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The Impact of Weibo Ad Types on Attention Effectiveness
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Abstract

With the widespread adoption of smartphones, mobile app usage has become increasingly prevalent. Most apps are free to use, with
developers primarily monetizing through advertising. Weibo serves as one of the primary platforms for these app advertisements.
This study examines the attentional effects of three advertising formats on Weibo: pop-up ads, sponsored posts, and banner ads,
while analyzing the underlying mechanisms. The findings reveal that both pop-up ads and sponsored posts demonstrate significant
promotional efficacy, though prolonged exposure to pop-up ads does not substantially enhance users’ recall probability. The research
concludes that while pop-up ads and sponsored posts effectively drive engagement, extended exposure to pop-up ads fails to
significantly increase recall rates.
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