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The influence mechanism of advertisement avoidance based on SOMR model.

Public summary

m This study clarified the relationship among the various factors of advertising avoidance, that is the advertisement itself is
the independent variable, the internal perception of the audience is the mediator variable, the advertising avoidance is the
dependent variable, while the audience themselves, the scene and social culture factors are the moderating variables.

m This study comprehensively reviews and summarizes the respective connotations of the relevant factors and their specif-
ic factors of advertising avoidance.

m This study point out and analyze the differences of scholars' understanding of related issues and the differences of re-
search conclusions.
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Abstract: Advertising avoidance is resistance to advertising intrusion. This issue has been the subject of much academic
research in recent years. To guide future scholars to better carry out relevant research and promote enterprises to better im-
plement advertising activities, this study intends to summarize the relevant research on advertising avoidance in recent
years. The specific method is to use the core literature meta-analysis method to identify, filter and screen relevant literat-
ure published in core journals from 1997 to 2020 with the keywords advertising avoidance and advertising resistance. We
review the collected articles from the perspectives of external stimulating factors of advertising avoidance, internal percep-
tion factors of advertising avoidance, and moderating factors of advertising avoidance. On this basis, the SOMR model of
advertising avoidance is constructed according to the SOR model. Finally, some prospects for future related research are

given.
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1 Introduction

Advertising is a responsible information dissemination
activity to certain people through certain media to convey cer-
tain information initiated and implemented by advertisers to
achieve certain purposes. Advertising can not only convey in-
formation and stimulate demands but also shape images, con-
nect emotions and stabilize sales.

In modern society, with oversupply, fierce competition,
and increasing choices for consumers, every enterprise uses
advertisements to promote its products or brands to expand
product sales and enhance brand image. Second, with the con-
tinuous development of new media and the growing number
of media, there are increasingly more media and advertising
formats for enterprises to choose from. However, consumers
do not always welcome and accept advertisements. In con-
trast, many consumers will avoid and resist advertisements,
so advertisements that companies spend a great deal of money
on will not only fail to work but will affect the image of the
company or brand and then cause negative effects.

Ad avoidance is all actions taken by media audiences to re-
duce exposure to an ad!!. Therefore, why do audiences avoid
ads? What are its influencing factors and internal mechanism?
What are the external regulating factors? Scholars have per-
formed much research on this topic. This paper intends to use
the SOMR model to review the relevant literature from 1997
to 2020 to provide guidance for future researchers to conduct
further research and enterprises to carry out advertising activ-
ities.

This study has the following theoretical contributions.
First, this study clarified the relationship among the various
factors of advertising avoidance, that is, the advertisement it-

self is the independent variable, the internal perception of the
audience is the mediator variable, and advertising avoidance
is the dependent variable, while the audience itself, the scene,
social culture factors and technological factors are the moder-
ating variables. Second, this study comprehensively reviews
and summarizes the respective connotations of the relevant
factors and their specific factors of advertising avoidance. Fi-
nally, this study pointed out and analyzed the differences in
scholars' understanding of related issues and the differences
in research conclusions on advertising avoidance.

2 Literature collection and screening

This study used the core literature meta-analysis method
(PRISMA) to collect and screen the literature related to ad-
vertising avoidance. The core literature meta-analysis method
contains the whole process from topic concept definition to
the literature identification, filtering, screening and then liter-
ature review, which is a repeatable method and procedure in
evaluating previous studies™.

2.1

Literature identification, also known as literature retrieval,
refers to searching for relevant literature from a large number
of studies. The time span of the literature identified in this
study is from 1997 to 2020, which is mainly based on two
considerations: first, the number of related studies published
during this period is relatively larger; second, related re-
search results in this period have breakthroughs. At first, the
development of information technology such as the Internet
after 1997 has led to great changes in the form and medium of
advertising, and the relevant studies have also been ground-
breaking. Second, the previous studies only studied advert-

Literature identification
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ising avoidance in a specific single medium. After 1997, com-
prehensive and systematic studies on advertising avoidance
began to emerge, combining multiple media (e.g., Speck et
al.'l). Third, the relevant studies after 1997 have begun to
provide a systematic comprehensive definition and clear clas-
sification of advertising avoidance, such as classifying it into
cognitive, affective and behavioral avoidance based on a spe-
cific model, whereas previous studies only defined advert-
ising avoidance from a single aspect.

The literature identification method is mainly a keyword
search method (retrieving title, abstract, author keywords and
additional keywords), and there are four main keywords used:
advertising avoidance, avoid advertising, advertising resist-
ance and resist advertising (the noun and verb forms). There
are two main approaches to the literature identification: one is
an academic literature database including Web of Science,
Research-Gate, Taylor & Francis online and other database
websites; the other is the relevant world’s top academic journ-
als such as Management Science, Journal of Advertising,
Journal of Advertising Research. Through the above methods,
a total of 1329 independent studies were identified.

