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Abstract: 
New communication technologies are creating new challenges for the advertising industry. While 

digital and high definition television, e-mail, the World Wide Web, and other new technologies 

represent new possibilities for advertisers, there is little information available regarding how to 

take advantage of them. There are indications that applying traditional models, designed for media 

that provide users with a passive, impersonal experience, will be unsuccessful for the new 

interactive digital media. A growing body of research and theory on the concept of presence may 

provide a valuable framework for advertisers as they try to adapt to the changing media 

environment. This paper considers some of the ways advertising is evolving to incorporate 

interactive media and how work on presence can guide that evolution. 

 

Key Words: Advertising, Interactive Advertising, Good, Bad and Ugly Advertisement, Media in 

Advertising 

 

Introduction: 

 

Defining : Interactive advertising uses online or offline interactive media to communicate with 

consumers and to promote products, brands, services, and public service announcements, 
corporate or political groups. 

 

Interactive advertising objectives 

 

It is the mutual actions or interactions that enhance what Interactive Advertising is trying to 

achieve. But to understand how these help we must study the objectives of Interactive 

Advertising. The goals of interactive advertising are usually akin to the traditional objectives of 

advertising. This in turn means that many of the traditional elements of advertising impact and 

effectiveness remain relevant, even within the scope of interactive media. However, according to 

the Journal of Interactive Advertising 2001, interactive advertising also has some properties that 

expand the range of potential objectives and that facilitate the acquisition of traditional measures 

of advertising effectiveness. Interactive advertising also has the potential to lessen the 

consequential losses associated with poorly coordinated advertising, to reduce the difficulties 

commonly encountered in clearly communicating an advertising message and to help overcome 

new product hurdles, such as a consumer rejection. 
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Elements of interactive advertising 

 

There are many different facets to Interactive Advertising, including varying methods and types. 

Using many different types of cognitive tools and advert presentations, organizations can enhance 

the impact of their campaigns with this type of advertising. According to Thorson (1996), all 

advertisements can be classified into one of five basic categories, including: product/service, 

public service announcement, issue, corporate and political. Advert types also interact with the 

user's motives to influence outcomes, or consumer responses, reinforcing the need for Interactive 

Advertising as a means of persuading potential consumers and target audiences. 

 

Using the Internet as the main medium for Interactive Advertising to study the methods, types and 
outcomes, we can then sound out the different user or advertiser controlled aspects. 

 

User generated/controlled aspects 

 

Functions, Internet motives and mode are the main factors of user controlled aspects. In fact, a 

number of researchers and practitioners argue that consumers have more control on the Internet 
than do advertisers (Roehm & Haugtvedt, 1999). Some have gone so far as to argue that 

interactive marketing and advertising techniques will not work unless practitioners "step into the 
shoes" of and approach the Internet from the consumer's vantage point (Cross & Smith, 1997).  
Advertiser controlled aspects. Internet aspects that are under the control of the advertiser. Most of 

these variables include structural elements, such as ad types, formats and features. This does not 
mean that consumers never control the structure of the interactive ads. Banner Ads, pop-up ads, 

sponsorship, hyperlinks and non-carrier websites are examples of Advertiser controlled Interactive 
Advertising 

 

The Changing Nature of Advertising 

 

Traditionally advertising has been defined as "a form of controlled communication that attempts 

to persuade consumers, through use of a variety of strategies and appeals, to buy or use a 

particular product or service" (Defleur & Dennis, 1996, p. 564) and relatedly, "paid nonpersonal 

communication from an identified sponsor using mass media to persuade or influence an 

audience" (Wells, Burnett, & Moriarity, 1998, p. 13). But it is becoming abundantly clear that 

although the central goal of advertising is still the same - to persuade consumers to purchase a 

product or service - the media environment into which advertising is placed is changing, and as a 

result of this trend, the nature of advertising is changing as well. 

 

Many new channels of mass communication were developed during the latter part of the 20
th

 

century, exposing the public to an ever increasing number of mediated messages (Clocking 
Clutter, 2000; Fitzgerald, 1999; Lombard et al., 1997; Shales, 1994). Every day, citizens are faced 
with hundreds of advertising appeals delivered via television, magazines, newspapers, billboards, 
direct mail solicitation, e-mail spam, World Wide Web banners and pop-up boxes, and more. As a 
result of exposure to these messages, some argue that consumers have developed a more 
sophisticated understanding of the mass media and of advertising (Campbell, 2000). All of this 
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creates a greater challenge for advertisers, and all media producers, to attract attention, especially 
thoughtful attention, to their messages. 

