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ChatGPT Says Display Ad Content Should Match Landing 
Page Content—Message Match Principle

Kirthi: So in general Display ad 
content should match landing page 
content?

ChatGPT: Yes—almost always.
In digital advertising, one of the most 
important principles is called 
message match: the landing page 
should feel like a natural continuation 
of the display ad the user clicked. 
Marketing practitioners often 
consider it one of the strongest 
drivers of conversion performance. 
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Our Finding:  Not Always, and These Are Meaty 
Opportunities

Kirthi: So in general Display ad 
content should match landing page 
content?

ChatGPT: Yes—almost always.
In digital advertising, one of the most 
important principles is called 
message match: the landing page 
should feel like a natural continuation 
of the display ad the user clicked. 
Marketing practitioners often 
consider it one of the strongest 
drivers of conversion performance. 
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Theoretical Model

Utility

Stage 0: Priors

Stage 1: Web Ad
Click Decision

Stage 2: Landing 
Page Ad

Engagement 
Decision

• Customer 
Awareness Can 
be high or Low

• Customer can be 
navigating, 
matching or 
learning

• Content Types: 
Vertical Quality, 
Horizontal 
Quality or 
Availability
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Mechanisms: Navigation, Selection, Learning

• Navigation:  Ads are used as a navigation shortcut to the 
company. If this is the primary mechanism, content effect 
appears only in the ad click decision, ad content types do not 
matter, as long as they do no violence to navigation, and content 
effects (any) do not appear in the engagement decision.

• Selection:  If advertising is selecting like minded customers, then 
matching (repeating) the landing page ad content type to the web 
ad content type will be more effective. 

• Learning: The learning mechanism would suggest that not 
matching (rotating) the content will be more effective
• Customers are learning in low awareness situations
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The B2B Setting: Clicking on Web Ads Lead to Landing 
Pages (which also have Ads)

Landing 
Page Ad

Landing 
Page Ad

We only 
manipulate 
headlines!
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Three Types of Content:  Transactional, Horizontal 
Quality, Vertical Quality

Landing 
Page Ad

Landing 
Page Ad

Transactional Headline Horizontal Quality Headline
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Field Experiment Overview
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Pre Experimental Data on Products and Markets
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The Impact of Ad Content on CTR:  Aggregate Results 
(Not Significant!) but Market Type Effects Are!
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CTR Results 
for Display 
Ads: Discrete 
Heterogeneity
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Economic Significance of Click Thru Rates

• Lift in CTRs:  -11.1% to 19.1%
• $4,000 increase to a $10,600 reduction in the costs for the 

same level of ad-driven traffic over 3.5 months

• Annual Impact: From an increase of $13,700 to a reduction of 
$36,300 for a single product’s display
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Repeat vs Rotation: Landing Page Ad Content Moderated by 
Display Ad Content
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Economic Significance of Landing Page Ad 
Content
• Three Month Impact: 62 Additional Customers taking action (23 

customers from markets with high differentiation and low 
awareness and 39 from markets with high differentiation and high 
awareness). 

• Annual Impact:  This translates to approximately 250 additional 
actions annually, representing 20% of all actions observed in 
display-ad-initiated traffic in the FY.
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Managerial Summary: When to Repeat Versus Rotate Ad Content
Yewon Kim and Kirthi Kalyanam
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• Organic Traffic from Google
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Conclusions
• Theory model provides framework for ad content on vertical 

quality, horizontal quality and availability
• Predicts where ad content matters, distinguishes between 

navigation, selection and learning.
• Do not agree with ChatGPT!

• Ad content (Display and Landing page) matters, big impact on 
both CTRs and action rates

• Display ad content impacts downstream action rates
• Prior Market knowledge is a sharp predictor of what content 

performs well and whether to repeat or rotate.
• High prior knowledge, repeat content, low prior knowledge rotate content
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Extra Slides
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CTR Results 
for Display 
Ads
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Display Ads 
and Landing 
Page Ads on 

Within Session 
Action Rate
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Landing Page Ad Content Moderated by Preceding 
Display Ad Content
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Counter-
factuals
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