. Past research also indicates that price promotion and brand familiarity have 

positive effects on consumer behavior. Will these theories also apply to the new media 

search engine? This study investigates whether higher ranked ads will result in higher 

click-through rates, whether “banner blindness” phenomenon also exists in search 

advertising and whether price promotion and brand familiarity lead to higher level of user 

attention and thus higher click-through rate.  
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First, this paper analyzes advertisements in varied positions within the same 

context to better understand the effect of advertisement position ranking on consumer 

behavior, its role in advertising effectiveness, and the implications for interactive 

advertising and marketing communication. Second, it compares advertisement with price 

promotion message in ad copy with advertisement without price promotion message at 

the same ranking position within the same context. Finally, this study explores the 

relationship between user experience, brand familiarity and click-through rate.  

 

Major findings of this study include the following: first, primacy effect, price 

promotion and brand familiarity can lead to higher level of user attention to search 

advertisements and thus result in higher click-through rates. Second, user experience has 

a negative effect on search advertising effectiveness. The more experienced the users are, 

the less likely they click on search advertisements. Lastly, recency effect is not obtained 

in search advertising in this study.  

 

This study helps us better understand the effects of ad serial position, price 

promotion, user experience & brand familiarity on search advertising. It adds to our 

knowledge in search advertising and provides theoretical & practical implications for 

future research.  
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CHAPTER I: INTRODUCTION 
 

1.1. Internet & Search Advertising 
 

Since the invention of the Internet in 1994, Internet has reshaped just about every 

important area of modern day life. The Internet revolution does not only fundamentally 

change the way people work, educate, entertain, search and collect information. More 

importantly, it presents vast opportunities for the advertising industry. In fact, the Internet 

has quickly become a very significant advertising medium and it has now reached the 

point at which many companies are considering it as being a viable alternative to 

traditional media (Dreze and Zufryden, 1998). 

 

There are many different formats of Internet advertising including email, banner 

advertisements and search. Among all these formats, search advertising is becoming a 

more and more critical medium due to the rapid growth in search activities from 

consumers. While traditional advertising relies on media such as print, radio and 

television to advertise products and services, search engine advertising utilizes search 

engines as marketing tools. Getting to top search placements and increasing visibility 

through paid sponsored links open up a wealth of opportunities to attract potential 

customers to marketers‟ company websites and product and services information. 

Compared to traditional advertising or banner ad advertising, search advertising is more 

targeted. It allows the marketers to connect directly with the audience who search for 

their product and services. While traditional advertising is hard to be measured the return 

on investment, search engine advertising is easy to track ad results. In addition, it is 
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flexible and can be optimized anytime needed. More importantly, it can accommodate 

any kind of budget. Given such, search advertising is succeeding because consumers are 

finding relevant listings much faster on paid search engines, while advertisers are only 

paying for qualified lead traffic on a per-click basis, making paid search engine listings at 

win-win situation.  

 

The core temperature of the search engine sector is continuously growing warmer 

as interest in search advertising increases. Until recently, the largest advertisers appeared 

to define search advertising as the PPC (pay-per-click) offerings of Google's Adwords 

and Yahoo‟s Overture. Pay-per-click programs give advertisers and marketers solid 

numbers to evaluate ad spending, ad effectiveness and return on investment. Search 

advertising on search result pages is also called paid listings, which generates the main 

revenue for search engine such as Google. In this study, search advertising refers to these 

paid listings. And these paid listings are usually listed under “sponsored links” on search 

engines result pages.  

1.2. Internet & Search Advertising in China 
 
 

China has the second largest number of netizens in the world after the United 

States. China Internet Network Information Center reported that China's Internet users 

increased 23% in 2006 to 137 million people, covering 10.5% of the country's population, 

and the number will likely grow more quickly in future. By year 2010, the China online 

marketing market is expected to reach USD3.3 billion. The report also showed that in 

China, using search engine is the third most popular online activity among Internet users. 
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iResearch, a professional market research company focusing on Internet media in China, 

stated that by the end of 2005, the average daily search queries in China reached 406.5 

million, 115.8% higher than the same time period one year ago or 17 times of that in 

2002. It is estimated that by year 2010, search queries in China will reach 2.4 billion. 

With such tremendous growth, search engines are becoming more and more important for 

marketers and advertising for gaining the competitive edge. In the meanwhile, it is also 

becoming a more and more important research subject for researchers.  

 

The top search engines in China are Baidu, Google and Yahoo/3721. Three of 

them take up close to 90% of the search market share in China in 2005. Baidu is the 

leading search engine with the largest number of users in China. With no doubt, Google 

is the world‟s number one search engine and is being used around the world by millions 

of people. Yet it entered the China market only recently in early 2006. Partly because of 

its short history in China and partly because it is still working hard to localize its products 

to meet the local market‟s needs, Google is ranked 2nd after Baidu in terms of search 

engine traffic market share in China. Google generates revenue primarily through two 

programs: highly targeted advertising program which is called AdWords and online 

search services.  

 

Because Baidu sells paid placement ads in the organic search result section and 

mixed these ads with organic search results, it is difficult to use Baidu for objective 

analysis on ads in the sponsored links section. Unlike Baidu, Google does not mix 

organic search results with paid advertisements. Paid advertisements are all located in the 



 

4 

sponsored links section. This makes the analysis on ad more structured and objective. 

Therefore, although Baidu is the leading search engine in terms of user reach in China, it 

is not used for this analysis. Instead, the second largest search engine operator, Google, is 

chosen for the study.  

 

1.3. Purpose of the Study 
 
 

TV stations charge higher rates for premium time advertisement slots because 

there are more viewers during premium time. Newspapers charge higher rates for 

advertisement on the front page because the headline news always attracts more readers. 

So the question is, being a new medium, is search advertising the same as traditional 

media in that a more premium position means a more positive advertising effect? Will a 

higher ranked ad placement position lead to a higher click-through rate therefore have a 

higher potential to bring in more revenue and higher return on investment for the 

advertiser? Should marketers and advertisers pay more for a higher ranked advertisement 

position in search advertising? 

From the moment search engines began organizing content on the Internet, 

advertisers and marketers have wanted their site to be at the top of the listing. However, 

till now little research on the effect of advertising due to ad position ranking in search 

engine advertising has been done in either the United States or China. Search engine 

advertising is more about analysis than creativity, especially when it comes to buying 

keywords and ad placement position ranking. The first and the most important purpose of 
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this study is to explore the effect of advertising due to varied ad placement position 

ranking on a main search engines, Google, in China.  

Consumers are known to be deal-oriented and marketers have used price 

promotions as main tactics in their marketing activities. Yet extremely limited research 

has done on the effect of price promotion message on search advertising. The second 

purpose of this study is to investigate the relationship between search ad effectiveness 

and price promotion in ad copy.  

In banner advertising, researchers found the banner blindness phenomenon, 

meaning experienced users tend to ignore banner ads. Does “search ad blindness” exist? 

The third purpose of this study, therefore, is to study whether there is a negative 

relationship between user experience and search advertising effectiveness.  

The last purpose of this purpose is to study the effect of brand familiarity on 

search advertising. Past research indicated that higher level of brand familiarity leads to 

higher probability of a brand selection. This study aims to explore whether there is such 

positive correlation between brand familiarity and search advertising.  

The findings of this study will provide benefits to both practitioners and academic 

researchers. For the practitioners, including marketers and advertisers, this research will 

serve as a practical guide for companies trying to yield a high return on investment from 

their search engine advertising campaigns. For the academic researchers, this research 

will build the initial research on the effect of several important variables on search 

advertising, which will possibly provide a foundation for future research in this area.  
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1.4. Organization of the Study 
 

This dissertation is organized into the following chapters. Chapter I presents 

background information, states the purpose of this research and establishes the 

importance of analyzing the effect of ad ranking position, price promotion messaging, 

user experience and brand familiarity on search advertising.  

 

Chapter II reviews the relevant literature and research related to advertising 

processing and effectiveness in the areas of ad ranking position, price promotion 

messaging, user experience and brand familiarity. It then proposes the hypotheses.  

 

Chapter III discusses the research methods used to address and test the research 

questions. In the meanwhile, it also provides the rationale behind the selection of the 

research methods. In this chapter, the research design and procedures are also explained.  

 

Chapter IV analyzes data and interprets the research results. Statistical processing 

software is utilized to examine the data. Tables and result details are included to 

summarize the findings.  

 

Chapter V includes the research conclusion detailed by each research questions 

and the implications of research.  

 

Chapter VI presents the limitations of the study and the implications for future 

research.  
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These six chapters combined together to represent a piece of work that builds 

upon the current literature and contributes to the research progress in the area of search 

advertising in China.  
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CHAPTER II: LITERATURE REVIEW 
 

2.1. Search Marketing and Search Advertising 
 

Search marketing is sometimes also called paid search marketing or search engine 

marketing. Little research has been done on distinguishing search advertising from search 

marketing. In fact, many times search marketing is referred to search advertising and vice 

versa. Webopedia defines search engine marketing as that “search engine marketing is 

often used to describe acts associated with researching, submitting and positioning a web 

site within search engines to achieve maximum exposure of your web site. Search engine 

marketing includes things such as search engine optimization, paid listings and other 

search engine related services and functions that will increase exposure and traffic to 

your web site” (Webopedia, 2007). Google, the world‟s largest search engine, defines 

search marketing as that “You purchase keywords that relate to your product or service. 

Internet users type in your keywords and see your ad on the same page as their search 

results. Most search advertising programs enable you to buy a prominent position at the 

top of the page. Others offer space alongside the search results, below the editorial 

portion of the page. These paid placement options are distinguished from paid inclusions 

(Google, 2007).”  

 

In this research, search marketing includes both advertising and optimization 

efforts to achieve visibility of a web site by using relevant keywords. Marketers may use 

various marketing formats including paid placement and paid inclusion on both content 
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network and search engines‟ own properties. It may employ various ad formats including 

video, wireless, image and text. Search advertising, in this study, refers to paid 

placements or paid listings on search engines only. And this research‟s focus is text-based 

paid listings search advertising.   

 

In search advertising, the search query determines which ads are shown. Typically 

advertisers pay a fee every time someone clicks on their ad (Pay-per-click), as opposed to 

traditional advertising where they pay for the number of impressions. In fact, many times 

search advertising is referred to pay-per-click advertising, one of the most popular 

advertising models in which payment is based solely on qualifying click-throughs. In this 

model, the marketers do not need to worry about the converting offers by the search 

engines and they can easily track the advertising campaign results.  

 

In China, search advertising is classified into three different categories: paid 

placement, pay-per-click and address bar search. First, paid placements are guaranteed 

and predetermined locations included in the search results. Marketers pay fixed fees in 

order to secure this type of ad positions. Second, pay-per-click is the dominant form of 

search advertising in China. Marketers bid on specific keywords. Through an auction 

process, bidders with the highest bids usually get the highest placements for their 

advertisements. Lastly, address bar search allows users to bypass a search portal and 

enter search keywords directly from the address bar of the Internet browser. Address bar 

search is unique to the China market. Because western characters in URL sometimes are 

difficult for Chinese users who are not proficient in English to remember, address bar 
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search become popular because of its ability to accommodate search keywords entered in 

Chinese characters. Marketers usually pay the search operator fees to be included as part 

of the address search results for specific keywords. In this study, the research focus is on 

pay-per-click ads in the sponsored links section alongside search results.  

 

Search engines nowadays offer various forms of ad formats including video ads, 

image ads and text-based ads. This study‟ analysis is centered around text-based ads only 

because thus far it is the main ad format used by top search engines in the world.  

 

2.2. Ad Position as a Variable in Search Advertising Effectiveness  
 
 

Much of the literature on attention to advertising focuses on TV commercials and 

print advertising in magazines, catalogs, newspaper and yellow pages. Very little research 

has provided propositions about the factors influencing consumer attention to search 

advertisements.  

 

Literature review suggests that ad size, color and graphics capture consumer 

attention in varied degrees. The direct relationship between advertisement size and 

attention is well document (Berdie 1986; Feldman and Halterman 1963; Rouse 1991; 

Valiente 1973). Larger ads are viewed first. For magazine ads, Valiente (1973) found that 

color is the second (after ad size) most important factor explaining ad recognition scores. 

Graphics in advertisements also influence attention (Raphel 1988). Using pictures from a 

yellow pages directory, Lutz and Lutz (1977) found that concrete interactive images 
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facilitate recall and memory of a brand. Berdie and Hauff (1986) found that the amount 

of information in ad is extremely influential in consumer behavior.  