 

In responding to this challenge much advertising has become more colorful, more vibrant, bigger, 

faster-paced, louder, and more obnoxious (in fact it is the "quiet" ad which stands out from the 

others because it is so rare). Although this trend has been associated with television advertising, 

the same thing seems to be happening on the World Wide Web (Geller, 2001). While the 

"aggressive, more is better" approach may succeed in the short run, it is likely to fail in the long 

term as consumers habituate to the new style and learn to ignore even the most aggressive 

messages (Elliot & Speck, 1998; Ha, 1996). A more promising approach takes advantage of new 

technological possibilities to provide a new kind of advertising experience, a customized and 

personalized one (Fitzgerald, 1999; Johnson, 2000). This goes beyond designing the content of 

messages to target specific demographic and psychographic groups. The notions of 

personalization and control, mentioned in the definitions of advertising above, are central to this 

new trend. The Internet and other interactive technologies make it possible to create ads that are 

not only more targeted, but more personal, in which advertising is an experience in which the 

consumer participates and is engaged. Thus, the model of advertising as communication that is 

nonpersonal and controlled exclusively by the sponsor seems to be evolving into one in which 

advertising is personal and interactive. 

 

Interactive advertising gives consumers more control by giving them a range of choices in their 

experience with product information. And it produces a sense that the communication is more 

personal than traditional media ads because it creates or simulates a one-on-one interaction. 

Johnson (2000) characterizes the future of consumer marketing this way: "Consumers, in 

receiving marketing messages or doing e-business, will expect to be treated as individuals, with 

their preferences catered to. Why would consumers or advertisers put up with the 'spam' of a 

network TV commercial or magazine ad when they can interact one-on-one?" 

 

Interactive Advertising: The Role of Presence 

 

It is widely assumed that interactivity can make advertising more effective (e.g., Johnson, 2000). 
However, little is known about why this should be the case, and thus how the characteristics of a 

medium or an ad within a medium should be designed to make advertising more effective.  
In whatever way interactivity is important, its effect depends on one or more intervening 
variables: 

 

Interactivity in a medium or ad Persuasion 

 

One thing interactivity is thought to increase is the sense of 'presence,' and presence is thought to 

lead to a variety of effects which include enjoyment and persuasion, primary goals of advertising. 

Therefore presence, and research and theory concerning presence, may serve as a useful guide to 
understanding and marshaling the use of interactivity in advertising to maximum effect. 

 

"Presence" is a shortened version of "telepresence," a term first used by Marvin Minsky (1980) to 
refer to teleoperation technology that provides the user with a "remote presence" in a different 
location via feedback systems that allow him/her to "see and feel what is happening" there. The 
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term was adapted and shortened when the journal Presence (MIT Press) was founded in 1992 to 

provide a forum for "current research and advanced ideas on teleoperators and virtual 

environments" (subscription request page, v. 2, no. 3). In an extensive 1997 literature review, 

Lombard and Ditton defined presence as "the perceptual illusion of nonmediation." Following an 

electronic discussion among an interdisciplinary group of scholars interested in presence and 

related phenomena in the spring of 2000, a detailed explication of the term was developed 

(Lombard, 2001a): Presence (a shortened version of the term "telepresence") is a psychological 

state or subjective perception in which even though part or all of an individual's current 

experience is generated by and/or filtered through human-made technology, part or all of the 

individual's perception fails to accurately acknowledge the role of the technology in the 

experience. Except in the most extreme cases, the individual can indicate correctly that s/he is 

using the technology, but at some level and to some degree, her/his perceptions overlook that 

knowledge and objects, events, entities, and environments are perceived as if the technology was 

not involved in the experience. Experience is defined as a person's observation of and/or 

interaction with objects, entities, and/or events in her/his environment; perception, the result of 

perceiving, is defined as a meaningful interpretation of experience. 

 

The explication goes on to identify several potential types or dimensions of presence, using the 
labels associated with them by different authors. 

 

"Spatial presence" (or "physical presence," "a sense of physical space," "perceptual immersion," 

"transportation, " or "a sense of being there") occurs when part or all of a person's perception fails 

to accurately acknowledge the role of technology that makes it appear that s/he is in a physical 

location and environment different from her/his actual location and environment in the physical 

world. For example, a variety of stimuli provided by a virtual reality system can cause the user to 

perceive that s/he is moving through and interacting with the environment created by the 

technology rather than the user's actual physical environment; the user may comment, "It seemed  
as if I was someplace else!" 

