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Introduction to Digital Ads

Today’s digital age is very different than what it was when digital ads made their
debut in 1994. With more ways to target a specific group, it’s easier than ever 
to create digital ads that will convert more buyers for your business.

Curious about how digital ads work and how you can create the most effective
ads for your business? We’ll learn about a few different types of ads, their primary
function, and view their statistics.
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The Four Types of Digital Ads

These are ads that show up and fit in with the
websites you’re currently viewing. For example,
an ad for a furniture store that shows up on 
the home decor blog you’re reading. The ad 
is targeted to you because you have already
expressed interested in and may be looking 
for furniture-related items.

Native ads are viewed 53% more 
than banner ads.

1

These ads are targeted to the people who have
already visited your website. The buying process
can take months for some users, so you want to
make sure your business stays top of mind with
these potential customers. 

Retargeted users are 70% more 
likely to convert.

Best described as a simple ad, static or animated,
embedded into a web page that will take you to
another website once you click on it.

Just 19% of consumers would share a
banner ad compared to the 32% who
would share a native ad.

These align search queries with business goals (like
SEO with keywords) to reach audiences in real-time,
so your ad appears first in search results.

50% of people who click on ads are
more likely to make a purchase.

Native Ads 3 Retargeted Ads

2 Banner Ads 4 Ad Words
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A Brief History of Online Ads
Let’s take a look at where and how digital ads started

and how they can work for your company.

• The first digital ad was a banner ad 
on hotwired.com, bought by AT&T 
for $30,000 for a 3-month run. This 
ad garnered a 44% click-through rate

• Spaces on websites were sold to
advertisers similar to real estate; pay-
per-click had not yet been introduced 

• ROI tracking improves using DART
(Dynamic Advertising Reporting &
Targeting); DART tracks view count 
and clicks across multiple websites

• Paid search and pay-per-click are introduced
Google AdWords introduces Quality Score 
to determine search rankings, taking into
account click-through rates of ads

• Native ad content is promotional
and the format looks like regular
content on website 

• Display ads become more targeted; a
company called Webconnect helped clients
identify the websites consumers visited most

• Webconnect introduces a tool to cap number
of times ads are shown to specific users,
preventing banner fatigue 

• The popularity of pop-ups rises
quickly and then falls, as they
don’t translate to ROI

• Hyper-targeted digital ads allow
marketers to focus on social media
users such as Facebook ads

1994 1995 1996 1997 1992-
2002 2006 2010-

Present

Sources:
https://blog.hubspot.com/marketing/online-advertising
https://blog.hubspot.com/marketing/horrifying-display-advertising-stats
https://blog.hubspot.com/marketing/digital-strategy-guide
https://blog.hubspot.com/marketing/history-of-online-advertising
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Here are four best practices to keep in mind 
when creating digital ads: Two Key

Takeaways
1. When you align your

digital ads with your
overall marketing
goals, your result will
be more views, higher
click-through rates
and an increased ROI

2. Retargeting ads are
essential for higher
conversion rates

Create a buyer persona
Know who your ideal customer is and target your
ads to what they’re looking for.

Audit and plan each media campaign
When you combine the above methods, you’ll create
the most effective digital ad campaigns.

Identify your marketing goals
What are you looking to achieve through your ads?
Do you want to increase revenue? Generate more
leads? You’ll be more successful creating digital ads
when the end goal is clear.

Evaluate your existing digital assets
Owned assets are what your company has complete
control over such as your website, social media, blog,
etc. Earned assets come from exposure through
word of mouth, positive reviews, sharing on social
media, etc. Paid assets are your native ads and
sponsored search results.
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