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Case Study: Banner Ads
Decision making

LibQual and other surveys
Usability studies
Strategic planning

Measuring Website success
Call to action
Clickthrough
Landing page
Conversion rate

Discovery & Awareness
Banner Ads
Do they work?
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Decision Making
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Decision Making

• LibQual+ and other surveys
• Focus groups
• Usability studies
• Strategic planning
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Questions that Never Go Away

• How to build strategies that meet 
customers where they are and get them to 
good resources?

• How to promote independent use of the 
library that fits the customer’s lifestyle?
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Measuring Website Success
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Measuring Success

Basic Web Metrics
Call to Action
Clickthrough
Landing Page
Conversion Rate
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Definitions

Call to Action
A message that causes the visitor to do 

something

Examples:
• Explore a database
• Download an article
• Sign up for an interlibrary loan
• Renew materials online
• Recommend new book
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Call to Action

http://www.wmich.edu/library/_announcements/adclickscreencasts.php
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Definitions

Clickthrough
Happens when a visitor clicks an ad and ends 

up on a landing page

Landing Page
A web page that contains the Call to Action
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Landing Page
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Definitions

Conversion
– Any successful outcome of visiting the library website
– Also answers “What’s my website for?”

Examples:
• Explore a database
• Download an article
• Sign up for an interlibrary loan
• Renew materials online
• Recommend new book
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Definitions

Conversion Rate
Ratio of how many patrons visited your site and actually 

did something you wanted them to do
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Calculating Conversion Rate
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Discovery & Awareness
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Banner Ads Promote

• Public service
• Resources & services

Print & E-content
Library instruction/Screencasts
Events/News
Online material renewals, ILL etc.

• Conversion/Website success
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Online Renewals
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Online Renewal Landing Page
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Online Renewals
Total renewal ads clicked in 2006  
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Online Renewals
Conversion Rate for 2006  
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Online Renewals
Online Renewals
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Walk-up Renewals
Walk Up Renewals
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Online vs Walk-up Renewals
Percentage of Online Renewals
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New Book Recommendations
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New Book Landing Page
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New Book Recommendations
New Book Recommendations
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New Book Conversion Rates
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New DVD Recommendations
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New DVD Landing Page
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New DVD Recommendations
DVD-Videotape Recommendations
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New DVD Conversion Rates



32

2007 Banner Ads



33

Featured Databases
January 2007
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Landing Page



35

Does it work?
January 2007
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Featured Databases
February 2007

http://www.wmich.edu/library/_announcements/adclickmorningstar.php
http://www.wmich.edu/library/_announcements/adclickfactsearch.php
http://www.wmich.edu/library/_announcements/adclickbooks24x7.php
http://www.wmich.edu/library/_announcements/adclickbiographiesplus.php
http://www.wmich.edu/library/_announcements/adclickcompendex.php
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Landing Page
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Does it work?
February 2007
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Further Research

• Testing campaigns for best effect
• What happens when the ad goes away?
• How can web and e-resource librarians 

better collect web metrics?
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Contact Information

Michael Whang
Head, Web & Internet Services

Western Michigan University Libraries
michael.whang@wmich.edu
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