 

"Perceptual realism" (or "sensory presence," "naturalness," "ecological validity", or "tactile 

engagement") occurs when part or all of a person's perception fails to accurately acknowledge the 

role of technology that makes it appear that s/he is in a physical location and environment in 

which the sensory characteristics correspond to those of the physical world, i.e., s/he perceives 

that the objects, events, and/or people s/he encounters look, sound, smell, feel, etc. as they do or 

would in the physical world. Note that although technology-generated environments that look, 

sound, etc. the same as environments in the physical world are more likely to evoke this, and 

perhaps other, type(s) of presence, it is the perception that the sensory characteristics of the 

technology-generated environment and those of the physical world correspond that defines this 

type of presence rather than the actual correspondence of the characteristics. For example, 

because it provides large, high resolution, three-dimensional images and high fidelity, dimensional 

sound, a 3D IMAX film presentation can cause the viewer to perceive that s/he is in an 

environment that looks and sounds as the viewer believes it does or would in the physical world; 

the user may comment, "It seemed so real!" 

 

"Social realism" occurs when part or all of a person's perception fails to accurately acknowledge 

the role of technology that makes it appear that s/he is in a physical location and environment in 
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which the social characteristics correspond to those of the physical world, i.e., s/he perceives that 

the objects, events, and/or people s/he encounters do or could exist in the physical world. Again, 

although technology-generated environments in which objects, people, and events act as they do 

in the physical world are more likely to evoke this, and perhaps other, type(s) of presence, it is the 

perception that the social characteristics of the technology-generated environment and those of the 

physical world correspond that defines this type of presence rather than the actual correspondence 

of the characteristics. For example, aA well written, well acted, filmed version of events that have 

occurred in the physical world can lead the film viewer to perceive that s/he is in an environment 

in which objects, events, and people act and/or respond in the way(s) the viewer believes they did 

or would in the physical world; the user may comment, "It seemed so realistic!" 

 

"Engagement," (or "involvement," or "psychological immersion") occurs when part or all of a 

person's perception is directed toward objects, events, and/or people created by the technology, 

and away from objects, events, and/or people in the physical world. Note that the person's 

perception is not directed toward the technology itself but the objects, events and/or people the 

technology creates. For example, a virtual reality system, 3D IMAX film, or a well written and 

acted film can cause the user or viewer to devote all of her/his mental effort to processing the 

stimuli created by the technology and ignore stimuli (e.g., other people, equipment, furniture, etc.) 

in her/his actual physical environment; the user may comment, "It was so involving!" 

 

"Social presence" (distinct from social realism) occurs when part or all of a person's perception 

fails to accurately acknowledge the role of technology that makes it appear that s/he is 
communicating with one or more other people or entities. There are three distinct forms of social 

presence. 

 

"Social actor within the medium" and "parasocial interaction" occur when part or all of a 

person's perception fails to accurately acknowledge the role of technology in her/his perception 

that s/he is engaged in two-way communication with another person or people, or with an artificial 

entity (e.g., a computer "agent"), when the communication is in fact one-way, from the technology 

to the person without feedback from the person to the other entity(ies). For example, those who 

create and appear in television programs use a variety of techniques (e.g., direct address and 

sincerity) that can lead the viewer to feel that s/he is interacting with and/or in a "relationship" 

with the personalities and characters s/he encounters and the same techniques can be used by a 

computer "character"; the user may comment, "It seemed like we were  
interacting!" 

 

"Shared space (transportation)" occurs when part or all of a person's perception fails to 

accurately acknowledge the role of technology in her/his perception that the person or people with 

whom s/he is engaged in two-way communication is/are in the same physical location and 

environment when in fact they are in a different physical location. For example, advanced video-

conferencing systems can create for a user the illusion that s/he is in a face-to-face meeting in 

which all the participants are in the same room; the user may comment, "It felt like we were all  
together there!" 

 

"Medium as social actor" occurs when part or all of a person's perception fails to accurately 

acknowledge the role of technology in her/his perception that s/he is engaged in communication 
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with another entity when in fact the other entity is merely a technology or medium (e.g., 

computer, television, etc.). For example, the ability of a computer to interact with a user in real-

time, use human (rather than machine or technical) language, and fill a social role (e.g., bank teller 

or teacher) can lead even an experienced user to follow social norms (e.g., regarding gender 

stereotypes and third-party evaluations) that are usually reserved for human-human interaction; 

the user might not be aware of this phenomenon, but if s/he is, s/he may comment, "It seemed  
like a person!" 

 

Presence scholars are working to determine which of these dimensions of presence are valid and 
distinct, and to develop instruments, including paper-and-pencil questionnaires, to measure them 
(see Lombard, 2001b for a discussion). 

