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Ad avoidance is one of the most persistent challenges in online advertising, with users increasingly employing ad-blocking software or developing habitual strategies to ignore marketing content. One promising solution is to shift from passive advertising formats to interactive ones, which actively engage users in the communication process. This article introduces questvertising, a novel interactive advertising format designed to reduce ad avoidance by offering users a brief, engaging task in exchange for access to desired content. In a typical questvertising scenario, instead of being asked to purchase access to gated content (such as an article or video), users are presented with a short branded message followed by a multiple-choice question based on that message. A correct answer grants immediate access to the content—at no cost—thus integrating the ad experience seamlessly into the user journey. We tested the effectiveness of questvertising in a field study promoting a new coffee brand, Colibri Café (N = 11,006). Participants were randomly assigned to one of four conditions: a standard display banner, a single questvertising exposure, two spaced questvertising exposures, or a no-ad control. Brand awareness and associations were measured 26–51 h later. Results showed that a single questvertising exposure nearly doubled brand recall compared to the banner condition (59.0% vs. 31.2%), while two exposures increased it to 68.3%. Questvertising also significantly enhanced brand associations with South American origin (57.8–68.2% vs. 36.4%) and positive affect, with up to 30.1% selecting Colibri Café as the most appealing brand, compared to only 3.9% in the banner group. Traditional display advertising showed no significant advantage over the control. These findings demonstrate the considerable potential of questvertising as a more engaging and effective format of interactive advertising, particularly in combating ad fatigue and enhancing brand outcomes.
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Introduction

According to the rule, which states that “Sale starts where the eyes stop” (Aitchinson, 1999), it is commonly believed that an ad should be attractive to the senses of the target audience. However, in the conditions where an average person receives, on daily basis, a staggering number of unsolicited advertisements, it is incredibly difficult to achieve. And while there is no evidence to suggest that our attention capacity increases along the development of our civilization, there are no doubts as to the fact that the number of advertised brands, products and advertisements as such increases consistently and at a very dynamic rate (Thales et al., 2014; Leeflang et al., 2014; Kumar and Gupta, 2016).

Nowadays, the Internet is the environment where a lot of such advertisements are published. Eye-tracking studies, which consist of tracking the eye movements in participants sitting in front of a laptop, tablet or smartphone, clearly demonstrate that consumers actively defend themselves against such ads by simply avoiding or minimizing their exposure to such advertisements (e.g., Filiopoulou et al., 2019; Santoso et al., 2020). According to Cho and Cheon (2004), there are at least three reasons for this. First, advertisements are intrusive from the perspective of the content the consumer is interested in – they disrupt or stop the inflow of information that the consumer considers important at the given moment. Second, consumers are exposed to a large number of advertisements and thus they do not know which ones might, at least potentially, be of interest to them. Third, most people have a negative experience with advertisements that are often misleading. It should be noted that while the second and the third reason applies to basically all advertisements, the first one is particularly important in the case of Internet ads. This is because an Internet ad is displayed almost exclusively on a webpage that, at that given moment, contains content in which the consumer is much more interested.

And thus, even though Internet advertising is undoubtedly the most dynamically developing marketing area (e.g., Jain et al., 2016; Ma and Du, 2018) and the Internet is where the advertising industry spends an increasing share of its budget (instead allocating their money to TV commercials, outdoor advertising or ads printed in papers) (e.g., Mohammed and Alkubise, 2012; Enberg, 2019), the actual effectiveness of Internet advertisements is not that obvious (e.g., Kumar et al., 2016; Ma and Du, 2018). It is nevertheless relatively often the case that people responsible for marketing campaigns fail to account for this and incorrectly assume that the sheer fact that an ad for a brand or a product is displayed on a consumer’s screen means that the content of the ad reaches the consumer and consequently persuades the consumer to purchase the product (e.g., Kireyev et al., 2016). Meanwhile, due to the fact that people actively avoid such ads and that precisely when such ads appear in the consumer’s field of perception their attention is focused on something completely different (e.g., Baek and Morimoto, 2012; Niu et al., 2021; Celik et al., 2022), Internet advertising faces a serious challenge, which is how to make sure the ad being presented to the consumer actually reaches them and builds or modifies their attitude.

