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Create the best 
digital display ads
On average you have three seconds to grab the attention of 
a user online. 

If you don’t catch their eye and entice them in that limited 
time, they won’t click on your ad. That means that your ROI 
will be poor, and you won’t get the required performance 
from your campaigns. Put simply, investing in display 
advertising is only worth it if you create digital display ads 
that are attractive to your audience and that encourage 
engagement. 

So, how do you do it? 

By creating high quality digital display ads, you’ll be well on 
your way to boosting conversions and driving forward the 
performance of your business. This guide walks you through 
the essentials to form your approach to ad creation.



Engage with your audience 
across multiple platforms 

TIP 1

Unsurprisingly the consumer journey is no longer linear. 
Users own and use multiple devices. 

Specifically, mobile traffic now accounts for more than 50% 
of all web traffic. Mobile advertising has also increased 
by 87% over the past five years. Users are also much less 
likely to install ad blockers for mobile ads than they are for 
desktop. 

It’s essential to optimise your ad campaigns for mobile 
devices and build multi-format digital display ads that work 
cross-device. There’s a reason why 72% of ad spend in the 
US in 2019 will be for mobile ads. 

You simply can’t afford to not keep up and lose your users 
when they change device. 



Understanding the ad 
shapes that perform
Often if an ad is too large and intrusive it will have a negative 
impact on the user experience, annoying the user and 
discouraging them to click on it. They may even decide to 
install an ad blocker.

The first stage is to find out the ads that perform the best for 
your sector and user demographic (link to best performing 
ad shapes). You should then tailor your research to your 
specific campaigns and dig into the performance data of 
your previous digital display ads. Through the reporting of 
the right metrics you’ll understand how specific ad shapes 
resonate with your audience and how best to tailor your 
future strategies. 

TIP 2

Ensure your ad looks 
like an ad
This isn’t native advertising. When it comes to digital display 
advertising, it’s crucial that your audience understand that 
what they are seeing is an ad.

Whilst pop ups and auto-playing video ads might again be 
annoying for users, eye-catching animations that clearly 
illustrate the required action from the user can be a powerful 
tool. 
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Keep your messaging 
consistent and on-brand
Remember the stat about only having around three seconds 
to grab a user’s attention? That means that your ad needs 
to stand out and be eye-catching. A user will also need to 
recognise your brand. 

Whilst ad blockers might be on the rise, users are much less 
likely to use them for brands that they recognise and have 
a close affinity with. Consumers are also becoming ever-
demanding and require a consistent experience across all 
touchpoints. If brands don’t provide this, they will switch 
their allegiance to others. 

It sounds so simple, but it’s crucial to ensure all of your 
display ads match up with the rest of your brand for 
complete synergy. That includes the images that you use, 
the tone of voice of your messaging and your band colours 
and logo. 
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Make it simple
If a user is confused by your ad it won’t perform. If you don’t 
clearly illustrate the required action you want them to take, 
then how will they know what to do? 

That means that you should only advertise one product at 
a time in your ad and clearly define your messaging and 
call to action. You should try and be as explicit and direct as 
possible when defining what you want your users to do, as 
well as making it obvious where you want them to click on 
your ad. 

But that doesn’t mean simply including one URL to click 
through to. You can be clear and direct for your users, but 
still cater to their different stages of the path to purchase. By 
using multi-click ads, your users can engage with your social 
profiles, land on your homepage, read reviews or go straight 
to product pages. Just make it clear what you’re enabling 
them to do.
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Give your users up to 
date ads
Ads that look great and grab your user’s attention might 
boost your click-through rates, but they’ll do nothing for your 
conversions if the product in the ad is out of stock, or the 
deal is no longer running. Not to mention the annoyance that 
this will cause to potential customers looking for a seamless 
experience with your brand. 

For those businesses in ever-changing industries, tapping 
into the power of automation and the capabilities of In-Feed 
ads will ensure every single ad that you run will always be 
up to date. When anything changes in your inventory, so will 
your ads. The customer experience will be seamless and your 
internal processes efficient. 
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Obsess over your A/B 
testing
You should never base your ad creative on assumptions. You 
might think you know your users and have a good idea of 
what works, but things change. Tap into the data of your ad 
campaigns, find out what works and make sure you users 
are then served with the ad that has the highest chance of 
performing. That means running A/B testing, and refining 
your strategies based on the results.

For this to work, it’s vital to keep your A/B testing simple 
and straightforward, so as to not confuse your analysis and 
to make sure you secure actionable insights from testing. 
Therefore, only ever change one thing in your ads each time. 
This could be the image that you use, the call to action, the 
product featured, your hook, the messaging or even the 
colour of your button. 
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Target engaged users and 
provide tailored ads
Digital display can work for a number of different strategies. 
It’s the ideal tool to increase brand awareness, engage with 
local audiences and even boost real-world conversions. 

One of the most powerful and high-performing display 
tactics is Retargeting. In fact, on average Retargeting 
campaigns perform 10 times better than standard display ads 
when it comes to click-through rate. 

But blanket Retargeting to users with the same ads simply 
won’t work. To drive that higher CTR, it’s key to tailor your 
ads in line with the intent of your users. If a user lands on 
your homepage, they may need help in understanding more 
about your business. Potential consumers that search for 
a category of product or view one specific product, may be 
much closer to conversion and benefit from more product 
information or a deal on an individual product. Categorising 
your audience in this way in line with what their actions 
detail about their mindset will help you tailor your ads to 
their needs.
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Consider your customers’ 
mindset and how they 
behave online 
What are your users doing at different times of day? They’re 
likely catching up on the news via their mobiles on the way 
to work, or shopping on their lunch breaks. Their evenings 
might be spent browsing, toggling between social networks, 
or second screening during their favourite shows. 

How does the weather make them feel? Does snow and rain 
make them dream of a holiday, or cosy evenings indoors?

Understanding the changing mindsets of your users 
throughout the day is crucial, as is the impact that external 
factors such as the weather can have on their desire for your 
services.

Just as important as engaging with your users cross device, is 
ensuring your messaging has the capability to change in line 
with how they are feeling and their emotions. Using Dynamic 
Creative will keep your ad strategies agile, your ads tailored 
and your campaigns high-performing. 
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Further understand 
your users
A/B testing will help you understand which ad creatives 
best resonate with your users, but what about your users 
themselves? How well do you know them? How accurate are 
your customer profiles? 

Are you currently reporting on the following during and after 
your digital display ads go live? 

The reporting of the success of your campaigns is just the 
beginning. By digging into the metrics that matter and 
segmenting your audience, you’ll have the capabilities 
to further refine your customer profiles and tailor your 
upcoming digital display creative to the needs of your users. 

Age 

Income 

Interests 

Gender

Demographic 

Marital Status

Device Type 

Time Breakdown 

Keyword Breakdown
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enquiries@fluidads.com

+44 (0) 207 493 9900

Talk to us about 
your digital 
advertising
The award winning Fluid Ads 
solutions offer rich functionality, 
providing a range of ways to 
improve digital advertising and 
marketing team productivity.

Contact us today to learn how Fluid Ads can 

revolutionise the performance of your digital 

display ads.

Visit our website www.fluidads.com

/company/fluid-ads @fluidads @fluidads