2.2 Literature filtering

Literature filtering refers to removing inappropriate literat-
ure according to certain criteria. This study mainly uses two
methods to filter the literature. First, publication type - this
study only retains journal literature and excludes non-journal
literature because non-journal literature is not very academic.
After this filtering process, 192 documents were excluded be-
cause they were not journal documents (including books,
book chapters, normative standards, etc. ); the second was
document type—this study only retained original documents
and excluded nonoriginal documents because nonoriginal
documents lack enough theoretical contributions. After this
filtering step, 95 articles were excluded because they were not
original articles (including review papers, republished or re-
vised papers, etc.). After the above two steps of filtering, a
total of 1042 documents were retained.

2.3 Literature screening

Literature screening refers to the selection of studies that
meet the requirements from multiple studies according to cer-
tain criteria. This study mainly used two criteria for literature
screening. First, regarding the authoritativeness of the literat-
ure, this study only selected core journal literature and ex-
cluded noncore journal literature because core journal literat-
ure is more authoritative and credible. The core journal selec-
tion criteria for this study mainly fall into three categories: (1)
Top 50 journal rankings on impact factors in the Web of Sci-
ence database in the direction of "Business", "Communica-
tion", "Psychology, Multidisciplinary”, "Psychology, Ap-
plied", and "Information Science & Library Science" in the
past five years. (2) The top 50 journals based on the compre-
hensive weighted average of the marketing journals®. (3) The
top 20 journals according to the impact factor of SSCI journ-
als in the direction of “communication” ™. After this screen-
ing step, 254 articles were retained (788 articles from non-
core journals were excluded). The second is the research con-
tent of the literature --- this study only selects the literature
whose research content is about commercial advertising
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avoidance or advertising resistance and excludes the irrelev-
ant literature that does not match the theme of this research.
By reading the rest of the literature, 82 documents that were
inconsistent with the content of this research were excluded
(including political campaign advertisements, tobacco advert-
isement boycott, advertising literacy education, advertising
creation research, etc.). After the above two screening steps, a
total of 172 papers were retained.

2.4 Literature Supplement

To ensure the richness of the literature, this study finally
adopted the snowball method to re-query the above 172 stud-
ies to determine the literature that was cited or mentioned
much but not collected in the database. Then, 5 studies were
added, and 177 related studies were eventually obtained.

2.5 Year of publications and major journals

The publication years and major journals of the 177 papers
are shown in Fig. 1 and Table 1.

As shown in Fig. 1, the years in which core literature was
published in this field were concentrated between 2015 and
2020, indicating that this issue has received more attention
from the academic community in recent years. The possible
reason is that in recent years, with the intensification of cor-
porate competition and the continuous advent of new media,
companies have launched more advertisements through more
media, which has caused more interference and damage to
consumers, thus arousing more consumer resistance, which
has also prompted more scholars to pay attention to and study
this issue. The researchers note that in the future, with the
continuous acceleration of technological progress and its wide
application in all fields of life, it will inevitably lead to more
abundant social supply and more intense competition among
enterprises, prompting enterprises to put more advertise-
ments to promote their products or services, which will inev-
itably cause more interference to the audience and cause
greater resistance from the audience. This phenomenon will
inevitably arouse more scholars to pay attention to and study
the related issues of advertising avoidance; that is, the prob-
lem of advertising avoidance will still be a hot issue of aca-
demic attention in the next few years. A review of the re-
search on this issue will have great guiding significance for
future related research.

It can be seen from Table 1 that core papers in this field are
mainly published in core business journals, which indicates
that scholars are researching this issue from the perspective of
enterprises to study how to effectively reduce the advertising
avoidance of audiences to improve advertising effectiveness.

3 Advertisement avoidance and its clas-
sification

3.1 The definition of advertisement avoidance

For advertising avoidance, scholars mainly have two ex-
pressions: one is advertising avoidance, and the other is ad-
vertising resistance. However, scholars basically agree on its
definition —the behavior of audiences to avoid exposure to
advertisements based on negative perceptions of advertise-
ments. For example, Speck et al. define advertising avoid-
ance as "all actions taken by media audiences to reduce ex-
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Table 1. Main published journals and their fields of sample literature.