In this article, we introduce a completely new form of online advertising, which we refer to as questvertising. The term is a portmanteau of two words: quest and advertising, with the latter shortened to-vertising. Questvertising can thus be understood as a form of advertising that engages the audience by prompting them to answer questions.


Questvertising–a novel format of interactive advertising

One of the classic domains of social psychology involves the study of social influence techniques that enhance the likelihood of individuals complying with requests or proposals. Through extensive experimental research, psychologists have identified and empirically validated the effectiveness of several such techniques (see Cialdini, 2021; Dolinski, 2016; Dolinski and Grzyb, 2022 for reviews). Interestingly, the effectiveness of these techniques tends to increase when preceded by a brief, conventional exchange between the requester and the potential respondent. For instance, Cialdini and Schroeder (1976) observed that individuals frequently refuse to donate to charitable causes. They hypothesized that this refusal is often internally justified by thoughts such as, “I’m not wealthy enough to help everyone in need.” While such reasoning may serve to rationalize inaction, Cialdini and Schroeder proposed that this justification could be disrupted by including a simple, legitimizing paltry contribution phrase in the request—specifically, “even a penny will help.” Their study demonstrated that this minor addition significantly increased the number of people willing to donate, without affecting the average donation amount. In effect, a few seemingly trivial words nearly doubled the total funds raised for the cause.

Further research by Dolinski et al. (2005) showed that the effectiveness of this technique is amplified when preceded by a short interpersonal interaction. For example, asking someone how they feel and briefly acknowledging their response before making the request further increased compliance rates.

Another well-established social influence technique is labeling. Simply informing an individual that, for example, their responses to a psychological test suggest they are kind and thoughtful has been shown to increase their likelihood of helping others in the near future (Strenta and DeJong, 1981). However, as with other techniques, the effectiveness of labeling is significantly enhanced when it is preceded by a brief, conventional dialogue with the individual (Grzyb et al., 2021).

The positive role of pre-dialogue has also been demonstrated in relation to the mimicry effect. A substantial body of research shows that subtly mimicking another person’s facial expressions, gestures, or verbal expressions increases the likelihood that the individual will later comply with requests (see Genschow and Oomen, 2025, for a review). Kulesza et al. (2016), however, found that this effect becomes even more pronounced when the mimicry is preceded by a short dialogue on a neutral topic.

What accounts for the effectiveness of this pre-dialogue? One key feature of dialogue is the formation of reciprocal interaction between two individuals. The person receiving the request is no longer a passive participant—they have already been engaged through a direct question, have responded, and have heard a comment related to their answer. This interaction establishes a minimal but meaningful social connection.

Advertising, too, functions as a form of social influence. Unlike the individualized techniques mentioned above, however, advertising typically targets broad audiences rather than specific individuals. Traditional advertising is often passive: the recipient simply receives the message without any interaction. Yet, advertising can also be designed to foster interactive engagement between the sender (advertiser) and the receiver (consumer). Indeed, one of the most crucial determinants of advertising effectiveness may be the degree to which it creates an interactivity.

The scientific literature on advertising frequently highlights the lack of a consistent and universally accepted definition of interactivity (e.g., Kiousis, 2002; Gao et al., 2010; Jensen, 1998). This ambiguity arises primarily because different scholars emphasize different aspects of the advertising experience. Some focus on the technical features of the advertising medium (e.g., Schneiderman and Plaisant, 1987; Steuer, 1992), others on the prior experiences and engagement of the audience (e.g., Belanche et al., 2017b), and still others on the emotional arousal elicited by the advertising message (Belanche et al., 2017a).

Nonetheless, many studies—either explicitly or implicitly—underscore the importance of dialogue-like interaction in advertising. For example, Belanche et al. (2020) argue that social media platforms allow recipients of advertising to share and compare their experiences with others, effectively enabling a digital form of word-of-mouth marketing. Moreover, consumers actively seek additional information about advertised products through manufacturers’ platforms. These forms of interactive advertising are generally more effective than traditional, one-way communication formats.