 

Given that this study focuses on text-based ads only in the sponsored link section 

alongside search results and ad size and color for these ads are specified by strict 

guidelines of search engines, graphics, color and size of ads are no longer main factors in 

differentiating ads. Instead, the ad serial position ranking and ad copy content become 

critical factors that influence user attention and ad click-through rates.  

 

While the word "position" may represent different concepts in advertising 

research (cf., Zhao, 1989; Zhao, Shen, and Blake, 1995), it most often refers to "serial 

order” or “clutter”. Some researchers (Webb and Ray, 1979; Thorson, Zhao, and Friestad, 

1988; Kim and Zhao, 1993; Grimes and Meadowcroft, 1994; Thorson, 1994) and 

advertising practitioners (cf., Brown, 1988) defined an advertisement's position in terms 

of its serial order - the first, second, or the last position in a pod of TV commercials. 

Others (Wheatley, 1968; Webb, 1979; Webb and Ray, 1979; Pillai, 1990; Brown and 

Rothschild, 1993) used the word "position" to describe "clutter," defined as the number of 

ads, including all kinds of non-program contents, surrounding a given advertisement.  

 

Some researchers found a strong relationship between serial position and ad 

effectiveness while others suspected this conclusion. Webb (1979) found a correlation 

between higher clutter and a decrease in brand recall. Lohse (1997) suggested that the 

position of an ad on the page has a large effect on whether people viewed the ad. Maher 



 

12 

(1988) also reported that the most effective position is at the beginning of a list. But 

Rossiter and Percy (1987) pointed out that "contrary to popular opinion, this (position) 

does not make a substantial difference.... Position in general is not worth adjusting for." 

In the meanwhile, advertising practitioners who suspect a position effect don't know 

which positions are more desirable (Brown, 1988).  

 

2.2.1 The Theories of Primacy Effect & Recency Effect 
 

The theories that can be used to explain the effect of ad position on ad 

effectiveness are the primacy effect and recency effect, both are documented in literature 

about message order. “Primacy effects occur when an item placed at the beginning of a 

list has a higher likelihood of being selected over other items in the list. Recency effects 

occur when items at the end of a list are more likely to be selected.” (Krosnick and Alwin, 

1987). Cognitive psychologists found that early items in a list have a memory advantage 

(Crowder, 1976). This advantage (a primacy effect) is due to the first items having less 

competition from other items for limited memory capacity (Waugh & Norman, 1965). 

The last few items in the list also receive a memory advantage (a recency effect), because 

these items may still be available in short-term memory during the memory test.  

 

Past research indicated that primacy effects are more common than recency effect. 

Whipple and McManamon presented that primacy effects are more common because 

items presented early are given importance for later judgments because they establish a 

standard of comparison. They also found that primacy effects are common because items 
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seen first are processed at a deeper level because they are not in competition with other 

alternatives. In a second study, Schuman and Presser (1981) pointed out that primacy 

effects are more common when the list of alternatives is long.  

 

2.2.2 Position Effect in Persuasion Communication & Advertising 
 

The effects of message order have been demonstrated in a variety of persuasion 

settings. First impressions (primacy effects) are important, as Asch (1946) demonstrated 

in his pioneering experiments investigating persuasion. Subjects held a more favorable 

attitude toward a person described as "intelligent-industrious-impulsive-critical-stubborn-

envious" than described as "envious-stubborn-critical-impulsive-industrious-intelligent." 

The position of an adjective significantly influences the subjects' attitudes toward the 

person.  

 

Lana (1963) stated that primacy is characterized by a greater persuasion 

consequence of the initial communication. In lay terms, this would imply that it is better 

to "get your side of the argument first." And recency effect occurs when the final 

communication has the greater consequence on persuasion--or, more simply, it is better to 

"have the last word" (Lana, 1693). In other words, when people are given a list of words 

to recall immediately, they tend to do much better on the first few and last few items than 

on the others.  
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Position effect seems particularly useful for advertising placement. Media 

research has shown that television viewers are more likely to recall advertisements placed 

at the end of a commercial break than ads placed toward the beginning (Duncan & 

Murdock, 2000). This memory advantage for latter advertisements also occurs with 

viewers who change channels or leave the room during commercial breaks (Tse & Lee, 

2001).  

 

Terry (2005) examined the research question that whether the position of a 

television commercial in a block of commercials would determine how well it would be 

recalled. In his research, college students viewed lists of 15 commercials in a laboratory 

simulation and recalled the product brand names. His research demonstrated that the first 

commercials in a list are well recalled due to the primacy effect. The last items are also 

well recalled due to the recency effect.  

 

Zhao (1997) did a similar study to assess recall of commercials aired during Super 

Bowl football broadcast in the United States. During the 4 days after the games, viewers 

were called. Those who said they had watched the game were asked to recall the 

commercials. Again, his research showed that the first commercials in a block are better 

recalled than are the middle and the last commercials, which means that primacy effect is 

relevant for TV commercials and advertising.  

 

In addition to the positive effect on increasing recall, position effects are also 

found to positively influence attitude formation and intention to purchase in advertising. 
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Zhao (1997) found a primacy effect on the liking of advertisements (attitude toward the 

ad). In an eye-tracking study of reading Yellow Pages, experimental subjects tended to 

view and choose ads that were at the top of the alphabetical list (Lohse, 1997).  

 

2.2.3 Position Effects in Online Advertising 
 

In addition to traditional advertising, position effects were also studied in the 

online Environment. Ansari and Mela (2003) provided perhaps the first analysis of serial 

position related clicking behavior in emails or web pages in their efforts to “develop a 

statistical optimization approach for customization of information on the Internet". The 

authors modeled their optimization using click-stream data from 1,048 users who 

received opt-in emails from a leading website. They found only a primacy effect. In a 

study of an outside link's contribution to a website's online visibility, Drèze and Zufryden 

(2004) drew on the Ansari and Mela (2003) study to predict a monotonic serial position 

effect. Their results suggested that the higher up the link appears on a page, the better. 

Hoque and Lohse (1999) manipulated an online interface to match the traditional offline 

Yellow Pages and found evidence of a primacy effect only.  

 

While it is often discussed in a traditional advertising, especially TV context, 

position effect (primacy or recency) is relevant for most media from radio, to print, to 

interactive advertisements.  Yet, in truth, little is known about effectiveness of 

advertising position or about the order in which viewers/readers process a sequence of 

advertising on new medium such as search advertising. This research is done with the 
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hope that more about position effects, both primacy & recency, on search advertising can 

be found. Based on the above literature review, the following hypotheses are proposed:  

 

H1(a): In search advertising, there is a relationship between the ad serial position 

and the ad click-through rate. 

 

H1(b): In search, advertisement in the 1st ranking position gets higher ad click-

through rate than advertisements in other ranking positions. 

 

H1(c): In search advertising, advertisement in the last ranking position gets higher 

ad click-through rate than the ads in the middle ranking positions. 

2.3. Price Promotion Message as a Variable in Search Advertising Effectiveness  
 

Customers are often price-oriented (Diamond 1992), or "deal-prone" (Schultz 

1959). Marketers also tend to utilize price information as an important part of their 

promotional message strategy. It is common to see ads from retail stores, furniture stores, 

airlines, computer manufacturer to online travel companies that advertise price savings or 

percentage discounts in advertising campaigns.  

 

2.3.1 The Theory of Perceived Value 
 

Dodds & Monroe (1985) proposed a basic model for perceived value, in which 

perceived value is positively influenced by perceived quality and negatively influenced 
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by perceived monetary sacrifice. Perceived transaction value is conceptualized as the 

evaluation of psychological satisfaction or pleasure that would be obtained from taking 

advantage of the financial terms of the price deal. Grewal et al. (1996) found that 

consumers‟ perceived transaction value involves consumers‟ assessment of psychological 

pleasure from taking advantage of a price promotion deal. What‟s more, perceived 

transaction value significantly influences consumers‟ purchasing behavior. Consequently, 

an ad copy with price promotion message is likely to help increase consumers‟ perceived 

transaction value and thus positively affect consumers‟ attention to ad.  

2.3.2 Price Promotion in Advertising 
 

Price promotion is defined as temporary price discounts offered to a customer by 

Blattberg and Neslin (1990). Blatterg and Neslin described the empirical generalizations 

that can be drawn from the published literature on price promotions. They concluded that 

temporary retail price reductions substantially increase sales and they believed this is 

fundamental to virtually all research done in the area of promotions. Past research 

indicated that a price promotion provides a brand with a feature that enhances its salience 

and encourages consumers to consider that brand over others in their brand repertoire 

(Schultz, Robinson and Petrison 1998, Ehrenberg, Hammond and Goodhardt 1994). 

Whenever price is presented in a discount format it can perform an informative role in 

brand choice and thus increase the likelihood of the brand to be selected.  

 

2.3.3 Price Promotion in Internet Advertising  
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Today, consumers can find a lot of information about products, prices and stores 

through the internet. As a result of their increased awareness, they are likely to become 

more price sensitive. In fact, nowadays many studies have indicated that one of the main 

reasons consumers shop online is competitive prices. The Internet enables consumers to 

compare prices more quickly and easily than when shopping in more traditional venues 

(Korgaonkar and Wolin; 1999, Ernst & Young, 2001). Hoffman & Novak (1997) also 

suggested that the Internet has empowered online shoppers to better detect price 

discrepancies and bargains. Bakos (1997) argued that because online markets reduce 

customer search costs even for differentiated products, they are likely to increase 

competition between sellers and lead to lower prices. Degeratu, Rangaswamy and Wu 

(2001) found from their research that price sensitivity is higher online and it is due to 

online promotions being stronger signals of price discounts. The increasing availability of 

comparative price information online makes consumers more price-sensitive. Marketing 

on the Internet can increase price sensitivity, leading to more intense price competition.  

 

Search advertising, with its unique characteristics of being highly relevant and 

targeted, makes search for specific products and price comparison even easier. The 

following hypotheses are proposed to study the relationship between price promotion in 

ad message and click-through rate. 

 

H2(a): In search advertising, there is a relationship between ad copy with price 

promotion message and ad click-through rate. 
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H2(b): In search advertising, ad copy with price promotion message gets higher 

ad click-through rate than ads without price promotion message.   

 

2.4. User Experience as a Variable in Search Advertising Effectiveness 
 

Past research indicated that increasing experience has significant effects on 

consumer behavior (Larkin et al. 1980; Maheswaran and Sternthal 1990). Dahlen (2002) 

concluded that there are three major effects of experience on consumer behavior. This 

first fundamental effect of experience is increased speed of usage. The second major 

effect of experience is related to information detection and discrimination and the third 

major effect of experience is decreased cognitive effort. Alba and Hutchinson (1987) also 

found that virtually all learning processes result in increased speed of the performed task 

and the ability to analyze information, isolating that which is most important and task-

relevant, improves as experience increases. The research of Lazonder, Biemans, and 

Wopereis (2000) revealed that computer usage and search engine navigation have also 

been found to speed up with experience.  

 

2.4.1 The Theory of Visual Perception 
 

The theory of visual perception can be used to explain the effect of user 

experience. Visual perception theory reveals that under certain circumstances, people 

tend to fail to notice an obvious object even when it appears in the center of their field of 

vision. This is called “in-attentional blindness”. One main reason that leads to this is 
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expertness. Compared to inexperienced users, people who are more experienced in one 

thing tend to be influenced on their direction of attention by their past practices, 

knowledge and skills.  

 

2.4.2 User Experience in Internet Advertising 
 

Past research indicates that the more experienced an Internet user is, the more 

inclined that he/ she is to avoid ads on the web. Benway and Lane (1998) conducted a 

study on whether Internet users have a tendency to avoid banner ads in a task-oriented 

environment and they found there was substantial banner blindness. Subjects in their 

study were asked to search for specific information in two ways: either by clicking on a 

small textual link or by looking at a large banner that displayed the task-relevant 

information. Their research result indicated that 55 out of 72 participants found and 

clicked a small textual link instead of getting the information from the large banner ad. 

From this study, the researchers concluded that the banner ads failed to attract users‟ 

attention and from this conclusion, they suggested that Internet users are inclined to 

ignore the objects that look like ads when they search for information on the web.  

 

Unlike traditional media such as television and radio where message recipients 

are passively receiving information, search engines enable Internet users to actively 

search for information that they need specifically. Time, content and location for 

information search are fully under their control. This is a distinguished characteristic of 

search engine that differentiates itself from other traditional media. In fact, the Web adds 
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a peculiar individual-difference variable, namely users‟ experience with the medium, 

which may have a significant impact on advertising effectiveness (Lee, 2004).  