510 A0 B0
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Journal Field Key scholars Number
} .. . Lowrey.et al (2001),Li.et al (2002),Chowdhury.et al (2007),Duff.et al
Journal of Advem_”_"g Business (2011),Seyedghorban.ct al (2016),Sollner.et al (2019). 2
J "”’"“Iége ;‘fcvzms’”g Business Youn.et al (2001),Reading.et al (2006),Dix.ct al (2010),Song.et al (2019). 14
Internanonal‘J'ournal of Business Fransen.et al (2015),Ketelaar.et al (2018),Youn.et al (2019). 18
Advertising
Journal of Business Business Brechman.et al (2009),Rojas-Mendez.et al (2016),Choi.et al (2019). 13
Research
Marketing Science Business Wilbur (2008),Ghosh.et al (2010). 10
Ei . .
uropean Jo,u rnal of Business Woodside (2016),Sobande (2020). 9
Marketing ol
in Hi P . .
Computers ”_l uman Syehology, Chinchanachokchai.et al (2015),Ham.et al (2016),Jung (2017),Chen.et al (2019). 10
Behavior Multidisciplinary
Telematlcs.and InforTnatlon S?Ience & Belanche.et al (2017), Tefertiller (2020). 5
Informatics Library Science

posure to advertising content". Edwards et al. defined ad-
vertising resistance as "the audience's behavior to avoid ad-
vertising intrusion and contact based on their psychological
perception of the potential intrusiveness of advertising" ..
Cho et al. defined advertising avoidance as "the audience's
negative cognitive, emotional, and behavioral responses to
advertising stimuli" . Chinchanachokchai et al. defined ad-
vertising resistance as "resistance behaviors of audiences
based on negative attitudes and beliefs about advertising"".
This study uniformly uses the expression "advertising avoid-
ance" and defines it as follows: The audience forms negative
psychological cognition, affects advertising or behavior to
avoid exposure to advertising based on external stimuli of ad-
vertising, while the degree of avoidance is moderated by ex-
ternal factors such as scenarios, the audience themselves and
sociocultural factors.

3.2 The evolution of advertising avoidance rooted in the
medium

Advertising is rooted in the medium and has been chan-
ging in form and content with each iteration of the medium,
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while consumers display different cognitive and attitudinal
mechanisms and avoidance patterns toward advertising de-
pending on the differences in advertising and the medium to
which it is attached.

For print advertising in print media, people avoid advert-
ising mainly by cognitive ignoring and behavioral turning of
pages or covering pages; for example, people can avoid ad-
vertising in newspapers or magazines by ignoring it (cognit-
ive avoidance) or by turning pages or discarding advertising
inserts (behavioral avoidance)™.

With the development of wireless communication techno-
logy, the broadcast medium and the advertisements attached
to it came. People can divert their attention from radio advert-
ising by subjectively ignoring it (cognitive avoidance) by
working and talking while it is on air and shifting their atten-
tion back and forth between radio and other activities or
switching radio channels to avoid advertising (behavioral and
mechanical avoidance)™.

Regarding the avoidance of television advertisements, Tse
et al. suggest that audiences can avoid television advertise-
ments by physically leaving the room (behavioral avoidance)
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or engaging in other activities, such as talking to people
around them or doing household chores (cognitive
avoidance), or by switching channels by pressing a button on
the remote control (mechanical avoidance) . Based on previ-
ous research, Rojas-Méndez et al. summarized eight behavi-
oral approaches to TV ad avoidance: leaving the room,
switching to another channel, turning off the TV, turning
down the volume of the TV, reading paper media, talking to
others in the room, talking on the phone and surfing the Inter-
net, and they used a Likert scale in combination with these
questions to measure ad avoidance behavior''”.

Along with the disruption of the television industry's field
by digital video recorders (DVRs), the use of DVRs is also
changing traditional television ad avoidance. Wilbur. found
that with DVR, the proportion of avoidance of commercials
increased significantly and that avoidance was often per-
formed by fast-forwarding through commercial breaks by re-
mote control "' Bellman et al. divided DVR ad avoidance
(partial exposure) into five modes: zipping, zapping, muting,
or skipping (mechanical avoidance) and eye off screen or dis-
traction (cognitive avoidance), where mechanical avoidance
had no significant effect on memorability or attitude toward
the ad, and cognitive avoidance had a greater negative effect
on memorability of ad content and attitude toward the ad".

With the emergence and popularity of the Internet, which
incorporates the characteristics of many other media, new
forms of advertising based on the Internet medium have be-
gun to appear, such as web ads, email ads, banner ads and pop-
up ads. Based on the cognitive-affective-behavioral (CAB)
model, Cho et al. classify advertising avoidance on the Inter-
net as cognitive, affective and behavioral avoidance. Cognit-
ive avoidance refers to deliberately ignoring any advertise-
ments on the Internet, deliberately not looking at banner ad-
vertisements, etc. Affective avoidance refers to hating pop-up
advertisements and holding the belief that it would be better if
there were no advertisements on the Internet, and behavioral
avoidance refers to scrolling down the page to avoid banner
advertisements and closing windows to avoid pop-up advert-
isements'‘.