Hussain and Lasage (2013), in their research on why internet users install ad-blocking software, identified three primary factors contributing to ad avoidance. The first is the lack of relevance of advertisements to users’ personal needs. The second is the lack of perceived authenticity in advertising content. The third—particularly relevant to this discussion—is the perceived absence of interactivity in advertisements. While the first two issues may be difficult to address due to individual differences and the challenges of tailoring content, increasing the interactivity of advertising is comparatively more feasible. Several practical strategies can enhance interactivity: offering hyperlinks to additional information, allowing users to skip or exit the advertisement at will, or enabling them to choose the length or format of the ad from multiple options.

Returning to the earlier discussion of interactivity understood as dialogue, it is worth highlighting a study in which factorial analysis identified six variables influencing the perceived interactivity of mobile advertising. However, it should be emphasized here that the key factor proved to be the interpersonal communication. This perspective is also strongly supported by Kiousis (2002), who asserts that interactivity in advertising involves a series of communication exchanges between the sender and the recipient. In this context, we introduce questvertising as a novel form of online advertising, presented here for the first time in the academic literature. This format is explicitly built upon a dialogic model of communication between the sender and receiver of an advertising message. Questvertising is particularly suited for situations in which users are consuming online content—such as reading an article, watching a video, music concert, film, or comedy performance—and are subsequently prompted to purchase access in order to continue. Instead of requiring a direct payment, questvertising offers an alternative means of compensating content creators and copyright holders through advertising revenue—without triggering strong negative emotional reactions typically associated with ad interruptions. Specifically, a brief promotional message about a product is displayed on the screen, followed immediately by a multiple-choice question (usually with three options). To answer correctly, the user only needs to read the short note above. Upon selecting the correct answer, the user is granted immediate access to continue the content without further delay.

As a result, questvertising is a formula that is beneficial to those on both sides of the communication process: the advertiser is able to reach the consumer with its message and the consumer gains access to the content they are interested in at a low cost (i.e., minimal effort and minimal time required to answer the question).

The empirical research conducted so far (Dolinski and Grzyb, 2019a,b) clearly indicates that the effectiveness of the same advertisement is several times higher when the consumer is exposed to the ad through questvertising than in the case of traditional display ads. The recognition of unknown brands created for the purpose of the experiment was, on average, 3.6 times higher when questvertising was used and reached 28.7% following a single engaging in the ad-based quest. The advantage over a traditional ad was also maintained after 1 week–11.6% vs. 4.5%. At the same time, a higher level of sympathy was observed for the brand promoted through the use of questvertising.

Another crucial aspect observed in the course of the above-mentioned studies is the fact that the appearance of a questvertising ad was subjectively less aversive (less annoying) for the consumers compared to the appearance of the same ad in the traditional form (i.e., display).




Method

Even though the empirical studies designed to determine the effectiveness of questvertising ads compared to display ads conducted so far (Dolinski and Grzyb, 2019a,b) fully adhered to methodological rigorism, they were conducted in such conditions where the research participants knew they were participating in a study. Studies conducted in a natural context, where people are not aware they are participants in a study, are undoubtedly more valuable and reliable (Grzyb and Dolinski, 2022). Therefore, it was assumed that our participants, in the course of their spontaneous activity on the Internet, would be exposed to both display and questvertising ads without knowing that their reactions were being analyzed. It should be noted that this procedure does not violate the ethical principles of conducting studies, as the APA Code of Conduct allows omission of obtaining a declaration of informed consent for participation in such studies in similar situations.

The preparations for the studies began with the creation, from the ground up, of a new coffee brand, i.e., Colibri Cafe. A logo was designed for the brand as well as a draft of an ad for the product. The ad suggested that the face of the brand and the person promoting the product is Victor Alva (fictional character with a South American appearance presented as a coffee gourmet). The coffee was also physically prepared for sale. The assumption was to compare the effectiveness of the display ad and the questvertising ad on actual web portals. A decision was made to use one web portal used predominantly by women (Polki.pl) and another one used predominantly by men1.

The assumption was that the studies would compare the awareness of the Colibri Cafe brand (e.g., Do you know the name of the new coffee from the heart of South America with Victor Alva?) in the conditions of a traditional display ad vs. questvertising, as well as the associations between the Colibri Cafe brand and both non-existent brands (Flamingo Cafe and Tucano Cafe) and (in other study groups) with existing brands that are commonly known in Poland (Jacobs, Lavazza and Tchibo), where the study was being conducted. The participants were asked which of the brands they associated most with South America and which of the brands evoked the best emotional associations in them. These effects were further tested following subsequent releases of questvertising-type ads.