 

Increasing user experience is expected to affect search engine usages in several 

ways. First, experienced users are more aware of where the advertisements and the 

organic search results are located respectively on a search result page. In addition, they 

are inclined to avoid subjects that look like ads on a web page. Thus it is more likely that 

they focus more on relevant information that they intend to get in the organic search 

result and have less attention given to the advertisement section that they are well aware 

of. Second, because of the increased speed when performing a search task, experienced 

users tend to spend less time in studying the search result page thus are less likely to 

spend extra time on the advertisement section.  

 

Based on the above theoretical discussion, it is likely that subjects‟ frequency and 

experience of search engine usage will negatively effect the processing of search engine 

advertising information. Therefore, the following hypotheses are proposed: 

 

H3(a): In search advertising, there is a relationship between ad user experience 

and ad click-through rate. 

 

H3(b): In search advertising, higher frequency of search engine usage leads to 

lower ad click-through rate.  
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2.5. Brand Familiarity as a Variable in Search Advertising Effectiveness 
 

Brand familiarity reflects the brand-related experiences accumulated by the 

consumer (Alba and Huchinson 1987). Increased brand familiarity may be due to 

exposure to the brand in advertisements and/ or usage of the brand. Brand familiarity is a 

major component of consumer knowledge and it has a considerable impact on consumer 

behavior. Consumers are more likely to be familiar with brands that have been around for 

longer periods and have had their reputations reinforced through brand experience (Pae et 

al., 2002).  

 

2.5.1 The Three Stages of Consumer Decision Making 
 

Wright and Harbour (1975) presented three stages of a consumer decision – 

defining the pool of alternatives, reviewing relevant information in memory and applying 

a decision rule. The pool of alternatives has been referred to as an evoked or 

consideration set (Howard and Sheth 1969; Urban 1975). Bettman and Park (1980) found 

that while consumers have knowledge of a large number of brands in a product class, 

they may consider only a few of these for purchase on any particular occasion. Past 

research provides some insight into how brand familiarity affects consumer behavior. 

Baker, Huchinson, Moore and Nedungadi (1986) investigated the effect of evoked set and 

brand preference on brand familiarity and advertising and concluded that brand 

familiarity is likely to enhance perceptual identification of a brand and generate positive 

affect towards the brand.  
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2.5.2. Brand Familiarity in Advertising 
 

Past research reveals that brand familiarity has a positive impact on advertising 

effectiveness. It is very well known fact that brand awareness, or familiarity, and band 

choice are highly co-related (Axelrod 1968; Haley and Case 1979). This relationship 

reflects the fact that higher level of brand familiarity leads to higher probability of a 

brand selection. Hoyer and Brown (1990) indicated in their research findings that when 

consumers were asked to select a brand from a given choice set, those who were familiar 

with a brand tended to select the known brand although it was relatively lower in quality, 

while those who were unfamiliar with the brands in the given choice set sampled more 

brands and selected the higher-quality brand. Based on the findings of their study, the 

authors suggested that brand familiarity may influence consumers‟ information 

processing style and their ultimate brand choice. Ha & Perks‟ research indicated that a 

high level of brand familiarity leads to brand trust. Kent & Allen (1994) argued that 

established brands have important advantages in advertising: Consumers should be more 

likely to recall ad information, and their memory should be less affected by exposure to 

competitors' ads. Brennan and Babin‟s findings suggested familiar brands achieve higher 

levels of recognition than unfamiliar brands, even when the recognition scores for 

familiar brands are adjusted for the guessing and constructive recognition that may result 

from inferences associated with familiar brands. Ambler and Hollier‟s findings showed 

that brand familiarity is a very important predictor of brand choice.  Building upon 

previous research, Laroche, Kim and Zhou (1996) also examined the relationships among 
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brand familiarity, confidence in brand evaluations, brand attitudes and purchase intention. 

Their research results showed that brand familiarity influences a consumer‟s confidence 

toward the brand, which in turn affects his/ her intention to buy the same brand. Research 

also suggested that brand familiarity reduces the need for information search. Biswas 

reported that consumers tend to spend less time shopping for a familiar brand than they 

do for an unfamiliar brand.  

 

2.5.3 Brand Familiarity in Internet Advertising 
 

There has been very little research on consumer behavior associated with brand 

familiarity on the web (Ha & Perks, 2005). But in the Internet advertising context, Ward 

and Lee (2000) suggested that Internet users tend to react more favorably to familiar 

brands when shopping online. Dahlen (2001) also found that ads of familiar brand ads 

initially receive more click-through than unfamiliar brands. For familiar brands, 

consumers can easily associate the new information in the ads with the information they 

have already acquired.  

 

In this study, brand familiarity is defined as a store of brand awareness and 

knowledge about a particular brand. Brand familiarity is the most rudimentary form of 

consumer knowledge. Viewed collectively, the above literature review reveals that 

consumers react more favorable towards a familiar brand than they do towards an 

unfamiliar brand. Thus, the following interaction hypotheses between brand familiarity 

and attention to ad, representing by click-through, are proposed:  
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H4(a): In search advertising, there is a relationship between brand familiarity and 

ad click-through rate. 

 

H4(b): In search advertising, higher brand awareness leads to higher ad click-

through rate.  

 

Figure 1 below summarizes all hypotheses proposed in this research.  

 
 

Figure 1: Hypothesized Relationships of Variables & Click-through Rate 
 

Ad Position 

User Experience 

Brand Familiarity 

H2 
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H4 

Search Advertisement Click-through 

Price Promotion in Copy 

H1 
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CHAPTER III: RESEARCH METHODOLOGY 

 
This chapter presents the research method used to test the above hypotheses. An 

experimental design in a laboratory setting will be employed. The chapter begins by 

discussing the online research method used in the research, followed by the main 

experiment.  

 

3.1 Overview of Research Method 
 

Internet has presented as a new research tool not only for advertising but also for 

researching advertising effectiveness. Search advertising can‟t exist without the Internet. 

This study is designed to take advantage of the Internet so that participants can perform 

their keyword search and search advertisements selections like they do on a daily basis. 

However, there will be different kinds of issues pertaining to external validity if the 

research is conducted purely online without a laboratory setting. First, the speed of the 

Internet for each participant is different, which will lead to the likeliness of making 

participants click on advertisements that are downloaded first. Second, each participant‟s 

computer monitor and font setting may be of different sizes. This will lead to the total 

number of advertisements showed vary after even the same keyword is entered. Third, 

different subject may enter different keywords. Some keyword search does not return 

with search results that have search ads alongside. Lastly, participants may use computers 

that are available at the time of experiment and therefore, they may have less control over 

the condition of the experiments and more influence from other people around them. 

Thus, to minimize the effects of these issues, this research is done in a laboratory setting 
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where the computer monitor size, font setting size, keyword selection and environment 

are designed consistently among all participants.  

 

Using actual site visitors provide high external validity (Cutler, 1990; Hoque & 

Lohse, 1999), while the automated control and digital record of a computer-mediated 

environment gives high internal validity (Drèze & Zufryden, 1997). Hofacker and 

Murphy (2005) reported a study that combines the internal validity of a designed 

experiment with the external validity of using actual websites. This study adopts the same 

experiment style. The experiment is designed using the actual search result web pages of 

Google with the keyword “flower”. Because search results along with search ads are 

dynamic for Google, meaning even with the same keyword, searches made at different 

times will return with different results and different ads. To eliminate the effect of this 

issue, first a search is made on Google and the actual results with eight search ads are 

copied into a Google mock-up page (Appendix A-2). Then additional 7 Google mock-up 

pages were made with the exact same content of search results and ads except that the 

position of one randomly selected ad, in this study, the www.1001flower.com ad, rotates 

from first ranked position to second, third, fourth, fifth, sixth, seventh and eighth position 

(Appendix A-3 to A-9). 

 

Although this research was conducted in different locations in different 

universities, the research environments in different locations were maintained the same. 

In each location, a computer was set to a Google mock-up page that was produced earlier. 

The computer was installed with the Hypercam software to record the mouse movements. 

http://www.1001flower.com/
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Each subject was randomly given one mock-up page of the above eight pages and was 

asked to view the search result content then clicked on the links that interested them in 

order of interest level. Researcher then noted down the order of click-throughs on a piece 

of print-out of that particular web page. 

 

3.2 The Use of Search Engine - Google 
 

Initially the researcher had evaluated two top search engines in the China market 

for this experiment: Baidu and Google. The researcher initially considered both for this 

research because they are the most used search engines by Chinese users. After a pre-test 

study, it was found that Baidu mingles its organic search result with sponsored linked 

advertisements (Appendix A-1). For certain keywords, the whole search result page 

contains advertisements only. On the other hand, Google does not mingle organic search 

results on the left hand section with paid advertisements. Paid advertisements only appear 

in the sponsored linked section. The purpose of this study is to focus on the effect of 

primacy, recency, price promotion, brand familiarity and user experience on the search 

advertisements that all search engines have, which are on the right hand side of the search 

result page in the sponsored link section. Given such, Google is a superior choice over 

Baidu for a more objective study.  

 

3.3 Participant Recruiting & Experiment Procedure 
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Participants for this research were college students, aged between 18 and 26. All 

the students were recruited randomly from various universities in Beijing. They were 

asked to view the content of a mock-up search result page (out of the eight pages 

mentioned above) of Google then made their choices by clicking the interested links in 

order of interest level.  

 

There were totally 320 students participating in this study. They were randomly 

divided into 8 groups with 40 people in each group. The first group, also the control 

group, viewed the first mock-up Google search result page with the selected ad 

www.1001flower.com ranked the 1st ad position along the right side of the search results. 

The second group viewed the 2nd mock-up Google search result page with the selected ad 

www.1001flower.com ranked the 2nd ad position along the right side of the search results. 

The third group viewed the 3rd mock-up Google search result page with the selected ad 

www.1001flower.com ranked the 3rd ad position along the right side of the search results. 

The fourth group viewed the 4th mock-up Google search result page with the selected ad 

www.1001flower.com ranked the 4th position along the right side of the search results. 

The fifth group viewed the 5th mock-up Google search result page with the selected ad 

www.1001flower.com ranked the 5th ad position along the right side of the search results. 

The sixth group viewed the 6th mock-up Google search result page with the selected ad 

www.1001flower.com ranked the 6th ad position along the right side of the search results. 

The seventh group viewed the 7th mock-up Google search result page with the selected ad 

www.1001flower.com ranked the 7th ad position along the right side of the search results 

and the last group viewed the 8th mock-up Google search result page with the selected ad 

http://www.1001flower.com/
http://www.1001flower.com/
http://www.1001flower.com/
http://www.1001flower.com/
http://www.1001flower.com/
http://www.1001flower.com/
http://www.1001flower.com/
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www.1001flower.com ranked the 8th ad position along the right side of the search results. 

Again all the content of the 8 mock-up pages are the same except the position of the ad 

www.1001flower.com varies. The following tables show the experiment conditions for 

primacy effect, recency effect, price promotion effect, user experience effect and brand 

familiarity effect.  

