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Abstract Product image location in search engine advertising plays an important role in consumer
perception when the product is relatively low involved and has functional value. The purpose of this
research is to investigate the interaction effects of product image location and product type on
advertising effectiveness. Building on the literature of location effects, we show that for products for
which heaviness is considered a positive attribute, product image placed on the right are preferred. To
test hypotheses, a 2(product image location: left vs. right) x 2(product type: single vs. bundle)
experiment is conducted and a total of 144 paricipants took part in the experiment. The results
revealed that respondents show higher brand attitude and purchse intention toward a bundle product’s
advertising with product image place on the right. The results provide implications and suggestions for

improving search engine advertising and marketing strategies.
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Fig. 1. Search Engine Advertising
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Table 1. Measurement

Measurement Items Cronbach’s a

e Difficult to understand—Easy to
understand

¢ Difficult to process—Easy to

process

Well organized —not at all

organized

e Well structured —not at all
structured

¢ Logical—Illogical

¢ Clear—Unclear

Attitudes toward |®

.804
Advertising 80

Unfavorable— Favorable
Undesirable— Desirable
¢ Bad—Good

Attitudes toward |,

Brand 708

e If I were going to buy a water, the

probability of buying this water is,

The probability that I would

consider buying this water is

e The likelihood that I would
purchase this water is

Purchase .
Intention
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