The studies were conducted in February 2023 on two major Polish web portals for both women (polki.pl) and men (see footnote 1). The participants were randomly assigned to one of the following four groups:


	a. Control group –no exposure to any ads

	b. Display group –exposure to the traditional display ad

	c. Experimental group No. 1 – single exposure to the questvertising ad

	d. Experimental group No. 2 – double exposure to the questvertising ad



In total, the study comprised 11,006 participants. The specific number of participants in each of the groups is presented in Table 1. The table also includes detailed information on (average) intervals between particular stages of the study.


TABLE 1 Experimental design of the study.


	Group
	Display
	First exposure to the questpass
	Second exposure to the questpass
	Measurement of the dependent variable (measurement time is average value)

 

 	Control 	 	 	 	N = 2,963


 	Display (static ad) 	X 	 	 	Measurement after 26 h
 N = 3,048


 	Experimental No. 1 	 	X 	 	Measurement after 26 h
 N = 485*


 	Measurement after 51 h
 N = 2,917


 	Experimental No. 2 	 	X 	X 	The time between the questpasses was 135 h, the study was conducted 55 h following the second questpass
 N = 2,078


 	Total 	N = 11,006





*The measurement after 26 h was separated from the entirety of the measurement in Experimental group No. 1 (thus N = 485 is included in N = 2,917).
 

Participants were assigned to the experimental groups at random; consequently, randomization alone determined the material to which they were exposed. In the Display (static-ad) condition, they viewed a conventional banner advertisement embedded in the web page, which entered the participant’s field of vision after roughly 20% of the article had been read (see Figure 1 for an example of such a banner on the mobile version of “polki.pl”).

[image: Website header for "polki.pl" with menu options for health, diet, and fashion. Below, an advertisement features a man smiling next to a coffee product labeled "Colibri Café" with a scenic background. Text references Magdalena Tokarczyk and product usage recommendations.]

FIGURE 1
 Static banner advertisement on “polki.pl”. Reproduced with permission from QuestPass.


In the questvertising conditions, the banner displayed the question “Jak nazywa się kawa z serca Południowej Ameryki od Victora Alva?” (“What is the name of the coffee from the heart of South America by Victor Alva?”) together with three response options - Colibri Café, Flamingo Café, and Tucano Café. Clicking the correct answer allowed the participant to continue reading the article. Figure 2 illustrates such a questvertising banner.

[image: Advertisement for Colibri Café featuring South American coffee. Includes an image of a man, a bag of coffee, and a cup with coffee beans. Text asks the name of the new coffee from Victor Alva with options: Colibri Café, Flamingo Café, Tucano Café. The website header shows "polki.pl" with menu options for Health, Diet, and Fashion.]

FIGURE 2
 Questvertising on “polki.pl”. Reproduced with permission from QuestPass.


Questvertising of this identical format was presented to participants in both Experimental Group 1 and Experimental Group 2; the only difference between the groups was that participants in Experimental Group 2 encountered the banner twice. It is important to emphasize that our primary interest lay in comparing a traditional form of online advertising (the Display group) with the single-exposure questvertising condition (Experimental 1). The Experimental 2 group was included to examine whether the effects of questvertising could be amplified through a double exposure to the stimulus.



Results

The first analysis was to search for possible differences in the answers between the users of both portals. As the identified differences were marginal, the next decision was to analyze all results together without making a distinction between the portals they came from.

The answers given by the participants are presented in the following tables. Confidence intervals were calculated for each percentage (for the assumed confidence level of 95%) (Table 2).


TABLE 2 Answers for “Do you know the name of a new coffee from the heart of South America with Victor Alva?” in particular Experimental group – percentage with 95% Confidence Interval.


