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The subject of this study was the behavior of Internet users in viewing
and using website banner advertising, particularly focused on users’
recognition of the components of those banners. The sample group consisted
of 50 students enrolled in the Nakhon Pathom Vocational College. Data
reduction and statistical analysis employed percentage and mean scores in
interpretation, with t-test and F-test used to compare differences. Pair
differences are determined using the least significant differences (LSD)
methodology.

The findings were that images in advertising banners have the greatest
effect on recognition; and that to achieve that recognition, images must be

graphic designs or photographs, in color, with brand names shown. The

sample group’s opinion is that a still image can create recognition as it clearly
conveys a message, but lacks liveliness and thus draws less attention, leading
to the conclusion that still images are the least conducive medium for
recognition. Moving images brought the highest degree of recognition among
the sample group members, drawing attention well and presenting more of the
essence of the advertising message, thus aiding recognition. Summing up, all
components of banner advertising play a part in viewer recognition to varying
degrees. Advertisers or advertising agencies should pay special attention to
each component so as to gain the highest degree of recognition possible in a
banner.

A study of other types of recognition cues should also be undertaken by
those developing website ads as well as those for other media more easily
accessed than the Internet, such as radio, television and newspapers, as
advertising is a medium with a high degree of conducive effect on consumers.
The result would be enhanced advertising content, both in terms of product
promotion and the ads themselves, making the message both more interesting

and more recognizable.





