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It makes sense to cover a range of ad sizes to 
increase your chances of filling available ad 
spaces. 

However, to guarantee that your advertising 
campaigns perform as well as possible, make 
sure to include those sizes that have proven 
most effective. 

The most successful and popular banner sizes 
on the Google Display Network are: 

• 300 × 600px - Half Page 

• 336 x 280px - Large Rectangle 

• 300 × 250px - Medium Rectangle 

• 728 × 90px - Leaderboard

1. Use Effective Banner Sizes
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When it comes to the layout of your ad, stick to a clear design structure and prioritise them in a logical order. 
Each banner ad design should consist of four parts (which we will clarify further on the next pages): 

1. Your company logo and name 

2. Your value proposition 

3. An image or visual representation of your service or product 

4. A clear call to action button

2. Follow a Clear Structure
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3. Include Your Company Logo
Your company logo should be included to build brand awareness, consistency and trust. You would typically 
include your logo at the top or bottom of an ad. 

If your brand is well-known to your target audience or if brand-building is the goal of your ad campaign, feel 
free to make your logo the centrepiece of your ad. Otherwise, make sure that your logo is not as dominant as 
your ad’s other elements, such as the value proposition and the call to action.



The value proposition showcases your service or product. You can highlight your products/services with 
attractive offers, great prices or fantastic results. 

The value proposition should take up the most space and be the first thing that your ad viewers see.

4. Have an Irresistible & Simple Value Proposition...
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4.a …and Stick to One
It can be tempting to squeeze a whole lot of additional information into your ad. But I can’t overstate the 
importance of sticking to one message, and keeping it simple. There is no need to be exceedingly clever, in 
fact, simple messages have proven to be far more effective. 
The hard truth is, the vast majority of the time, your audience will see your ad alongside a sea of other content. 
They will not spend 3 minutes reading it, most likely not even 3 seconds. 

Instead of trying to promote your business, try and solve your target customer’s problem. 
Put yourself in your customers’ shoes: What are they struggling with? What are you offering that solves their 
problems? Then seal the deal with an attractive value proposition. 

So ask yourself: “What is the one thing people need to know?”



Images say more than words:  
You certainly know the image of your ad needs to attract the viewers - but it also has to be relevant to the ad 
and your brand.

5. Use a Representative and On-Brand Image
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Keep it clean: 
Make sure your image doesn’t obscure other elements of the ad, 
leaving it difficult to understand. 

Photographs of happy people: 
Humans are drawn to other human faces, especially happy ones. 
If you’re using human photographs, your ad will have a larger 
impact if the people are smiling. 
Bonus points if they’re looking right at the viewers! 

You don’t have to use photos: 
In fact, custom graphics can work very well. If you think graphical 
imagery will work for you ad, go for it.



Too many advertisers fail to include this crucial element of an ad. So the first rule of call-to-actions is: make sure 
that your ad has a call-to-action. 

The call-to-action (or CTA) is the button or text that invites a user to click, such as “Learn more” or ‘”Get started”. 

• Make the call-to-action button distinct and easily recognisable. It should be shaped as a rectangle 
(optionally with rounded edges depending on the ad style). 

• Don’t make the call to action button too small to notice or too big compared to the other parts of the ad. 
• The call-to-action text should be easily readable, so pay attention to the font, font size and colour. 
• Create a sense of urgency by using words such as “Today”, “Now” etc. 
• Using CTAs like “Show me”, “Sign me up” can work better than “Click here” or “Sign up”. Usually the pronouns 

“You” and “Me” grab people’s attention more easily.

6. Have a (Distinct) Call-to-Action
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An ad can be a great and tempting opportunity to try out different brand personas, particularly if they’re based 
on your target audience’s preferences. 
However, if a viewer clicks on an ad that screams sleek and modern, and ends up on a landing page straight out 
of 1995, you will waste good advertising money. You may have succeeded in driving traffic to your website, but 
there is little point if the users don’t stick around to take action. 