	Question
	Response
	Group



	Control
	Display
	Experimental No. 1
	Experimental No. 2



	%
	95% CI
	%
	95% CI
	%
	95% CI
	%
	95% CI

 

 	Do you know the name of a new coffee from the heart of South America with Victor Alva? 	Colibri Café 	30.5% 	28.81 31.99% 	31.2% 	29.56%
 32.84% 	59.0% 	57.22%
 60.78% 	68.3% 	66.23%
 70.37%


 	Flamingo Café 	35.2% 	33.74 37.06% 	35.6% 	33.90%
 37.30% 	20.7% 	19.23%
 22.17% 	15.8% 	14.17%
 17.43%


 	Tucáno Café 	34.3% 	32.5 6 35.84% 	33.2% 	31.53%
 34.87% 	20.3% 	18.84%
 21.76% 	15.9% 	14.27%
 17.53%




 

When they were asked about the connection between the Colibri Cafe brand and the person promoting it, i.e., Victor Alva, the participants from the control group and the display ad group responded at a guessing level. Only the groups with the questvertising ad showed a significant increase in the number of correct answers (increase from 59% of correct answers in the group with single exposure to 68.3% in the group with double exposure) (Table 3).


TABLE 3 Answers for “Which of the coffee brands do you associate the most with South America?” in particular Experimental group–percentage with 95% Confidence Interval.


	
Question

	
Response

	
Group




	
Control

	
Display

	
Experimental No. 1

	
Experimental No. 2




	%
	95% CI
	%
	95% CI
	%
	95% CI
	%
	95% CI

 

 	Which of the coffee brands do you associate the most with South America? 	Colibri Café 	26.1% 	24.68%
 27.72% 	26.0% 	24.44 27.56% 	52.2% 	50.39 54.01% 	66.1% 	63.99 68.21%


 	Flamingo Café 	42.3% 	40.79 44.21% 	41.6% 	39.85 43.35% 	26.7% 	25.09 28.31% 	18.6% 	16.87 20.33%


 	Tucáno Café 	31.6% 	29.69 32.91% 	32.3% 	30.64 33.96% 	21.1% 	19.62 22.58% 	15.4% 	13.79 17.01%




 

A similar pattern of answers can be seen in the case of the question pertaining to the associations with South America. Here too, only a small fraction of participants from the control group and the display group provided answers pointing to Colibri Cafe. Results were different in the questvertising ad groups (52.2% with single and 66.1% with double exposure, respectively).

As far as the question regarding the best associations is concerned, again, the results most favoring Colibri Cafe were found in the experimental groups. In the group with single exposure to questvertising, 52.6% of the participants pointed to Colibri Cafe as the brand that called up the best associations. In the group with double exposure, the figure was even higher: 66.4% (Table 4).


TABLE 4 Answers for “Which of the coffee brands calls up the best associations in you?” in particular Experimental group – percentage with 95% Confidence Interval.


	
Question

	
Response

	
Group




	
Control

	
Display

	
Experimental No. 1

	
Experimental No. 2




	%
	95% CI
	%
	95% CI
	%
	95% CI
	%
	95% CI

 

 	Which of the coffee brands calls up the best associations in you? 	Colibri Café 	26.2% 	24.77 27.83% 	27.1% 	25.52 28.68% 	52.6% 	50.79 54.41% 	66.4% 	64.29 68.51%


 	Flamingo Café 	40.7% 	38.60 42.00% 	40.0% 	38.26 41.74% 	25.0% 	23.43 26.57% 	17.0% 	15.33 18.67%


 	Tucáno Café 	33.1% 	31.77 35.03% 	32.8% 	31.13 34.47% 	22.4% 	20.89 23.91% 	16.6% 	14.94 18.26%




 

In the first two questions, Colibri Cafe was being compared with two non-existent brands (Flamingo and Tucano), whereas in the following two questions, it was being compared with three brands that are very well recognized on the Polish market (Jacobs, Lavazza and Tchibo) (Table 5).


TABLE 5 Answers for “Which of the coffee brands do you associate the most with South America?” in particular Experimental group – percentage with 95% Confidence Interval.


	
Question

	
Response

	
Group




	
Control

	
Display

	
Experimental No. 1

	
Experimental No. 2




	%
	95% CI
	%
	95% CI
	%
	95% CI
	%
	95% CI

 

 	Which of the coffee brands do you associate the most with South America? 	Colibri Café 	33.3% 	30.98 34.22% 	36.4% 	34.69 38.11% 	57.8% 	56.01 59.59% 	68.2% 	66.12 70.28%


 	Jacobs 	18.8% 	17.74 20.46% 	17.7% 	16.35 19.05% 	11.2% 	10.06 12.34% 	7.8% 	6.60–9.00%


