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Because of its features, the advertising through banners on the Internet has been
very popular to advertise products and services but many of researchers are still examining
features of banners, including contents to attract visitors that would finally lead to increasing
numbers of clickthrough on banners.

The purposes of this study are to investigate effects of (1) banner‘é appearance, (2) a
persuasion technique on banners and (3) accordance in contents between banner and
webpage on banner effectiveness using a quasi-experiment. The results confirm that the
banner's appearance significantly affected the clickthrough on banners at the 0.05
statistically significance level. However, neither of effect of the persuasion technique nor that
of the accordance in contents on the numbers of clickthrough was significant.The theoretical

and practical contributions were discussed.