 

Table 1: Experiment Conditions for Primacy Effect 
 

Group 8 conditions N Percent 
 

1 (Control Group) 
 

Ad 1001flower.com ranked 1st position 
 

40 
 

12.5% 
2 Ad 1001flower.com ranked 2nd position 40 12.5% 
3 Ad 1001flower.com ranked 3rd position 40 12.5% 
4 Ad 1001flower.com ranked 4th position 40 12.5% 
5 Ad 1001flower.com ranked 5th position 40 12.5% 
6 Ad 1001flower.com ranked 6th position 40 12.5% 
7 Ad 1001flower.com ranked 7th position 40 12.5% 
8 Ad 1001flower.com ranked 8th position 40 12.5% 

Total  320 100% 
 

Table 2: Experiment Conditions for Recency Effect 
 

Group 8 conditions N Percent 
 

8 (Control Group) 
 

Ad 1001flower.com ranked 8th position 
 

40 
 

12.5% 
1 Ad 1001flower.com ranked 1th position 40 12.5% 
2 Ad 1001flower.com ranked 2nd position 40 12.5% 
3 Ad 1001flower.com ranked 3rd position 40 12.5% 
4 Ad 1001flower.com ranked 4th position 40 12.5% 
5 Ad 1001flower.com ranked 5th position 40 12.5% 
6 Ad 1001flower.com ranked 6th position 40 12.5% 
7 Ad 1001flower.com ranked 7th position 40 12.5% 

Total  320 100% 
 

http://www.1001flower.com/
http://www.1001flower.com/
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Table 3: Experiment Conditions for Price Promotion Effect 
 

Group 8 conditions N Percent 
 

1A (Control Group) 
 

Ad 5288.com ranked 1st position 
 

40 
 

12.5% 
2A  Ad 1001flower.com ranked 1st position 40 12.5% 

 
1B (Control Group) 

Ad 5288.com ranked 2nd position 40 12.5% 

2B Ad 1001flower.com ranked 2nd position 40 12.5% 
Total  160 50% 

 

 

Table 4: Experiment Conditions for User Experience Effect 
 

Group 8 conditions N Percent 
 

1 (Control Group) 
 

Average Search Engine Daily Use > 8 
 

30 
 

9.4% 
2 Average Search Engine Daily Use <=8 141 44.1% 
3 Average Search Engine Daily Use <=4 144 45 % 
4 Average Search Engine Weekly Use <=7 5 1.5% 

Total  320 100% 
 

Table 5: Experiment Conditions for Brand Familiarity Effect 
 

Group 8 conditions N Percent 
 

1 (Control Group) 
 

Subject Familiar with Brand 
 

488 
 

19% 
2 Subject Unfamiliar with Brand 2072 81% 

Total  2560 100% 
 

Each subject was presented the experiment directions (Appendix B-1) and asked 

to click on any links in one of the mock-up Google search result pages. They were asked 

to continue clicking before the following three conditions are met. First, the subject was 

told that the clicks must be made in the order of interest degree. Second, at least 5 clicks 

must be made. Third, at least one click was made on the right-side of the web page, i.e. 
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ads in the “sponsored links” along the right side of the search results. All subjects were 

informed of the first condition but not the second and third so that they were not 

influenced to make any clicks intentionally in the sponsored links section.  

 

When the experiment was done, each subject was presented and asked to fill in a 

questionnaire with directions given (Appendix B-2 & B-3). In the questionnaire, they 

were requested to input individual information including gender, age, frequency of search 

engine use and brand familiarity for all eight brands shown on the Google mock-up 

search result page. Among the 8 search ads, only one of them, www.5288.com, contained 

price promotion message. This ad was used to compare against other ad at the same 

positions.  

 

3.4 Independent Measures 
 

Ad Ranking Position Variation Manipulation: 

 

The subjects were randomly presented one out of eight versions of a Google 

mock-up search result page. For all eight versions of search result web pages, all content 

is the same except the position of a randomly selected ad, www.1001flower.com, varies. 

All content in the mock-up pages are actual search results from Google by using the same 

keyword “flower”.  

 

http://www.5288.com/
http://www.1001flower.com/
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In the first position variation (Appendix A-2), which was presented to the control 

group, the 1001flower ad was positioned in the 1st place under the “sponsored links” 

section along the right-hand side of the search result. In the second position variation 

(Appendix A-3), which was presented to the 2nd group, the same ad, 1001flower, was 

placed in the 2dn ad ranking position under the “sponsored links” section along the right-

hand side of the search result while all other content was maintained the same as the first 

variation. So was presented to the 3rd, 4th, 5th, 6th, 7th and 8th groups of subjects.  

 

The maximum number of ads that are allowed to appear in the “sponsored links” 

section of Google is eight. So in this study, eight position variation designs were created 

and presented to a total of 320 subjects, who were randomly divided into 8 groups with 

40 people in each group. 

 

Price Promotion Message Manipulation: 

 

In this study, all search advertisements were real advertisements from the actual 

Google search result after inputting keyword “flower” on the Google search home page. 

Among the eight advertisements showed in the search result, only one of them, 

www.5288.com contained pricing discount message in the ad copy. It was used to 

compare with other ad in the same position to study the effect of price promotion 

message on search advertisements.  

 

Search Engine User Experience Manipulation: 
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Past research measured web experience in terms of years of web use (Dahlen, 

2001; Ward & Lee, 2000) and frequency of usage (Bruner and Kumar 2000). In this 

study, because the subjects were college students who were presumably using the web a 

relatively long span of time, the frequency of usage instead of span of time was used to 

measure the user experience. Search engine user experience in this study therefore was 

expressed in terms of search engine usage frequency of weekly or daily search engine use. 

The students were asked to fill in their weekly or daily average search engine use in 

number. The researcher then categorized the frequency based on the questionnaire 

responses into the following four levels of search engines usage frequencies: 1) average 

weekly search engine use <=7; 2) average daily search engine use<=4; 3) average daily 

search engine use <=8 and 4) average daily search engine use >8.  

 

Brand Familiarity Manipulation: 

 

Brand familiarity was measured in terms of familiar or unfamiliar brand. After 

viewing the search result web page and finished the clicks on his/ her most interested 

links, each subject was presented a list of the eight brands that were advertised in the 

search result ads section and was asked to rank their familiarity with each of the brand on 

either familiar or unfamiliar with 0 point given if unfamiliar and 1 point given if familiar.  

 

3.5 Dependent Measures 
 



 

35 

The dependent measure used in this study was the number and the serial order of 

click-through on ads. Subjects were asked to click on the links, in either the organic result 

section or the advertisement section after they viewed the search result page with 

keyword “flower”. When testing hypothesis one (primacy effect and recency effect) and 

hypothesis two (price promotion effect), the first ad clicked by a subject was given one 

point, all the rest ads, no matter what serial number of click-throughs, was given zero 

point. For example, if a subject made the first three clicks in the organic search result 

section and the fourth and fifth clicks in the advertisements section, one point was given 

to the fourth clicked ad. The fifth clicked ad was given a zero point because this study 

only focused on the probability of being clicked for the most interested ad by each 

subject. When testing hypothesis three (user experience effect) and hypothesis four 

(brand familiarity effect), the first five clicks in both the organic result section and the 

advertisement section by each subject were give one point each. For example, if a subject 

clicked on five links with the first three links from the organic search section and the rest 

two from the advertisement section, the dependent variable of this subject was given 2 

points because only two clicks were made on the advertisement section. The reason why 

the first 5 clicks were counted was because one of the experiment conditions for all 

subjects was a minimum of 5 clicks must be made. All subjects made at least five clicks 

so when the first 5 clicks were counted, the study ensured that the number of clicks were 

consistent among all subjects. 
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CHAPTER IV: RESULTS 
 
 

This chapter presents the results of the study. It begins by a discussion of data 

reduction followed by the main data analysis of the experiment.  

 

4.1 Data Deduction 
 

Out of 365 students who had been approached to participate in the study, 320 

students signed up and completed the study. As a result, 320 samples were valid. 201 

participants were male and 119 were female. Participants were largely in the age group of 

18-24 accounting for 96.6% of total participants.  

 

4.2 Data Analysis  
 

The aim of the first phrase of the study was to test hypothesis H1 and H2. A 

preliminary analysis indicated that varied serial ad ranking position did significantly 

affect the dependent variable and thus further pair-wise comparisons between two 

different ad ranking positions were researched.  

 

4.2.1 Test Results of Hypothesis 1: Position Effects 
 

The preliminary analysis was done with a hypothesis that search ad ranking 

position does not affect user‟s attention to ad and thus does not affect the click-through 
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rate. An ANOVA with ad position being the factor and number of click-through being the 

dependent variable was done initially to test this hypothesis. The test of homogeneity of 

variances indicated that the homogeneity of variances assumption was valid. An overall F 

test of differences in number of click-throughs between the control group, with selected 

ad ranked 1st position, and the rest of the test groups, with the same selected ad 

www.1001flower.com positioned 2nd, 3rd, 4th, 5th, 6th, 7th and 8th respectively, resulted in 

an F ratio of 3.397 at 7 & 319 df, exceeding the ratio of 2.09 needed for significance at 

the .05 level (Table 6). The null hypothesis 1(a), search ad ranking position does not 

affect user‟s attention to ad and thus does not affect the click-through rate, therefore, was 

rejected.  

 
Table 6: Test Results for Hypothesis 1(a) & Hypothesis 1(b): Primary Effects 

 
 
 

 Sum of Squares df F Sig. 
 

Overall 
 

42.188 
 

319 
 

3.397 
 

.002 
1st Position vs. 2nd Position 13.388 79 14.614 .000 
1st position vs. 3rd position 15.950 79 4.119 .046 
1st position vs. 4th position 15.950 79 4.119 .046 
1st position vs. 5th position 15.487 79 5.456 .022 
1st position vs. 6th position 14.487 79 9.092 .003 
1st position vs. 7th position 15.950 79 4.119 .046 
1st position vs. 8th position 13.388 79 14.614 .000 

 
 
 

 

This test provided a preliminary foundation for hypothesis 1(b) which predicts 

that under same conditions, due to primacy effect, search ad ranked first position may 

receive higher level of user attention and thus tend to have higher click-through rate than 

http://www.1001flower.com/
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that of the rest of the ad position. Figure 2 presents mean of clicks at varied ad ranking 

positions. 

 
 

Figure 2: Mean of Clicks - Varied Ranking Positions 
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To test hypothesis 1(b), the control group, with selected ad ranked 1st position was 

compared pair-wise with the rest of the test groups, which contained the same selected ad 

positioned 2nd, 3rd, 4th, 5th, 6th, 7th and 8th positions respectively.  

 

Data in Table 6 presents the first test result between 1st ad ranking position and 

2nd ad ranking position. An overall F test of differences in the click-through rates between 

the 1st ad ranking position and the 2nd ranking position resulted in an F ratio of 14.614 at 

1 and 79 df, greatly exceeding the ratio of 3.92 needed for significance at the 0.05 level. 

This test result supports hypothesis 1(b).  
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The control group, with selected ad ranked 1st position was further used to make 

comparison pair-wise with group 3, which contained the same selected ad at 3rd position.  

Data in Table 6 presents the second test result between 1st ad ranking position and 3rd ad 

ranking position. An overall F test of differences in the click-through rates between the 

1st ad ranking position and the 3rd ranking position resulted in an F ratio of 4.119 at 1 and 

79 df, exceeding the ratio of 3.92 needed for significance at the 0.05 level. This result 

supports hypothesis 1(b) as well.  

 

 

The control group, with selected ad ranked 1st position was further used to make 

comparison pair-wise with group 4, which contained the same selected ad at 4th position.  

Data in Table 6 presents the third test result between 1st ad ranking position and 4th ad 

ranking position. An overall F test of differences in the click-through rates between the 

1st ad ranking position and the 4th ranking position resulted in an F ratio of 4.119 at 1 and 

79 df, exceeding the ratio of 3.92 needed for significance at the 0.05 level. This result 

supports hypothesis 1(b), too.  

 
 
 

 
The control group, with selected ad ranked 1st position was further used to make 

comparison pair-wise with group 5, which contained the same selected ad at 5th position.  

Data in Table 6 presents the fourth test result between 1st ad ranking position and 5th ad 

ranking position. An overall F test of differences in the click-through rates between the 

1st ad ranking position and the 5th ranking position resulted in an F ratio of 5.456 at 1 and 
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79 df, exceeding the ratio of 3.92 needed for significance at the 0.05 level. This result 

also supports hypothesis 1(b).  

 
 

 
The control group, with selected ad ranked 1st position was further used to make 

comparison pair-wise with group 6, 7 & 8, which contained the same selected ad at 6th, 

7th & 8th position respectively. Data in Table 6 presents these three test results. An overall 

F test of differences in the click-through rates between the 1st ad ranking position and the 

6th, 7th and 8th ranking position resulted in an F ratio of 9.092, 4.119 & 14.614 at 1 and 79 

df, all exceeding the ratio of 3.92 needed for significance at the 0.05 level.  

 

All the above 7 test results support that primacy effect does exist in search advertising. 

Search ad at first ranking position tends to receive more user attention and is more likely 

to have higher click-through rate.   

 
 

 
Building upon the preliminary test, in order to test hypothesis 1(c), the control 

group, with selected ad www.1001flower.com, ranked 8st position was compared pair-

wise with the rest of the test groups, which contained the same selected ad positioned 1st, 

2nd, 3rd, 4th, 5th, 6th and 7th positions respectively. 

 

Table 7 presents the first test result between 8th ad ranking position and 1st ad 

ranking position. An overall F test of differences in the click-through rates between the 

8th ad ranking position and the 1st ranking position resulted in an F ratio of 14.614 at 1 
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and 79 df, greatly exceeding the ratio of 3.92 needed for significance at the 0.05 level. 

This test result supports hypothesis 1(c).  