Make sure the ad matches your branding and the landing page, so potential customers don’t get confused 
or feel tricked. Take care to not only match the design but also the content of your ads. 

For example, if your ad promises a free trial, the landing page should feature the trial registration without 
requiring the user to go on a hunt for it. 

Landing pages that directly relate to ad campaigns can often involve additional work. You will either need to 
match ads to imagery on the related page, or vice versa.

7. Be Consistent With Your Brand
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When creating your ad it’s important to consider what types of emotions you want to evoke in your viewers. 

Colour will be the first thing a user notices in your ad - and every colour has a different association in 
different countries, cultures and individuals. In order to choose the right colours, ensure you understand 
your target demographic. 

For example: 
Women prefer blue, purple and green, and often don’t like grey, orange and brown. 
Men prefer blue, green, and black, and typically don’t like purple, orange and brown. 

On the next page you will find a list of colours and the emotions they typically evoke in a Western audience. 

Here is a fantastic article on colours and conversions, with a lively discussion around the topic.

8. Choose the Right Colours
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https://blog.kissmetrics.com/psychology-of-color-and-conversions/


Red: Passion, anger, excitement, love. Red is attractive to most, but should be used in moderation. 

Orange: Playfulness, invigorating feelings. Not as overpowering as red, orange still stands apart and exudes 
energy; good for CTA buttons, however can also be associated with cheap and discount products. 

Yellow: Cheer, sunshine, friendliness, also warning, anxiety. Yellow is eye-catching and can be friendly, however 
should be used in small doses. 

Green: Health, freshness, wealth, the environment, growth, nurturing, new beginnings. Green is also typically an 
attractive colour for all genders. 

Blue: Safety, trust, clarity, maturity, serenity, intellect, formality, refreshment, coldness, masculinity. Blue 
appears in more than half of all logos, and the majority of online banking sites are kept in blue. 

Purple: Luxury, royalty, extravagance, wisdom, magic, femininity, and creativity. Can result in lower conversion 
rates. 

Pink: Love, sweetness, femininity, youth, and babies. Pink is typically associated with all things feminine. 

Black: Exclusivity, mystery, modernity, power, prestige, luxury, and formality. When used correctly, black can 
communicate glamour, sophistication, exclusivity. 

White: Purity, cleanliness, modernity, sterility, simplicity, honesty, and innocence. Most well-designed websites 
and ads use plenty of white space to create a sense of freedom, spaciousness, and breathability.

8. Choose the Right Colours: Colour Associations
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Effective banner ads have a clearly defined border, as people’s eyes are naturally drawn to a subject inside a 
frame. The aim is to make your ad stand out from the usual interface and design of the web pages on which 
your ads are shown. 

It is therefore best practice to put a 1 pixel grey or black border around your ad. 

In fact, most ad networks such as Google or AdRoll require many ads to have a border to distinguish them from 

normal website content. Google states that “creatives with partially black or white backgrounds must have a 
visible border of a contrasting color”.

9. Frame Your Ad
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10. Always Keep Testing
To find the most effective web banners for your business, you will always have to keep testing. 

The easiest way to test for a winner: take two different banners and measure their effectiveness in an equally 
divided A/B test. Once you have sufficient data, use the effective banner and stop the other one. Then go and 
create a new ad that you can test against your winner. 

Remember, small changes like changing your CTA text or colour can make a huge difference, so keep testing! 



I deliver performance-oriented PPC advertising strategies, PPC 
management and PPC training. 
 
I'm passionate about helping business grow online, and love being able to 
deliver fast results through high-performing PPC campaigns.

About Eva
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My services cover all major ad networks and types: 
from Search Engine Advertising & Social Media Advertising to Mobile App Advertising and 
Retargeting Campaigns. 

No run-of-the-mill. No one-approach-fits-all. 
Your business deserves a dedicated and intelligent approach that follows precisely defined goals. 

If you’re ready to work with someone who simply delivers just as outstanding results as your 
business deserves, then let’s get in touch.

YES, I WANT TO CHAT WITH YOU >>

PPC Advertising & Training








