


 

Banners sizes in pixels (width x 

height) 

Recommended 

Maximum 

Download 

File weight 

300 x 250 - (Medium Rectangle) 40k 

250 x 250 - (Square Pop-Up) 40k 

240 x 400 - (Vertical Rectangle) 40k 

336 x 280 - (Large Rectangle) 40k 

180 x 150 - (Rectangle)  40k 

300 x 100 - (3:1 Rectangle) 40k 

720 x 300 - (Pop-Under) 40k 

Banners and Buttons 

468 x 60   - (Full Banner) 40k 

234 x 60   - (Half Banner) 30k 

88 x 31     - (Micro Bar) 10k 

120 x 90   - (Button 1) 20k 

120 x 60   - (Button 2) 20k 

120 x 240 - (Vertical Banner) 30k 

125 x 125 - (Square Button) 30k 

728 x 90   - (Leaderboard) 40k 

Skyscrapers 

160 x 600 - (Wide Skyscraper) 40k 

120 x 600 - (Skyscraper) 40k 

300 x 600 - (Half Page Ad) 40k 

 
All clicks are required to open a new window. Please make sure that the action setting for the creative is 
as follows (this is case sensitive): 
 
on (release) { 
getURL (_root.clickTAG, "_blank"); 
} 
 
 
 



Landing page design: 
 
Often when launching a campaign, it is not suitable to send visitors to an advertisres home page. 
Perhaps the camapign is for a specific offer or product and the home page does not contain the 
necessary. Sometimes the clients website is undergoing a redesign, or perhaps an advertiser wants to 
promote an offer that is not accessable through the website itself an can oly be accessed through their 
banner campaign? There are many reasons why a dediacted landing page is the best option, but there 
are sevaral imprtant things to keep in mind before starting design. 
 
The landing page should be designed for a specific purpose, it should communicate all of the necessary 
information for this purpose an no more. The important idea here is ‘clarity’. A clear message, combined 
with imagry that reinforces that message and a form so the advertiser can collect the visitors details. All 
of information the client needs to make a decsion about taking up the offer should be availble on this 
page. Ideally there should be only one way for the client to click through the page, and this is through 
the order confirmation/ order button at the bottom of the form. There should not be links to other 
pages on the website, research shows that if a visitor clicks away from the landing page (even if it is to 
an information page for the offer), there is an 80% chance they will not click back and convert.  Ideally 
the color scheme and imagry should be consistent with the banner design. A visitor sees you banner and 
clicks on it to find out more information. They should not have to search for it and they should not find a 
message on the landing page that contradicts the one on the banner. If  a visitor become confused by 
the landing page message they are likely to click away from the landing page. 
 
The form on the landing page should be as short as possible, taking only the most important infomatio 
in the first instance. You can request more information later. 
 
The entire page should be visible under a standard page resolution, ideallly 800x600 to allow for laptops 
etc. If the visitor can see the entire page immediately they are reassured that the signup/conversion 
process is short and simple. If you need to have terms and conditions or other length complicated 
information, this is most suitable included through page pop ups, that keep the vsistor on the landing 
page while dleivering all of the onformation they need. 
 
Post Impression Leads/Sales: 
Post impression leads or sales are a hybrid of CPM and CPA commissions, they occur when a visitor to a 
site is exposed to the banner and then continues to the advertiser's website and makes a purchase. This 
become interesting to include in reporting as it will show all of the traffic a banner camapign generated 
irrespective of weather that visitor actually clicks on the banner. This reporting allows us to guage the 
added benefit the camapign delivers in terms of branding impact. 
 
Using Statistics: 
 
Skandnet statistics can give you an over view of campaign performance though the data available can 
give useful insights into where improvements are needed and opportunities lie. You can see 
impressions, clicks and CTR figures for each of your banners, helping you to identify which creative 
formats are being used most and which are generating clicks. If a banner has a high number of 
impressions but a low CTR then perhaps there is a problem with the message or offer not being 
attractive enough to generate interest. If there are a high number of clicks but low conversions, this 
could indicate a problem with the landing page, perhaps the message is confusing on the banners so you 
are not generating relevant traffic? (This is particularly problematic if the campaign is being run on a CPC 



basis). Perhaps the signup process or sales process is too complex and encourages ‘drop off’ by your 
visitors before they convert into a sale/lead? Also look at which banners have the most impressions and 
focus resources in producing new creative formats in sizes that are popular. 
 
Testing,Testing and more Testing: 
 
Successful campaigns are dynamic in the beginning, especially when dealing with a new product or 
untested marketing/creative material.  We recommend that our advertisers endeavor to continually test 
their creative material, their message and their landing pages, trying new things to pursue what works 
and to remove what doesn’t.  Ask for feedback from visitors through surveys or questionnaires. Use this 
feedback for optimization. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