 

Table 7: Test Results for Hypothesis 1(c): Recency Effects 
 

 

 Sum of Squares df F Sig. 
 

8th position vs. 1st  position 
 

13.388 
 

79 
 

14.614 
 

.000 
8th Position vs. 2nd Position 13.388 79 .00 1.000 
8th position vs. 3rd position 7.988 79 3.176 .079 
8th position vs. 4th position 7.988 79 3.176 .079 
8th position vs. 5th position 7.200 79 2.229 .140 
8th position vs. 6th position 5.550 79 .709 .402 
8th position vs. 7th position 7.987 79 3.176 .079 

 

 

The control group, with selected ad ranked 8th position was further used to make 

comparison pair-wise with group 2, which contained the same selected ad at 2nd position.  

Data in Table 7 presents the second test result between 8th ad ranking position and 2nd ad 

ranking position. An overall F test of differences in the click-through rates between the 

8th ad ranking position and the 2nd ranking position resulted in an F ratio of .000 at 1 and 

79 df, which failed to exceed the ratio of 3.92 needed for significance at the 0.05 level. 

Therefore, this result does not support hypothesis 1(c).  

 

The control group, with selected ad ranked 8th position was further used to make 

comparison pair-wise with group 3, which contained the same selected ad at 3rd position.  

Data in Table 7 presents the third test result between 8th ad ranking position and 3rd ad 

ranking position. An overall F test of differences in the click-through rates between the 

8th ad ranking position and the 3rd ranking position resulted in an F ratio of 3.176 at 1 and 
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79 df, which failed to exceed the ratio of 3.92 needed for significance at the 0.05 level. 

Therefore, this result again does not support hypothesis 1(c).  

 
The control group, with selected ad ranked 8th position was then used to make 

comparison pair-wise with group 4, which contained the same selected ad at 4th position.  

The test output was the same as that of group 3. Data in Table 7 presents the fourth test 

result between 8th ad ranking position and 4th ad ranking position. An overall F test of 

differences in the click-through rates between the 8th ad ranking position and the 4th 

ranking position resulted in an F ratio of 3.176 at 1 and 79 df, which failed to exceed the 

ratio of 3.92 needed for significance at the 0.05 level. Therefore, this result also does not 

support hypothesis 1(c).  

 

The control group, with selected ad ranked 8th position was further used to make 

comparison pair-wise with group 5, which contained the same selected ad at 5th position.  

Data in Table 7 presents the fifth test result between 8th ad ranking position and 5th ad 

ranking position. An overall F test of differences in the click-through rates between the 

8th ad ranking position and the 5th ranking position resulted in an F ratio of 2.229 at 1 and 

79 df, which failed to exceed the ratio of 3.92 needed for significance at the 0.05 level. 

Therefore, this result again does not support hypothesis 2.  

 

The control group, with selected ad ranked 8th position was next used to make 

comparison pair-wise with group 6 & 7, which contained the same selected ad at 6th & 7th 

positions. Data in Table 7 presents test results between 8th ad ranking position and 6th ad 

and 7th ranking positions respectively. An overall F test of differences in the click-
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through rates between the 8th ad ranking position and the 6th and 7th ranking positions 

resulted in F ratios of .709 and at 3.176 at 1 and 79 df, both failed to exceed the ratio of 

3.92 needed for significance at the 0.05 level. Therefore, these two results failed to 

support hypothesis 1(c).   

 
 

 
Among the above pair-wise comparisons, except the first test, all the rest 6 failed 

to support that search ad ranked last tends to receive more user attention and click-

through than the ads in the middle position. From these test results, it concludes that in 

this study, the recency effect does not have any influence on search advertising.  

 

4.2.2 Test Results of Hypothesis 2: Price Promotion Effects 
 

To test the effect of price promotion message on search advertising, the ad 

www.5288.com containing the price promotion message in the second group was 

compared to the selected ad www.1001flower in the first group when both of them were 

ranked 1st position respectively. Then the ad www.5288.com in the first group was tested 

against the ad www.1001flower.com in the second group when both of them were ranked 

2nd position respectively.  

 

Table 8 presents test result between the ad containing price promotion message 

(www.5288.com) and the ad without price promotion message (www.1001flower.com) 

when they were both ranked 1st position respectively. An overall F test of differences in 

the click-through rates between the ad (www.5288.com) containing price promotion 

http://www.5288.com/
http://www.5288.com/
http://www.1001flower.com/
http://www.5288.com/
http://www.1001flower.com/
http://www.5288.com/


 

44 

message and the ad without (www.1001flower.com) resulted in F ratios of 7.736 at 1 and 

79 df, greatly exceeding the ratio of 3.92 needed for significance at the 0.05 level. 

Therefore, this result supports hypothesis 2. 

 

Table 8: Test Results for Hypothesis 2: Price Promotion Effects 
 
 Sum of Squares df F Sig. 
 
Both Ads at 1st Position 

 
19.950 

 
79 

 
7.736 

 
.007 

Both Ads at 2nd Position 15.000 79 21.153 .000 
 
 
 

 
The second test was done to further prove that ad containing price promotion 

message in ad copy tends to receive more user attention and higher click-through rate. 

The ad www.5288.com in the first group was tested against the ad www.1001flower.com 

in the second group when both of them were ranked 2nd position respectively. An overall 

F test of differences in the click-through rates between the ad containing price promotion 

message in ad copy (www.5288.com) and the ad without (www.1001flower.com) 

resulted in an F ratios of 21.153 at 1 and 79 df, notably exceeding the ratio of 3.92 

needed for significance at the 0.05 level. Therefore, again the 2nd test result supports 

hypothesis three.  

 
 

 

 
The test results revealed the positive effect of price promotion message in ad copy 

on search advertisement. With price promotion message, the search ad receives more 

attention from user and higher click-through rate.  

 

http://www.1001flower.com/
http://www.5288.com/
http://www.1001flower.com/
http://www.5288.com/
http://www.1001flower.com/
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4.2.3 Test Results of Hypothesis 3: User Experience Effects 
 

The aim of this test was to support the hypothesis that the more experience a user 

has in search engine use, the more likely that he or she tends to skip the advertisement 

section when search for information. A preliminary analysis indicated that varied 

frequency of internet search did significantly affect the dependent variable, which was 

the click-through rate. Then further pair-wise comparisons between two different search 

engine usage frequencies were researched.  

 

To test this hypothesis, the control group, with average search engine daily use 

more than 8 times was compared pair-wise with the rest of the test groups respectively. 

The rest three groups include 1) average search engine daily use less than or equal to 8 

times; 2) average search engine daily use less than or equal to 4 times and 3) average 

search engine weekly use less than or equal to 7 times. 

 

Table 9: Test Results for Hypothesis 3: User Experience Effects 
 

 Sum of Squares df F Sig. Welch & Brown-Forsythe Stat Sig 

 
Overall 

 

 
388.000 

 
319 

 
34.062 

 
.000 

 
.000 

Daily Usage > 8 vs. 
Daily Usage <=8 

251.839 173 100.821 .000 .000 

Daily Usage > 8 vs. 
Daily Usage < = 4 

204.749 170 83.419 .000 .000 

Daily Usage > 8 vs. 
Weekly Usage < = 7 

13.143 34 19.465 .000 .045 

a
 In Welch & Brown-Forsythe Stat, asymptotically F distributed. 
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Figure 3: Mean of Clicks - Search Engine Usage Frequency 
 
 
 

 
 

Data in Table 9 presents the first test result between average search engine daily 

use more than 8 times and average search engine daily use less than or equal to 8 times.  

An overall F test of differences in the click-through rates between these two groups 

resulted in an F ratio of 100.821 at 1 and 173 df, greatly exceeding the ratio of 3.92 

needed for significance at the 0.05 level. This test result supports hypothesis 3.  

 

 
In view that the sizes of samples were different, the Welch and Brown-Forsythe 

statistics was done to check the results obtained by ANOVA. It confirmed the results 

obtained by ANOVA at .000 significance. 

 

The control group, with average search engine daily use more than 8 times was 

further used to make pair-wise comparison with the 2nd group with search engine daily 

use less than or equal to 4 times.  

 

DAILY USE >8 DAILY USE <=8 DAILY USE <=4 WEEKLY USE <=7 

2.5 

2.0 

1.5 

1.0 

.5 

0.0 
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Data in Table 9 presents the second test result between average search engine 

daily use more than 8 times and search engine daily use less than or equal to 4 times. An 

overall F test of differences in the click-through rates between these two groups resulted 

in an F ratio of 83.419 at 1 and 170 df, greatly exceeding the ratio of 3.92 needed for 

significance at the 0.05 level. This test result again supports hypothesis 3.  

 

 
In view that the sizes of samples were different, the Welch and Brown-Forsythe 

statistics was done to check the results obtained by ANOVA. It confirmed the results 

obtained by ANOVA at .000 significance. 

 

The control group, with average search engine daily use more than 8 times was 

again used to make pair-wise comparison with the 3rd group with average search engine 

weekly use less than or equal to 7 times.  

 

Data in Table 9 presents the third test result between search engine daily use more 

than 8 times and average search engine weekly use less than 7 times. An overall F test of 

differences in the click-through rates between these two groups resulted in an F ratio of 

19.465 at 1 and 34 df, exceeding the ratio of 4.08 needed for significance at the 0.05 level. 

This test result again supports hypothesis 3.  

 

 

In view that the sizes of samples were different, the Welch and Brown-Forsythe 

statistics was done to check the results obtained by ANOVA. It confirmed the results 

obtained by ANOVA at .045 significance. 
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The test results revealed the negative effect of user experience on search 

advertisement click-through rate. The more experienced a search engine user is, the more 

likely he/ she tends to skip the advertisement section when search for information.  

 

4.2.4 Test Results of Hypothesis 4: Brand Familiarity Effects 
 

The aim of this test was to support the hypothesis that the more familiar the user 

is with a certain brand, the more likely he or she pays attention to that brand‟s search 

advertisement and thus search advertisement with higher brand awareness tends to 

receive more clicks than that with lower brand awareness.   

 
Table 10: Test Results for Hypothesis 4: Brand Familiarity Effects 

 

 
 

 

Unstandardized 
Coefficients 

 

Standardized 
Coefficients 

 

 
 
t 

 
 

Sig. 
 
 

(Constant)  

B 
 

-.313 

Std. Error 
 

.028 

Beta 
 
 

 
 

-11.038 

 
 

.000 
Familiar .413 .026 .299 15.831 .000 

 

A regression was run to study the relationship between brand familiarity and 

clicks for all 2,560 samples (8 ads for each of 320 subjects). The dependent variable is 

click and the independent variable is brand familiarity. The regression test result revealed 

that there is significant relationship between brand familiarity and clicks. Table 10 

presents the test result and Figure 4 presents the mean of clicks at two different brand 

familiarity levels.  
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Figure 4: Mean of Clicks – Brand Familiarity 

 
 
 

 

The above test result supported hypothesis 4. The test result of this study 

indicated that brands with a higher awareness does lead to higher user attention and 

higher click-through rates in search advertising. 
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CHAPTER V: DISCUSSION 
 

The purpose of this study is to investigate the effects of position, price promotion 

message in copy, user experience and brand familiarity on search advertising. The 

research findings support the positive effect of primacy, price promotion message in copy 

and brand experience and negative effect of user experience but fail to reveal the effect of 

recency in search advertising. Overall, the results of this study suggest that search 

advertising environment might be different from traditional media and other forms of 

interactive advertising. The research findings also imply that being a more targeted 

advertising medium, search advertising reveals unique characteristics that are worth 

studying in future research.  

 

5.1 The Effect of Primacy on Search Advertising 
 

This study supports the hypothesis that the primacy effect significantly influences 

user attention and click-through rate. The search advertisement at the first position is 

more likely to get a higher click-through rate than ads in other positions.  

 

This result is coherent with the findings of the past research, which indicated that 

position effects can influence actual customer behavior in both traditional advertising and 

interactive advertising. Some researchers indicated that learned spatial patterns are one 

reason leading to this. Both reading English and Chinese nowadays begins in the upper 

left corner of text and proceeds from left to right and from top to bottom. Understanding 
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prototypical patterns for acquiring information helps identify factors that could influence 

decision processes. The strong learned spatial patterns for processing information suggest 

that people will first view information that are in the leading serial positions. 