 	Lavazza 	21.7% 	20.56 23.44% 	18.9% 	17.51 20.29% 	14.2% 	12.93 15.47% 	11.2% 	9.79–12.61%


 	Tchibo 	26.2% 	24.77 27.83% 	27.0% 	25.42 28.58% 	16.8% 	15.44 18.16% 	12.8% 	11.31 14.29%




 

As far as the question regarding associations with South America is concerned, the Colibri Cafe brand had the highest results in the control and the display ad groups: approximately 1/3 of respondents indicated that this brand made them think of that continent. It appears that the reason for this may be the association with a hummingbird (colibri), especially since the other brand names (Jacobs, Lavazza and Tchibo) fail to call up such geographical associations (and if they did, it would be Germany, in the case of Jacobs, or Italy, in the case of Lavazza). It should be noted, however, that significantly higher results were recorded in the experimental groups, where the percentage was almost two times higher (57.8% for the single exposure group and 68.2% for the double exposure group) (Table 6).


TABLE 6 Answers for “Which of the coffee brands calls up the best associations in you?” in particular Experimental group–percentage with 95% Confidence Interval.


	
Question

	
Response

	
Group




	
Control

	
Display

	
Experimental No. 1

	
Experimental No. 2




	%
	95% CI
	%
	95% CI
	%
	95% CI
	%
	95% CI

 

 	Which of the coffee brands calls up the best associations in you? 	Colibri Café 	4.2% 	4.06–5.54% 	3.9% 	3.21 4.59% 	14.9% 	13.61 16.19% 	30.1% 	28.06 32.14%


 	Jacobs 	26.7% 	25.27 28.33% 	25.5% 	23.95 27.05% 	22.8% 	21.28 24.32% 	19.2% 	17.44 20.96%


 	Lavazza 	45.8% 	43.38 46.82% 	45.4% 	43.63 47.17% 	43.2% 	41.40 45.00% 	33.3% 	31.20 35.40%


 	Tchibo 	23.3% 	21.84 24.76% 	25.2% 	23.66 26.74% 	19.1% 	17.67 20.53% 	17.4% 	15.71 19.09%




 

The final question pertained to one’s positive associations with the brand. In the control group and the display group, the percentage of participants pointing to Colibri Cafe was marginal (4.2 and 3.9%, respectively). It was a completely different picture for the questvertising groups. Even though, in the case of the single exposure group, the number of individuals pointing to Colibri Cafe as the brand that called up the best associations was the lowest among the four coffee brands being compared, it did reach 14.9%. Yet in the case of the group with double exposure to questvertising, the number of participants who pointed to Colibri Cafe as the brand that evoked the best associations increased significantly, to 30.1%. This was the second-best result among all the coffee brands included in the comparison. So, following two exposures to questvertising, the brand that had less customer awareness managed to generate better associations in the research participants than the brands that had been present on the Polish market for decades (Tchibo and Jacobs).

To assess the general effectiveness of questvertising compared to traditional display advertising and no advertising (control), a one-way ANOVA was conducted with recall accuracy (correct brand identification) as the dependent variable and experimental group (Control, Display, Experimental 1, Experimental 2) as the between-subjects factor.

The ANOVA yielded a statistically significant effect of group on recall accuracy, F(3, 11,002) = 437.13, p < 0.001, indicating that at least one of the experimental conditions differed significantly in its effect on recall.

Given the large dataset used in the analyses—which, due to its size, may produce statistically significant results even for small effect magnitudes—Cohen’s d was calculated to assess the strength of the differences between individual groups (see – Figure 3). The results revealed substantial differences between the groups exposed to questvertising and the other two groups (Control and Display). Specifically:


	• The comparison between the Experimental 1 and Control groups yielded a large effect size (d = 0.66), indicating significantly improved brand recall after a single exposure to questvertising.

	• The Experimental 2 group demonstrated an even larger improvement compared to the Control group (d = 0.89), suggesting cumulative benefits from repeated exposure.

	• Notably, the difference between the Display and Control groups was negligible (d = 0.01), suggesting that the display ad format had no meaningful impact on recall relative to no exposure.

	• The key difference between the traditional advertising group (Display) and the single-exposure questvertising group (Experimental 1) demonstrated a substantial effect size: d = 0.58.