 

Among the many likely effects of presence are increases or decreases in physiological arousal, 

feelings of self-motion (vection), and motion sickness; enjoyment, empathy, connectedness 

(involvement, mutuality, engagement) with other people, and parasocial relationships; learning, 

improved task performance, and skill training; a number of different emotional responses; 

persuasion; and some potentially negative effects including psychological desensitization and 

distorted memory and social judgments.  
Several characteristics of a medium's form and content (as well as characteristics of the media 
user such as age, gender, prior experience with a medium, and willingness to suspend disbelief) 
are said to increase users' sense of presence: 

 

Medium form variables 
Interactivity  
Use of voice 

Number and consistency of sensory outputs 

Visual display characteristics 

Image quality or resolution 

Image size 

Proportion of visual field (combination of image size and viewing distance) 

Use of motion and color  
Dimensionality (e.g., 3D technologies such as IMAX, 3D borders on 
web graphics)  
Use of subjective camera techniques (e.g., direct address, point-of-view 
movement) Aural quality or fidelity  
Aural dimensionality (e.g., surround-sound) 

Volume level  
Output for other senses (e.g., smell, touch, movement) 

Obtrusiveness of medium  
Use of live (versus recorded or constructed) material 
Number of people/users 

 

Content variables 

 

Social realism 

Use of media conventions 
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Nature of task or activity 

 

While presence is often discussed in the context of advanced (or even experimental) media such 

as 3D IMAX films and virtual reality, it has also been shown to occur with traditional media 

available to advertisers today, such as standard broadcast television (e.g., Lombard, Reich, Grabe, 

Bracken, & Ditton, 2000) and personal computers (e.g., Nass, Moon, Fogg, Reeves, & Dryer, 

1995). Some of the critical cues that apparently lead to presence responses are available in these 

media, or could, with relative ease, be made available. A primary example is the World Wide 

Web: it provides interactivity cues, albeit at a primitive level, with text messages that thank the 

user for "visiting" a site, menus and indexes that allow the user to choose where to "click" and 

thus which links to follow and to control the pace of the experience. The use of direct address, by 

celebrities or animated characters (e.g., Jeeves on the Ask Jeeves web site (http://www.ask.com ) 

and the virtual newscaster Ananova (http://www.ananova.com ), carefully chosen language and 

other social cues (e.g., made available via voice and video), can help make consumers feel that an 

advertising appeal is personalized by giving them a connection with the product, company, 

company representatives, etc. 
 

 

The question of course is how to go about creating advertising for traditional, new, and emerging 

media to take advantage of their potential to evoke presence, and thus engagement, enjoyment, 

and persuasion. In Table 1, and in the discussion below, we describe how those who design 

advertising experiences for consumers might take advantage of the known and hypothesized 

connections between interactivity and presence, and between presence and persuasion. Note that 

there is considerable overlap in the characteristics of interactive advertising that are likely to 

evoke the different types of presence; the presentation that follows highlights those characteristics 

that serve to differentiate the types of presence. 

 

Table 1. Presence and Interactive Advertising 

Dimensions of Example of Content/Formal Interactivity 

Presence interactive Features  

 advertising   
    

Spatial Ad visually Point-of-view movement Number/Type of user Inputs: 

Presence represents an Language of Body movement 

"It seemed as if environment (e.g., transportation (e.g., Visual orientation 
I was someplace store, office, city "thanks for coming") Number/type of characteristics modified 

else!" street) for Text and audio only as it by user: 
 shopping/seeking relates to the Pace of movement determined by user 
 information about environment. Minimal Range in each characteristic 

 product use of editing/change of Wide view / Choices of movements/ 

  scene (not initiated by destinations/ 

  user) Speed/Minimize lag/Matching user 

   input/medium response 

   Joystick to move//Mouse movement/ 
    

Perceptual Visuals of products Photorealistic images. Number/type of user inputs: 

Realism that sound, feel, Use of "real" looking Haptic 

"It seemed so and/or look "real." people (rather than Smell 

real!"  animated Audio 
  representations). Number/type of characteristics modified 
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  Appropriate ambient by user:User can pick up/move/drop/use 

  sounds. objects 

  Image takes up entire Range in each characteristic: 

  screen. Texture of objectsVariety of 

   sounds/voices 

   Speed:/Minimize lag  vital)/Speedy 

   responses 

   Matching user input/medium response: 

   Forced feedback./Appropriate 

   audio/written output in response 
    

Social Realism Visuals of products Characters, products act Number/type of user inputs: 

"It seemed so that act/respond as we'd expect. Audio 

realistic!" (how "realistically"/ No outrageous claims Haptic/Number/type of characteristics 
people and believably. Consistent rules followed modified by user: 

objects act)  in the environment Range in each characteristic: 
  Appropriate responses to Type and volume of ambient 
  input. sound/Extensive vocabulary of speech 