 

This research finding is also in consistent with a recent research finding from 

Enquiro Search Solutions‟ user eye tracking study. In this report, a Google heat map was 

presented. In the heat map, each colored region of the page indicates the percentage of 

people that viewed that area. Each color represents a range of viewing activity. For 

example, areas that are colored red are viewed, not by all the people who looked at the 

page, but by anywhere between 80% and 100% of them. Areas that are colored brown are 

viewed by people anywhere between 70% and 80%, Yellow between 60% and 70%, 

Green between 50% and 60%, Light Green between 40%-50% and Blue less than 40%. 

On the right hand of the page, the more towards the lower portion, the more blue color it 

has. Around the first position of the sponsored ad section, there are red and brown colors, 

meaning more percentage of people viewed the top positions than the lower positions of 

the sponsored links section.  

 

5.2 The Effect of Recency on Search Advertising 
 

This study failed to support the hypothesis that the recency effect significantly 

influences user attention and click-through rate. The search advertisement at the last 

position does not have any advantage or greater consequence on user action than ads in 

the middle positions.  
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This finding is contradictory to past research findings of recency effect on TV 

commercials and online clicking behavior. One possible explanation why no recency 

effect was obtained is related to the unique characteristics of search advertising. 

Compared to traditional media and other forms of interactive advertising such as banner 

ads, users have more targeted needs when search for information online. Thus, they tend 

to spend less time in browsing the search result page. As soon as they find the first a few 

pieces of information that are relevant to their search needs, they are likely to stop 

searching further down the page.  

 

In December 2006, compete.com released a research on where are people 

spending their time online. 11.9% and 8.5% of people‟s time are spent on myspace.com 

and Yahoo.com, both of which are portals, respectively. On the contrary, only 2.1% of 

people‟s time is spent on Google, the top search engine in the world. The reason why this 

is happening because on Google, people find what they are looking for fast then leave. 

Google does not want people hanging around. As a matter of fact, being a search engine, 

Google allocates as much as resources on improving users‟ experience which is to 

encourage people to find what they search for as soon as possible. This attributes to the 

main reason why there is no recency effect was obtained on search advertising in this 

study. 
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5.3 The Effect of Price Promotion on Search Advertising 
 

This study supports the hypothesis that the price promotion message contained in 

ad copy significantly influences user attention and click-through rate. A search 

advertisement with price promotion message is more likely to get a higher click-through 

rate than a search ad without price promotion message.  

 

This result is coherent with the findings of the past research that consumers are 

price-oriented. Whenever price is presented in a discount format it can perform an 

informative role in brand choice. A price discount provides a brand with a feature that 

enhances its salience and encourages consumers to consider that brand over others in 

their brand repertoire (Schultz, Robinson and Petrison 1998, Ehrenberg, Hammond and 

Goodhardt 1994).  

 

5.4 The Effect of User Experience on Search Advertising 
 

This study supports the hypothesis that the user experience significantly 

influences user attention and click-through rate. The more experienced a user is with 

search engine, the more likely that he or she tends to avoid content in the sponsored ad 

thus user experience has a negative impact on search ad click-through rate.  

 

This result is coherent with the findings of the past research about banner 

blindness in interactive advertising such as banner ads.  In traditional media, the bigger, 

brighter and more prominent the ad is, the more user attention it gets. Benway & Lane 
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(1998) suggested this seems to work in reverse in banner ads. This study reveals that 

banner blindness phenomenon, the tendency to skip right over areas that appear to be 

advertising, is also prevalent in search advertising. The main reason is that when users are 

interacting with search engines, they usually intend on a task with a more specific search 

goal. Sponsored ads mean interruptions to their path to this goal. Therefore, the more 

experienced a user is, the more likely he or she tends to skip the sponsored ads.  

 

5.5 The Effect of Brand Familiarity on Search Advertising 
 

This study supports the hypothesis that the brand familiarity significantly 

influences click-through rate. It suggests that brand familiarity and band choice are 

highly co-related. It confirms that higher level of brand familiarity leads to higher 

probability of a brand selection in search advertising. 

 

 This result is coherent with findings of past research that Brand familiarity is a 

major component of consumer knowledge and it has a considerable impact on consumer 

behavior. It is a very important predictor of brand choice not only in traditional 

advertising but also in search advertising. The main reason is that familiar brand usually 

achieves higher levels of recognition and trust thus is more likely to be selected by 

customers.  
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CHAPTER IV: CONCLUSION & LIMITATIONS 
 

This chapter starts with conclusions of the study. It then summarizes research 

limitation and methodological implications, followed by discussions on potential 

contribution to advertising research in both academia and real-world practice. It finally 

presents suggestions for future research in search advertising.  

 

6.1. Conclusions & Contributions 
 

The purpose of this research is to investigate whether variables that are known to 

have positive or negative effects on user attentions to traditional advertisements and 

banner advertisements, have similar impact on search advertising. The study proposed 

four hypothesis questions at the beginning.  

 

First, the study aimed to test how position effects influences click-through rate. 

Questions such as whether a search ad at the first serial position receives more user 

attention and higher click-through rate due to primacy effect and whether a search ad at 

the last serial position receives more user attention and higher click-through rate than ads 

in the middle positions due to recency effect were studied. Second, the study intended to 

test whether a search ad with price promotion message in copy attracts more user 

attention and thus leads to higher click-through. Third, the study predicted that the more 

experienced a search engine user is, the more likely he or she tends to ignore sponsored 

ads on search result page. Finally, the study proposed that a search ad with higher brand 
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awareness is more likely to receive more user attention and higher click-through rate than 

ad with lower brand awareness.  

 

The research findings of this study solidly suggest that variables such as serial 

position, price promotion, and brand familiarity do have positive influences on search 

advertising similar to what they do to traditional advertising. In the meantime, this study 

reveals the unique characteristics of search advertising such as being extremely targeted, 

which differentiate itself from other type of interactive advertising such as banner ads and 

traditional advertising, result in different information processing, i.e, no recency effect 

was obtained and negative effect is given by user experience on search advertising.  

 

6.2 Limitations 
 

There are several limitations in this study. First, the subjects did not actually 

select a keyword that most interests them. It is not clear whether conclusions reached by 

this study would apply to actual consumer behavior analysis when they actually select 

keywords and conduct search to meet their specific needs. It might be possible that even 

when two people are both making the same keyword search, their goals are different thus 

the search behavior would be completely different. For example, for the same keyword 

“Beijing Hotel”, a user‟s search goal could be to find out other travelers‟ comments on a 

certain hotel or could be to find out a good hotel room deal. For the former, the user is 

most likely to click on links in the organic search result section but ignore the sponsored 
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ad section while for the latter, the user is most likely to focus his attention on the 

sponsored ad section in order to find good hotel deals.  

 

The second limitation is that the use of the college participants may bind the 

generalizability of the findings given that college students are savvier and more 

experienced in using search engines. 

 

The third limitation in this study is that in the real world, number of ads in the 

sponsored ad section greatly varied when search keywords are different. For example, 

when a search is made on popular keywords such as “hotel”, usually eight advertisements 

will appear in the sponsored ad section. But when a search is made on less popular 

keywords such as “CPU”, sometimes there are no ads returned with the search result 

because no advertiser is buying that specific keyword. Under this circumstance, the user 

behavior on search advertising will be totally different.  

 

The fourth limitation in this study is that in the real world, search advertisements‟ 

ad texts content and creativity unlimitedly vary. The nature of search ad is targeting. 

Experienced marketers and advertisers may create hundreds of creative copies featuring 

different aspects of one product or service in order to meet potential users‟ different 

needs. And for each advertising copy, there may be thousands of keywords brought for 

the same ad. Research result may differ greatly due to different levels of relevancy and 

creativity in ad texts. Therefore, the unlimited extent to message relevance makes it 

impossible to generalize the findings to all search advertising.  
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6.3 Contribution to Advertising Research 
 

This study makes theoretical and practical contributions to the current limited 

knowledge underlying the information processes of search advertising. First, from an 

academic perspective, the main contribution of this study is to deepen our understanding 

of the effects of several critical variables on consumer behavior in search advertising. The 

result of this research suggests that although primacy effect, price promotion, user 

experience and brand familiarity have similar effects on search advertising as they are on 

traditional media and banner advertising, recency effect is not obtained. This study 

discusses search advertising‟s unique characteristics that lead to this result. It reveals the 

challenging and original features of search advertising that are worth exploring by future 

research. Second, from a practical perspective, this study provides evidence to support 

the current search advertising cost structure employed by most search engines, i.e. serial 

position being a key factor in determining the cost of the ad – the higher the position is, 

the higher the ad cost is. In addition, when designing the ad copy, marketers and 

advertisers should consider including price promotion information and branding 

whenever possible to maximize the ad effectiveness. Lastly, when launching advertising 

campaigns to the target audience segment of experienced search engine users, marketers 

and advertisers should consider additional advertising medium in addition to search 

advertising in order to maximize the audience reach.  
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6.4 Suggestions for Future Research 
 

It will be both theoretically and practically important if future research on search 

advertising can be done towards the following directions. 

 

First, both the academia and practical worlds can benefit from further research on 

one important variable in search advertising: time spending on search result web page. 

Further research on this variable will definitely enhance our knowledge about search 

advertising and generate more insightful findings in consumer behavior during 

information processing when using search engines.  

 

Second, the difference of subjects‟ search goals will also affect their information 

process behavior on advertising effectiveness. This is another important variable that is 

worth further investigating.  

 

Third, the participants of this study were college students who are savvier in 

search engine usage. Future research conducted among the general public may bring in 

new findings and produce different results.  

 

Lastly, search advertising is not limited to the text format. Various formats of 

search advertising are being used nowadays. They include image ads and video ads. 

These new and more interactive formats may create different impact on search 

advertising effectiveness and consumer behavior.  
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To conclude, nowadays search engines are striving to provide relevant content to 

users‟ search queries. This unique characteristic provides marketers and advertisers huge 

opportunity to reach extremely targeted segment of consumers. Because of this unique 

characteristic plus its performance in terms of return on investment, search engines are 

playing a more and more important role in advertising planning. Further research done in 

search advertising will definitely be beneficial to both the academic and practical worlds 

of advertising.  
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APPENDIX A 

Appendix A-1: Example of Baidu with Only Ads in Search Result 

 “推广” means this is a paid inclusion. On this Baidu search page, all search results on the left 
hand side are paid inclusions (推广).  
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Appendix A-2: Experiment Control Group with Selected Ad Ranked 1st Position 
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Appendix A-3: Experiment Group 2 with Selected Ad Ranked 2nd Position 
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Appendix A-4: Experiment Group 3 with Selected Ad Ranked 3rd Position 
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Appendix A-5: Experiment Group 4 with Selected Ad Ranked 4thPosition 
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Appendix A-6: Experiment Group 5 with Selected Ad Ranked 5th Position 
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Appendix A-7: Experiment Group 6 with Selected Ad Ranked 6th Position 
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Appendix A-8: Experiment Group 7 with Selected Ad Ranked 7th Position 
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Appendix A-9: Experiment Group 8 with Selected Ad Ranked 8th Position 
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APPENDIX B 

Appendix B-1: Direction Given in the Experiment 
 

Thank you for participating in this study! 

 
1. Please first take a seat in front of the computer.  
 
2. You will be viewing the Google search page. Please browser the web page as you 

normally would.  
 

3. Please feel free to click on any links that interest you and in the order of your 
interest level. You may click on any number of links anywhere in this search page. 
Please make sure you do this like what you normally do with a search engine 
keyword search. 

 
4. When you are done with this web page, you will be asked to answer a few 

questions.  
 

(If the subject clicks less than five links or no link was clicked in any of the ads 
in the sponsored link section, the research will encourage him or her to continue 
The bold information in parentheses here was not presented to the subjects. It is 
provided for clarification purpose only.) 
 

 

Appendix B-2: Questionnaire Directions for the Experiment 
 

1. This questionnaire is important for valid data collection for this study. Please 
answer each question with care because every answer given by you will have a 
significant impact on the integrity of the result from the data analysis. 

  
2. You will be presented a short questionnaire once you are done with the clicking 

on the Google search page. It will only take a few minutes to fill out. Please read 
every question carefully, be patient and exercise extreme care in writing down 
your answers to the questionnaire.  
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Appendix B-3: Sample Questionnaire 
 

Thank you for participating in this study. Please read each question carefully before 
proceeding.  
 
The purpose of this study is to measure your involvement in search engine usage and 
your brand familiarity degree of each of the brand presented in the previous Google 
search page.  
 
