Ea—wovAv%72—2X T71—1
(1998. 3. 13)

4 Y5 =%y MEEHRICL—FH
M5 % BB AHR

B %5 J/ARFE  RKE EFBA
{kouji, akira, sakamoto}@slab.ntt.co.jp
NTTY7 MYz THREERT

B = 7% RERGE LTRIZDENHITVE, ENESHT, "2 7TEEORET
HBENF-RECELT, EEDREBHD 5 HECHETIHEI L o2 L ENTWD, 22
TEHSNTWV 20, LEORAFTELELBHEOLELFNERTH L, FROHIIME
T TI39FORY %2 v 7T 55802 —-FITEICHTAERM, LHEDRIC5 208
Brf<b2ZLIBEETHS,

FITHFFRTIIHERELED THEBERZITV., 2—FD XD & 5 LTEHLEESHRICEE
2EZBDOPICOVTHRR, TR, GEHLAZ320ERD I b 2 oKt IcEELE
BrHoZ L HErDd LN,

Internet Advertising Effectiveness Study from a User Behavioral Viewpoint

Kouji Kishi, Akira Sakamoto, Yasuhisa Sakamoto
{kouij, akira, sakamoto}@slab.ntt.co.jp .
NTT Software Laboratories

Recently many firms get to consider WWW as media for advertising. Several studies on
improving effectiveness of banner advertising, the most popular type of WWW ads, have
been done.

However, most of studies deal with creative factors, such as expression of them or
placement of them on a WWW page, from an advertiser's viewpoint We think it is also
1mportant to focus on user behavmr, such as pushing the button of a web browser, from a
user's viewpoint.

So we investigated an influence on ad effects by user Behavior through close observations

on panels. As a result we found that two factors in user behavior affected advernsmg

effectiveness.
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