[image: Bar chart titled "Mean Brand Recall by Group" comparing four experimental groups: Control with 30.5 percent recall, Display with 31.2 percent, Quest1 with 59.0 percent, and Quest2 with 68.3 percent.]

FIGURE 3
 Mean brand recall by group.


These results strongly support the hypothesis that embedding cognitive engagement (through answering a question) significantly enhances message retention and brand recall. In contrast, traditional online display advertisements appear largely ineffective in comparison.



Discussion

The studies conducted clearly demonstrated that questvertising is very effective. This applies to all examined parameters: those related to one’s memory and emotions. As it turned out, in the case of all (sic) aspects covered by our studies, questvertising was significantly more effective than the traditional display ad. The correct name of the coffee brand promoted by Victor Alva was selected by over twice as many participants exposed to questvertising as those compared to the display ad. Additionally, almost three times as many respondents associated this brand with South America in the case of questvertising, compared to the traditional display ad. When Colibri Cafe was being compared with non-existent brands, only every fourth participant selected this brand in the case of the traditional advertisement, whereas in the questvertising conditions, over half of the participants did. As far as the comparison with reputable coffee brands that have been present on the Polish market is concerned, only a low percentage of participants exposed to the traditional ad chose Colibri Cafe as the brand that evoked the best associations, whereas the figure rose to between 10 and 20% for those exposed to questvertising.

Additionally, display advertisements proved to be virtually ineffective in the course of the study. All of the answers to the questions regarding coffee brands that the participants were asked were almost identical in the conditions with either exposure to display advertisements and in the control conditions, where the participants were not exposed to any advertisement for Colibri Cafe.

The result patterns are particularly valuable, as they come from the studies designed to test a new, viable product being introduced to the market. What is more, the study was natural, as the participants were completely unaware of their participation in an experiment. The aforementioned high level of effectiveness is particularly impressive when we compare it with the effectiveness parameters of the traditional display advertisement, which are virtually zero.

All of the above clearly suggests that nowadays, when we are bombarded with a staggering number of advertisements on a daily basis, simply increasing the number of ad releases or changing the advertising space (e.g., publishing ads on different web portals) is not a viable solution. It is necessary to skillfully motivate the consumer to actively become familiar with the content of the advertisement message. The studies discussed herein clearly demonstrate that this can be achieved through questvertising.

The results of our study align closely with empirical findings in the literature. They suggest that the future of online advertising must be grounded in the concept of interactivity (e.g., Belanche et al., 2020; Hussain and Lasage, 2013; Kiousis, 2002; Huang et al., 2013). Belanche et al. (2017b) argue that as internet users increasingly develop the ability to ignore or avoid advertisements, the significance of message persuasiveness—traditionally seen as a key determinant of advertising effectiveness—is diminishing. In contrast, factors such as habitual ad-skipping are becoming more influential. This shift implies that only through interactive engagement with the audience can advertising messages achieve effectiveness.

Although some studies indicate that, for certain products and audiences, traditional advertising may outperform interactivity-based approaches (Bezjian-Avery et al., 1998), such cases should be viewed as exceptions rather than the norm. Nonetheless, this does not suggest that further exploration of this compelling issue should be disregarded.

Skipping, or “zapping,” is a challenge that affects nearly all forms of advertising (e.g., Chen et al., 2016; Becker et al., 2022). But does this phenomenon also apply to questvertising—and if so, to what extent? Unfortunately, our current study does not provide sufficient data to answer this question. While the methodology we employed offers several strengths, it lacks the capacity to capture the nuances of ad-skipping behavior within the context of questvertising. Future research should therefore aim to investigate the scale and nature of zapping in this emerging advertising format.

Another important issue related to the effectiveness of questvertising concerns its reward mechanism. In this model, the user is granted immediate access to desired content (e.g., an article or video) after completing a simple quiz. This structure naturally raises the question: would questvertising remain effective in the absence of such an immediate reward? Addressing this question also requires targeted empirical investigation to determine whether the interactive element alone is sufficient to sustain engagement and persuasion.

In conclusion, while we acknowledge that questvertising—as a novel form of interactive advertising—demands further exploration, our findings provide compelling initial evidence of its potential effectiveness. These results underscore the value of continued research into questvertising and its role within the broader landscape of digital advertising strategies.
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