(Demographic Questions) 
 
1. What is your gender?  
 

 Male 
 Female 

 
2. How old are you? 

 
Type in your age ________________ 
 
 

(Search Engine Usage Frequency Questions) 
 
1. How often do you use search engines (all search engine including Baidu, Google, 

Yahoo, etc. combined) 
 

Type in your average  weekly or  daily usage number _____________ 
 

 
2. How often do you use Google? 
 

Type in your average  weekly or  daily usage number _____________ 
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(Brand Familiarity Questions) 
 
1. Please indicate whether you are familiar (heard of or aware of or remember) or 

unfamiliar (never heard of, not awareness of or do not remember) the following brand 
names: 

 
Familiar   Unfamiliar 

 
a)  一千零一夜鲜花        

www.1001flower.com 
 
b) 5288 鲜花店         
  www.5288.com 
 
c)  中国网络花店        
  www.chinagift.com 
 
d) 太阳河鲜花店        
     www.flower666.com 
 
e) 心怡鲜花网         
     www.xy1188.com 
 
f) 思静鲜花网         
     www.sjflower.com.cn 
 
g)  蝶恋花鲜花礼品网        
     www.dianlian.com 
 
h) 今日鲜花网         
     www.flowertoday.com 
 
 
You are done. Thank you for your participation and patience.  
 
 

 

 



 

73 

BIBLIOGRAPHY 
 
Alba, Joseph W. and J. Wesley Hutchinson (1987), "Dimensions of Consumer 

Expertise," Journal of Consumer Research, 13 (March), 411-454. 
 
Ambler, Tim, Hollier, E. Ann (2004), “The Waste in Advertising Is the Part That 

Works.” Journal of Advertising Research, Vol. 44, Issue 4. 
 
Anderson, Cherl L. (1996), “TV Commercials on the Super Bowl.” Paper Presented to 

the American Academic of Advertising, Vancouver, British Columbia. 
 
Baker, William, Hutchinson, J. Wesley, Moore, Danny and Nedungadi, Prakash (1986), 

“Brand Familiarity And Advertising: Effects on the Evoked Set And Brand 

Preference.” Advances in Consumer Research, Vol. 13 Issue 1, p637-642, 6p. 
 
Bakos, J. Yannis (1997), “Reducing Buyer Search Costs: Implications for Electronic 

Marketplaces,” Management Science, 43 (12), 1676-92. 
 
Benway, J.P. (1998) "Banner blindness: The irony of attention grabbing on the World 

Wide Web". Proceedings of the Human Factors and Ergonomics Society 42nd 

Annual Meeting, 1, 463-467. 
 
Benway, Panero and Lane, M, “Banner Blindness: Web Searchers Often Miss „Obvious‟ 

Links.” Retrieved from http://gui-back.tiscali.com/downloads/researches/03-
Banner_Blindness.doc, January, 2007.  

 
Bettman, J.R. and C. W. Park (1980), “Effects of Prior Knowledge and Experience and 

Phase of the Choice Process on Consumer Decision Processes: A Protocal 
Analysis”, Journal of Consumer Research, 7, 234-248.  

 
Biswas, Abhijit. (1992), “The moderating Role of Brand Familiarity in Reference Price 

Perceptions,” Journal of Business Research, 15, 251-262.  
 
Brennan, Ian, Babin, Laurie. (2004), “Brand Placement Recognition: The Influence of 

Presentation Mode and Brand Familiarity.” Journal of Promotion Management, 
Vol. 10 Issue 1/2, p185-202, 18p. 

 
Briggs, R., & Hollis, N. (1997). “Advertising on the Web: Is there response before click-

through?” Journal of Advertising Research, 37(2), 33-45. 
 
Brown, Kathy (1988), “Finding the Right “Pod” Position.” AdWeek, June 20, 1988. 
 
Brown, Tom J., and Michael, L. Rothschild (1993), “Reassessing the Impact of 

Television Advertising Clutter.” Journal of Consumer Research 20, 1, 138046. 
 

http://gui-back.tiscali.com/downloads/researches/03-Banner_Blindness.doc
http://gui-back.tiscali.com/downloads/researches/03-Banner_Blindness.doc


 

74 

 
 
Brunel, F. and Nelson (2003) M. “Message Order Effects and Gender Differences in 

Advertising Persuasion.” Journal of Advertising Research 43, 3, 330-341. 
 
Bruner, Gordon C., II and Anand Kumar (2000), "Web Commercials and Advertising 

Hierarchy-of-Effects," Journal of Advertising Research, 40 (1/2), 35-42. 
 
Cacippo, J., and Petty. R. (1979), “Effects of Message Repetition and Position on 

Cognitive Response, Recall, and Persuasion.” Journal of Personality and Social 

Psychology, 37, 97-109.  
 
Carlson, John A. and Robert J. Gieseke (1983), “Price Search in a Product Market.” 

Journal of Consumer Research, 357-365.  
 
 
Chandon, Pierre, Wansink, Brian and Laurent, Gilles (2000), “A Benefit Congruency 

Framework of Sales Promotion Effectiveness.” Journal of Marketing, Vol 63, 65-
81.  

 
Coates, Sarah, Butler, Laurie and Berry, Dianne (2004), “Implicit Memory: A Prime 

Example for Brand Consideration and Choice.” Applied Cognitive Psychology, 18, 
1195-1211.  

 
Dahlen, M. (2002), “Learning the Web: Internet experience and response to Web 

Marketing in Sweden. Journal of Interactive Advertising, 3 (1). Retrieved from 
http://jiad.org  http://www.jiad.org/vol3/no1/dahlen/index.htm#User, January 
2007. 

 
Degeratu, Alexandru M., Rangaswamy, Arvind and Wu, Jianan (1999), “Consumer 

Choice Behavior in Online and Traditional Supermarkets: The Effects of Brand 
Name, Price & Other Search Attributes.” eBusiness Research Center Working 

Paper, The Smeal College of Business, Penn State University, PA.   
 
 
Della Bita, Albert J., Monroe, Kent B., and McGinnis, John M. (1981), “Consumer 

Perceptions of Comparative Price Advertisements.” Journal of Marketing 

Research, Vol 18, 416-27. 
 
 
Diamond, William D. (1992), “Just What is a „Dollar‟s Worth?‟ Consumer Reactions to 

Price Discounting vs. Extra Product Promotions,” Journal of Retailing, 68 (3), 
254-270. 

 
Dickson, Peter and Alan G. Sawyer (1990), “The Price Knowledge and Search for 

Supermarket Shoppers.” Journal of Marketing, 42-53.  

http://jiad.org/
http://www.jiad.org/vol3/no1/dahlen/index.htm#User


 

75 

 
Dodds, W.B. and Monroe, K.B. (1985), “The effect of brand and price information on 

subjective product evaluations”, in Hirschman, E.C. and Holbrook, M.B. (Eds), 

Advances in Consumer Research, Vol. 12, Association for Consumer Research, 
Provo, UT, pp. 85-90. 

 
Dreze, Xavier and Zufryden, Fred (1998), “Is Internet Advertising Ready For Prime 

Time?”  
 
Duffy, B. (2003), “Response Order Effects – How Do People Read?” International 

Journal of Market Research 45, 4, 457-466. 
 
Ehrenberg Andrew C, Hammond, Kathy and Goohardt, Gerald (1994). “The after-effects 

of price-related consumer promotions.” Journal of Advertising Research, 34, 11-
21. 

 
Gershbert, F.(1994),  “Serial Position Effects in Implicit and Explicit Tests of Memory.” 

Journal of Experimental Psychology 20, 6, 1370. 
 
Greene, R.L. “Sources of Recency Effects in Free Recall.” Psychological Bulletin Vol.99, 

Issue 12. 
 
Grewal, D., and Marmorstein, Howard (1994), “ Market Price Variation, Perceived Price 

Variation, and Consumers‟ Price Search Decision for Durable Goods.” Journal of 

Consumer Research, 453-460.  
 
Grewal, D., Monroe, K.B. and Krishnan, R. (1996), “The Effects of Price-Comparison 

Advertising on Buyers‟ Perceptions of Acquisition Value and Transaction Value.” 

Working Paper, Report No. 96-103, Marketing Science Institute.  
 
Gurhan-Canli, Z. (2003), “The Effect of Expected Variability of Product Quality and 

Attribute Uniqueness on Family Brand Evaluations.” Journal of Consumer 

Research 30, 1, 105-114. 
 
Ha, Hong Youl (2005), “Effects of Consumer Perceptions of Brand Experience on the 

Web: Brand Familiarity, Satisfaction and Brand Trust.” Journal of Consumer 

Behavior Vol. 4, 6, 438-452. 
 
Haig, M. (1994), “The Great Search Engine Debate.” Marketing Week 24, 42 (2001): 47  

Haugtvedt, C. & Wegener, D. “Message Order Effects in Persuasion: An Attitude 

Strength Perspective.” Journal of Consumer Research 21, 1, 205. 
 
Hedger, J. (2005), “Search Dominates New Advertising Spending.”, Retrieved from 

http://www.searchengineguide.com/hedger/004624.html, January 2007. 
 
 

http://www.searchengineguide.com/hedger/004624.html


 

76 

Hornik, Jacob (1980), “Quantitative Analysis of Visual Perception of Printed 

Advertisements.” Journal of Advertising Research, 20 (6), 41-48.  
 
Hotchkiss, Gord (2006), “Eye Tracking Report: Google, MSN and Yahoo! Compared.” 

Enquiro.  
 
Hoyer, Wayne D., and Steven P. Brown (1990), “Effects of Brand Awareness on Choice 

for  Common, Repeated Purchase Product,” Journal of Consumer Research, 17 
(September4), 141-148.  

 
Hsu, Chung0kue and Ben S. Liu (1998), “ The Role of Mood in Price Promotions.” 

Journal of Product & Brand Management, Vol. 7, 2, 150-160.  
 
Hynes, N. “Search Engine Advertising Hits the Target.” Marketing Week 27, 37 (2004): 

30. 
 
IAB. (2006), “Internet Advertising Revenues Estimated to Exceed $12.5 Billion for Full 

Year 2005.” Retrieved from www.iab.net, January 2007. 
 
Izawa, C. (1981), “Order Learning and Item Presentation Method.” Journal of General 

Psychology 101, 1, 45. 
 
Kalra, Ajay and Ronald C. Goodstein (1988), “The Impact of Advertising Positioning 

Strategies on Consumer Price Sensitivity.” Journal of Marketing Research, Vol. 
35, 210-224.  

 
Kaul, Anil and Dick R. Wittink (1995), “ Empirical Generalizations About the Impact of 

Advertising on Price Sensitivity and Price.” Marketing Science, 14 (2, Part 2), 
G151-G160.  

 
Kelly, Kathleen J. and Robert F. Hoel (1991), “The Impact of Size, Color, and Copy 

Quantity on Yellow Pages Advertising Effectiveness.” Journal of Small Business 

Management (October), 29 (4), 64-71.  
 
Kent, Robert J. (1993) “Competitive versus Noncompetitive Clutter in Television 

Advertising.” Journal of Advertising Research 33, 2, 40-46. 
 
Kent, Robert J. (1995) “Competitive Clutter in Network Television Advertising.” Journal 

of Advertising Research 35, 1, 49-47.  
 
Kent, Robert J., and Christ T. Allen (1994) “Competitive Interference in Consumer 

Memory for Advertising: The Role of Brand Familiarity.” Journal of Marketing 
58, 3, 97-105.  

 

http://www.iab.net/


 

77 

Kent, Robert J., and Karen, A. Machleit (1992) “The Effects of Postexposure Test 

Expectation in Advertising Experiments Utilizing Recall and Recognition 
Measures.” Marketing Letter 3, 1, 17-26.  

 
Lana, R. (1963), “Interest, Media, and Order Effects in Persuasive Communications.” 

Journal of Psychology 56, 1, 9-13. 
 
Larkin, J. H., J. McDermott, D. P. Simon, and H. A. Simon (1980), "Models of 

Competence in Solving Physics Problems," Cognitive Science, 4 (4), 317-345. 
 
Laroche, Michel, Kim, Chankon & Zhou, Lianxi. (1996), “Brand Familiarity and 

Confidence as Determinants of Purchase Intention: An Empirical Test in a 
Multiple Brand Context.” Journal of Business Research, Oct96, Vol. 37 Issue 2, 
p115-120, 6p. 

 
Lazonder, Ard W., Harm J. A. Biemans, and Iwan G. J. H. Wopereis (2000), 

"Differences between Novice and Experienced Users in Searching Information on 
the World Wide Web," Journal of the American Society for Information Science, 
51 (6), 576-581.  

