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Effect of Bloggers Generated Content versus Traditional
Banner Ads: Findings from Social Network Sites

Institute of Business Management
National Chiao Tung University

ABSTRACT

Nowadays, internet users not only receive information from this media, but also
participate in Web2.0. Social networking sites(SNS) becomes a very importance tool, which
changed users lifestyle and buying decision, as now blog-marketing is now popular in
Taiwan. Among the researches on blog-marketing that exist to date, focus has been on blog
users’ interaction and eWOM effect of blog article content, but blog-marketing advertising is
actually divided into two forms: user generated content (eWOM information advertising)
and banner advertising at the side of blog(traditional form banner). Therefore, if we want to
investigate users’ buying behavior-influenced by blog advertising, we should consider two
form advertisings in blog simultaneously.

This research divided blog advertising into two forms: bloggers generated content
(UGC advertising) and banner advertising at the side of blog (banner). This research
collected 435 social networking site users’ data, and divided these users into two groups
according to users’ buying behavior influenced by blog advertising: easily influenced by
UGC-ad and easily influenced by banner-ad. Then we investigated the difference in
psychological factors, SNS-use behavior and blog-use behavior between the two groups.
This research can help advertisers understand the two groups and select the right form of
blog advertising. The result of this research shows that UGC-ad is more effective than
banner-ad in influencing buying behavior, especially when the product type is cosmetic,
beauty care, clothes or accessory. And advertisers should avoid placing commercialized
slogan in UGC-ad . Furthermore, advertisers should avoid placing WOM information in
banner-ad, because the group which is easily influenced by banner-ad doesn’t like the
recommendation from others.
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