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Abstract 
Internet advertising budget exceeds 100 billion $ globally, therefore it is important to see if those money are well 
spent. The aim of this article is to investigate if Internet users are looking at advertisements and where they are 
looking at. An eye-tracking experiment was designed to test how much attention- in terms of fixation time and 
fixation counts - is allocated to advertisements when users are performing different online tasks. Tasks were 
selected based on complexity – low/high complexity – and involvement – low/high involvement. The results 
revealed that the longer it takes to accomplish a task, the more the user will look at advertisements. Regardless of 
task, users pay the most attention to the top advertising area followed by downright advertising area. Even if the 
study has some limitations, it has also some valuable managerial recommendations. 
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1. Introduction 

Nowadays we live in the so-called attention economy because in this new economy 
attention is the most precious resource. If for all other resources - capital, information, and 
labor - the offer is relatively large, attention is limited. Moreover, as the volume of information 
available increases, the level of attention decreases. Therefore, it is considered that attention 
will be the currency of future business (Davenport and Völpel, 2001). Thus, the most important 
factor of success nowadays is to understand and manage attention (Davenport and Beck, 2001). 

Attention is the object of interest of many sciences - such as cognitive psychology, 
education, consumer sciences and marketing (Galloway, 2017) - and one of the most important 
applications is in the field of advertising. In 2018, the budget allocated to Internet advertising 
in the US was over $ 100 billion, out of which 76% was allocated to search and banner 
advertising (IAB, 2019) and in 2019 it is expected that – at global level – Internet advertising 
will  exceed for the first time the budget allocated to traditional media (Enberg, 2019). 

At this scale, it is obvious that Internet users are bombarded with numerous 
advertisements and to ensure that messages are noticed, advertisers have developed various 
approaches. Initially, demographic and contextual targeting was used, which means that the 
advertising messages were displayed on relevant websites based on keywords or topics (Google 
Ads, 2019a). For example, if a user reads sports news, he will be shown advertisements for 
sports products. To increase efficiency, new approaches were developed such as geolocation 
targeting - delivering ads based on users’ geographic locations (Google Ads, 2019b) and a more 
refined and complex one, behavioral targeting. This means delivering ads to online users based 
on their previous browsing behavior (Boerman et al., 2017). 

Given recent regulations - the General Data Protection Regulation (GDPR) and the 
California Consumer Privacy Act (CCPA) - which prohibit or limit the collection of personal 
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