 
Lee, Ho Guen (1998), “Do Electronic Marketplace Lower the Price of Goods?” 

Communications of the ACM, 41 (1), 78-85.  
 
Lichtenstein, D., Bloch, P. and Black, W. (1988), “Correlates of Price Acceptability.” 

Journal of Consumer Research, 15, 243-252.  
 
Lichtenstein, Donald R., Nancy M. Ridgway, and Richard G. Netemeyer (1993), “ Price 

Perception and Consumer Shopping Behavior: A Field Study.” Journal of 

Marketing Research, 30 (May), 234-45.  
 
Lohse, Gerald L. (1997), “Consumer Eye Movement Patterns on Yellow Pages 

Advertising.” Journal of Advertising, Vol. 26, 1. 
 
Luchins, A. & Luchins, E. “Primacy Effects and The Nature of The Communications: 

Movie Pictures.” Journal of General Psychology 110, 1 (1984): 11-12.  
 
Lutz, Kathy A. and Richard J. Lutz (1977), “Effect of Interactive Imagery on Learning: 

Application to Advertising.” Journal of Applied Psychology, 62 (4), 4930498.  
 
Maddox, K. “Search Advertising Leads Online Growth.” B to B 89 5 (2004): 17. 
 
Meeker, M., Pitz, B., Fitzgerald, B., Dorr, B. & Srinivasan, R. (2004), “Online Search 

Advertising.” Retrieved from www.morganstanley.com, January 2007. 
 

http://www.morganstanley.com/


 

78 

Maheswaran, Durairaj and Brian Sternthal (1990), "The Effects of Knowledge, 
Motivation and Type of Message on Ad Processing and Product Judgments," 
Journal of Consumer Research, 17 (June), 66-73. 

 
Mano, Haim and Richard L. Oliver (1993), “Assessing the Dimensionality and Structure 

of the Consumption Experience: Evaluation, Feelign, and Satisfaction.” Journal 

of Consumer Research, 20, 451-66.  
 
Mela, Carl F., Sunil Gupta, and Donald R. Lehmann (1997), “The Long-Term Impact of 

Promotion and Advertising on Consumer Brand Choice.” Journal of Marketing 

Research, 34, 248-61. 
 
Monroe, Kent B. (1973), “Buyers Subjective Perceptions of Price.” Journal of Marketing 

Research, 10 (February), 70-80.  
 
Murphy, Jamie, Hofacker, Charles and Mizerski, Richard (2006), “Primacy And Recency 

Effects on Clicking Behavior.” Journal of Computer-Mediated Communication, 
Vol 11, Issue 2. 

 
Neath, Ian (1996), “Distinctiveness and Very Short-Term Serial Position Effects.” 

Psychology Press. 
 
Neath, I. (1993a), “Contextual and Distinctive Processes And the Serial Position 

Function.” Journal of Memory & Language, 32, 820-840. 
 
Neath, I. (1993b), Distinctiveness and Serial Position Effects in Recognition.” Memory & 

Cognition, 21, 6890698. 
 
Neath, I., and Crowder, R. G. (1990), “Schedules of Presentation and Temporal 

Distinctiveness in Human Memory.” Journal of Experimental Psychology: 

Learning, Memory & Cognition, 16, 316-327.  
 
Neath, I., and Knoedler, A. J. (1994), “Distinctiveness & Serial Position Effects In 

Recognition and Sentence Processing.” Journal of Memory and Language, 33, 
776-795.  

 
Ohanian, R. & Cunningham, I. (1987), “Application of Primacy-Recency in Comparative 

Advertising.” Current Issues & Research in Advertising 10, 1, 99 
 
Pagendarm, Magnus and Schaumburg, Heike (2001), “Why Are Users Banner-Blind? 

The Impact of Navigation Style on the Perception of Web Banners.” Center for 

Media Research, Freie University Berlin. Retrieved from 
http://jodi.tamu.edu/Articles/v02/i01/Pagendarm, January 2007.  

 

http://jodi.tamu.edu/Articles/v02/i01/Pagendarm


 

79 

Peterson, Robert A., Sridhar Balasubramanian and Bart J. Bronnenberg (1997), 
“Exploring the Implications of Internet for Consumer Marketing.” Journal of 

Academy of Marketing Science, 25 (4), 329-346.  
 
Pieters, R. & Bijmolt, T. (1997), “Consumer Memory for Television Advertising: A Field 

Study of Duration, Serial Position, and…” Journal of Consumer Research 23, 4, 
362. 

 
Ratchford, Brian T. (1982), “Cost-Benefit Models for Explaining Consumer Choice and 

Information-Searching Behavior.” Management Science, 28 (February), 197-212. 
 
Richardson, C. (2005), “Paid Search Advertising Forecast to Reach $5.6 Billion in 2005.” 

Retrieved from http://www.ecommnewz.com/2005/0613.html, January 2007. 
 
Robert J. Kent, Christ T. Allen. (1994), “Competitive Interface Effects in Consumer 

Memory for Advertising: The Role of Brand Familiarity.” Journal of Marketing, 
Vol. 58, No. 3, PP. 97-105. 

 
Schindler, Pamela S. (1986), “Color and Contrast in Magazine Advertising.” Psychology 

and Marketing (Summer), 3, 69-78.  
 
Schultz, Don E. (1989), “Add Value to the Product and the Brand," Marketing News, 23 

(October 23), 13. 
 
Schultz, D. Robbinson, W and Petrison, L (1998), “Sales promotion essentials: The 10 

basic sales promotion techniques… and how to use them.” 3
rd ed. Chicago: NTC 

Business Books.  
 
Sekely, W. (1994), “The Effect of Response Position on Trade Magazine Readership And 

Usage.” Journal of Advertising Research 34, 6, 53-60. 
 
Shanker, Venkatesh, Rangaswamy, Arvined and Pusateri, Michael (1999), “The Online 

Medium and Customer Price Sensitivity.” eBusiness Research Center Working 

Paper 04-1999. 
 
Siddall, D. (2005), “WPP Aims to Benefit From Moving Search Engine Marketing In-

House.” Media Questions & Answers, 1. 
 
Singh, S. N., and Cole, C. A. (1993). “The Effects of Length, Content, and Repetition on 

Television Commercial Effectiveness.” Journal of Marketing Research, 30, 91-
104.  

 
Sundaram, D. D. and Webster, Cynthia (1999), “The Role of Brand Familiarity on the 

Impact of Word-of-Mouth Communications on Brand Evaluations.” Advances in 

Consumer Research Vol. 26. 
 

http://www.ecommnewz.com/2005/0613.html


 

80 

Terry, S. 2005), “Serial Position Effects in Recall of Television Commercials.” Journal 

of General Psychology 132, 2, 151-163. 
 
Unnava, R. & Burnkrant, R.(1994), “Effects of presentation order and communication 

modality on recall and attitude.” Journal of Consumer Research 21, 3, 481. 
 
Webb, Peter H. (1979), “Consumer Initial Processing in a Difficult Media Environment.” 

Journal of Consumer Research 6, 3, 225-36.  
  
Webb, Peter H., and Ray, M. (1979) “Effects of TV Clutter.” Journal of Advertising 

Research 19: 7-12. 
 
Wheatley, J. “Influence of Commercial's Length and Position.” Journal of Marketing 

Research 5, 2 (1968): 199-202. 
 
Whipple, T. & McManamon, M. (1992), “Primacy Order Effects in the Measurement of 

Trade Magazine Receipt and Readership.” Journal of Advertising Research 32, 5, 
24-29. 

 
Wright, P. L. (1974). “On the Direct Monitoring of Cognitive Response to Advertising.” 

In G. Hughes and M. Ray (Eds.), Buyer/Consumer Information Processing. 
Chapel Hill: The University of North Carolina Press. 

 
Zhao, Xinshu (1997), “Clutter and Serial Order Redefined and Retested.” Journal of 

Advertising Research, October. 

http://web34.epnet.com.content.lib.utexas.edu:2048/citation.asp?tb=1&_ug=sid+10591A11%2D7967%2D474B%2D9D05%2DE99654D02598%40sessionmgr6+fic+0+dbs+buh+143E&_us=sel+False+frn+41+hd+False+hs+True+cst+0%3B1+or+Date+fh+False+ss+RF+sm+RB+sl+%2D1+mh+1+ri+KAAACB5C00074540+4FB7&_uso=hd+False+tg%5B0+%2D+st%5B0+%2DRA++%221844%22+db%5B0+%2Dbuh+op%5B0+%2D+C95C&fn=41&ffn=41&ran=6630173&rdb=buh&rb=y


 

81 

VITA 
 

Zhenghua Ye was born in Guangzhou, China in 1970, the daughter of Rong-sen Ye & 

Xin-yu Chen. After completing her B.A. in Foreign Language & Literature at Sun Yat-

Sen University, Guangzhou, China, in 1992, she joined J. Walter Thompson and spent the 

following years in the advertising industry. In 2000, she left her position as an associate 

account director at Euro RSCG to pursue joint master degrees in MBA & MA in 

advertising at the University of Texas at Austin. After earning both MBA & MA degrees 

in August 2002, she continued her study in the PhD program in the Advertising 

department at the University of Texas at Austin. 

 

 

Permanent Address: 15127 NE 24TH ST #58, Redmond, Washington 98052 

This dissertation was typed by the author.  

 


	CHAPTER I: INTRODUCTION
	1.1. Internet & Search Advertising
	1.2. Internet & Search Advertising in China
	1.3. Purpose of the Study
	1.4. Organization of the Study

	CHAPTER II: LITERATURE REVIEW
	2.1. Search Marketing and Search Advertising
	2.2. Ad Position as a Variable in Search Advertising Effectiveness
	2.2.1 The Theories of Primacy Effect & Recency Effect
	2.2.2 Position Effect in Persuasion Communication & Advertising
	2.2.3 Position Effects in Online Advertising

	2.3. Price Promotion Message as a Variable in Search Advertising Effectiveness
	2.3.1 The Theory of Perceived Value
	2.3.2 Price Promotion in Advertising
	2.3.3 Price Promotion in Internet Advertising

	2.4. User Experience as a Variable in Search Advertising Effectiveness
	2.4.1 The Theory of Visual Perception
	2.4.2 User Experience in Internet Advertising

	2.5. Brand Familiarity as a Variable in Search Advertising Effectiveness
	2.5.1 The Three Stages of Consumer Decision Making
	2.5.2. Brand Familiarity in Advertising
	2.5.3 Brand Familiarity in Internet Advertising

	3.1 Overview of Research Method
	3.2 The Use of Search Engine - Google
	3.3 Participant Recruiting & Experiment Procedure
	3.4 Independent Measures
	3.5 Dependent Measures

	CHAPTER IV: RESULTS
	4.1 Data Deduction
	4.2 Data Analysis
	4.2.1 Test Results of Hypothesis 1: Position Effects
	4.2.2 Test Results of Hypothesis 2: Price Promotion Effects
	4.2.3 Test Results of Hypothesis 3: User Experience Effects
	4.2.4 Test Results of Hypothesis 4: Brand Familiarity Effects


	CHAPTER V: DISCUSSION
	5.1 The Effect of Primacy on Search Advertising
	5.2 The Effect of Recency on Search Advertising
	5.3 The Effect of Price Promotion on Search Advertising
	5.4 The Effect of User Experience on Search Advertising
	5.5 The Effect of Brand Familiarity on Search Advertising

	CHAPTER IV: CONCLUSION & LIMITATIONS
	6.1. Conclusions & Contributions
	6.2 Limitations
	6.3 Contribution to Advertising Research
	6.4 Suggestions for Future Research

	APPENDIX A
	Appendix A-1: Example of Baidu with Only Ads in Search Result
	Appendix A-2: Experiment Control Group with Selected Ad Ranked 1st Position
	Appendix A-3: Experiment Group 2 with Selected Ad Ranked 2nd Position
	Appendix A-4: Experiment Group 3 with Selected Ad Ranked 3rd Position
	Appendix A-6: Experiment Group 5 with Selected Ad Ranked 5th Position
	Appendix A-7: Experiment Group 6 with Selected Ad Ranked 6th Position
	Appendix A-8: Experiment Group 7 with Selected Ad Ranked 7th Position
	Appendix A-9: Experiment Group 8 with Selected Ad Ranked 8th Position

	APPENDIX B
	Appendix B-1: Direction Given in the Experiment
	Appendix B-2: Questionnaire Directions for the Experiment
	Appendix B-3: Sample Questionnaire

	BIBLIOGRAPHY
	VITA