  Varied responses. recognition system/Speed: 

   Minimize lag (vital)/Matching user 

   input/medium response: 

   Appropriate responses (vital) 
    

Engagement Web site including a Point-of-view movement Number/type of user inputs: 

"It was so virtual ride or tour Vibrant colors Visual 

involving!" of an environment Welcoming characters Audio 
 for the user. Stimulating music Haptic 
 Visually and/or  Smell//Number/type of characteristics 

 aurally appealing  modified by user:/Intensity of sound 

 banner ad.  Color and brightness/Range in each 

   characteristic/Large number of objects or 

   people to interact with. 

   Type and volume of audio 

   Variety of colors/Speed: 

   Fast-paced virtual environment. 
    

Social Presence Company mascot/ Friendly/informal Number/type of user inputs: 

Parasocial representative to language Visual/Audio/Body Movement 

interaction:"It share information. Sincerity Gesture/Eye Gaze/Personal identification 

seemed like we  Simplicity technology 

were ______________ Direct address Number/type of characteristics modified 

interacting!" Talk to salesperson Steady (non-shaky) video by user: 
______________ via web camera.  Character responds to user actions when 

Shared space:   appropriate. 

"It felt like we ______________  Range in each characteristic: 

were all Special cases: A  Extensive vocabulary of speech 

together there!" program that takes  recognition system 
______________ over the computer -  Speed:/Minimize lag 

Medium as and "interacts" with  Matching user input/medium response: 

social actor: "It user.  Use of social feedback 

(e.g., a ______________  Talk to and be talked to; type and be 

computer)   typed to 

seemed like a   Say anything 

person!"   and get wide range of responses 
______________    
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Conclusion 

 

As communication technologies evolve, becoming more interactive, personal, and sophisticated, 

advertising is being forced to evolve as well. Early research and theory regarding the concept of 
presence provide a valuable framework for developing effective advertising techniques and 

messages in this new media world. 

 

Most of the presence-based guidelines for the design of new media advertising set out in Table 1, 

and in the examples that follow it, involve the use of sophisticated but currently available web-and 

PC-based technology. It's important to note, however, that even less sophisticated (and costly) 

techniques are likely to evoke presence and its desired effects. While considerable additional 

research is needed, it is clear that very basic cues (e.g., direct address "camera" techniques, 

presence-related language, primitive forms of interactivity) are all that are necessary to evoke 

presence. On the other hand, it is important to consider the future: We foresee that this intersection 

of interactive advertising and presence will become increasingly relevant as technology 

(especially the foundation of much of it, bandwidth capacity) quickly evolves and the use of 

realistic, dimensional imagery, artificial intelligence, and virtual reality become more common. 

One day in the not-so-distant future, consumers may use a dedicated room in their homes to 

interact, using all of their senses, with real people and highly sophisticated (and seemingly non 

mediated) technology-generated characters and environments, something approaching the ultimate 

VR and artificial intelligence systems portrayed in science fiction (e.g., Star Trek's Holodeck and 

Data character). In that world, advertisers will be able to offer consumers any experience with 

their product and any interaction with their company's representatives (real or technology-based) 

that they choose. 

 

The potential of current and future technology to enhance consumers' media experiences is 

exciting, for them and for advertisers who want to design effective persuasive messages. 

However, there are clearly ethical dilemmas. Presence-evoking media advertising gives new 

meaning to "deceptive advertising." We hope to see these technologies used to provide users with 

a more enjoyable media experience and with more choices as consumers. We do not hope to 

encourage the use of presence-evoking interactive advertising to merely create the illusion of 

choice - a very undemocratic ideal. 

 

Even the definitions of interactive advertising and of presence are still being discussed and 

debated by researchers and practitioners, and our understanding of phenomena related to each and 

of the connections between them are at a very early stage. This presents a myriad of opportunities 

and challenges for all of us. Through carefully designed and coordinated programmatic studies, 

researchers can help us better understand what interactivity is, which factors are most important in 

generating perceptions of interactivity, what presence is, its antecedents and consequences, and 

how it can provide the basis for effective advertising. Researchers also have an ethical obligation 

to explore the potential negative effects of interactive advertising, including distorted perceptions 

and memories about the "real" world; they can also help develop and test the new "media literacy" 

materials that will be needed to overcome such effects. Until our knowledge is more complete, 

advertisers and technology developers will have to move ahead cautiously, trying new things and 
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testing for the desired effects. And consumers can and should play a role as well: we need to let 
advertisers know what we like and don't like, what we want and don't want.  
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