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To validate the positive e�ect of advertising 
using Onswipe’s mobile optimized platform 
as compared to a standard scrolling page 
design using Sticky’s patented biometric eye 
tracking methodology. 

RESULTS

BRAND RECALL:
Respondents viewing the Onswipe 
page were significantly more likely 
to recall the Leading Financial 
Advertiser’s Product.

Respondents viewing the Standard 
page were significantly more likely 
to recall either no specific product 
or another product.
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CASE STUDY

VISUAL APPEAL:
Respondents viewing the Onswipe 
page were significantly more likely 
to perceive it as visually appealing

Respondents were also significantly 
more likely perceive that the 
Onswipe page included advertising 
that is not overly disruptive.

The largest publishing and advertising platform on the mobile web.
To find out more about working with Onswipe, please contact sales@onswipe.com.
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