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This thesis was based on the laboratory experiment approach that examines if banner
effectiveness depends on (1) accordance in content of banner and that of webpage (2) sound
embededness into the banner and (3) whether the banner is interactive. With sampling units of
120 who are undergraduates in the Faculty of Commerce and Accountancy at Chulalongkorn
University, they will be randomly assigned to different banners on a mobile website. The banner
effectiveness were measured using (1) the number of visitors clicking (Clicksthrough) on banner
and (2) brand awareness as perceived by samples.

The result was able to verify that (1) the number of visitors clicking on banners with
audio signal that explains the product’s attributes are statistically different from that on banners
with plain audio signal. (2) brand awareness on banners with audio signal that explains the
product’s attributes are statistically different from that on banners with plain audio signal. In
addition, the essence of accordance in content of ballner and that of webpage and whether the
banner is interactive are not significantly different on the number of visitors clicking on banner or
brand awareness.

Conceptually, this study would extend insight into the further examination. The online

advertisers will be focus on banner with audio signal that explains the product’s attributes.