Fifth-generation communication media, mobile communic-
ation devices such as mobile phones, as personal communica-
tion vehicles have created new commercial opportunities for
advertising and have also brought new forms of advertising
avoidance. Okazaki et al. classify mobile advertising into two
types: push and pull advertising, and they adopt a behavioral
avoidance perspective to measure advertising avoidance on
mobile devices, such as deleting mobile advertisements!..
Rau et al. categorized mobile communication advertisements
into two types, mobile advertisements and SMS advertise-
ments, and argued that audiences would adopt different cog-
nitive and behavioral avoidance approaches to the two types
of advertisements. For the former, users avoid them by ignor-
ing them (cognitive avoidance), clicking on the close buttons
or using filtering software (behavioral avoidance); for the lat-
ter, users can glance at them to ignore them (cognitive avoid-
ance) or simply skim a few lines and close or delete them (be-
havioral avoidance) after receiving SMS advertisements!'*..

3.3 The classification of advertising avoidance

Regarding the classification of advertising avoidance,
scholars mainly have the following three classification meth-
ods:

3.3.1 Cognitive avoidance, mechanical avoidance, and
behavioral avoidance

This is the classification method of many scholars, but
some scholars collectively refer to cognitive avoidance and
behavioral avoidance as physical avoidance.

Speck et al. were the first scholars to divide advertising
avoidance into cognitive avoidance, mechanical avoidance
and behavioral avoidance and explained the three types of ad-
vertising avoidance in combination with different medias. In
their opinion, for newspaper ads, people can avoid it by di-
verting attention (cognitive avoidance), turning to the next
page, or setting aside the page of the ad (behavioral avoid-
ance); for magazine ads, people can avoid paying attention to
ads or ignore ads (cognitive avoidance). , turn or discard in-
terspersed ad pages (behavioral avoidance); for radio ads,
people can avoid them by diverting their attention (cognitive
avoidance), switching stations or broadcast band (mechanical
avoidance); and people can avoid TV commercials by turn-
ing their attention to talking or reading (cognitive avoidance),
switching channels by using a remote control (mechanical
avoidance), leaving the room, or dozing off (behavioral
avoidance) ¥ Bellman et al. found that people have five
avoidance methods for TV commercials: switching the chan-
nels fast, closing or muting the TV, skipping the ads, eyes
leaving the screen or diverting attention, of which the first
four belong to mechanical avoidance, and the fifth belongs to
cognitive avoidance'.

When commercials are aired on TV, people can engage in
physical avoidance by leaving the room or engaging in other
activities such as reading, chatting, doing housework, or
mechanically pressing a remote to switch channels”. Dix et
al. also divide TV advertising avoidance into physical avoid-
ance and mechanical avoidance, and physical avoidance is
further divided into cognitive avoidance and behavioral
avoidance. Cognitive avoidance refers to turning the atten-
tion of the audience to talking or reading while the ad is on
air; behavioral avoidance refers to leaving the room or doz-
ing off while the ad is on air; mechanical avoidance refers to
switching TV channels or using fast-forwarding tape on re-
mote control to skip commercials'®.

3.3.2 Cognitive avoidance and behavioral avoidance

This is the classification method of a few scholars, but
some scholars refer to behavioral avoidance as physical
avoidance.

Rau et al. divided mobile communication advertisements
into two types, mobile advertisements and SMS advertise-
ments, and noted that audiences adopt different avoidance
methods for the two types of advertisements. For the former,
users avoid ads by ignoring ads (cognitive avoidance), click-
ing the closing bottom or using filtering software (behavioral
avoidance); for the latter, because there are no available ad
filters, audiences can avoid ads only after they receive them
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and then ignore them (cognitive avoidance), close or delete
ads at a glance (behavioral avoidance) . There are two ways
that users avoid Internet search engine advertisements: cog-
nitive avoidance and physical avoidance. The former refers to
intentionally ignoring keyword advertisements when users
search online; the latter refers to reducing and avoiding click-
ing keyword advertisements (becoming more inclined to click
and browse organic search results rather than keyword advert-
isements) !’

3.3.3 Cognitive avoidance, affective avoidance, and beha-
vioral avoidance

This is the classification method of individual scholars, but
the definitions of cognitive avoidance and affective avoid-
ance are not very differentiated.

Cho et al. divided internet advertising avoidance into three
types: cognitive avoidance, affective avoidance and behavior-
al avoidance. Cognitive avoidance refers to the audience’s in-
tentional ignoring or inattentiveness to an ad based on negat-
ive beliefs about the ad; affective avoidance refers to the audi-
ence’s intentional noncontact with an ad (such as not clicking
on an ad link or page) based on a negative sentiment toward
the ad; behavioral avoidance refers to taking steps to block
the ad to avoid ad distraction (e.g., clicking the close sign to
close the ad)™.

In summary, scholars still have some disagreements in their
understanding of advertising avoidance methods: first, the
classification basis and methods are not unified, and the cat-
egories of advertising avoidance are also inconsistent; second,
the definitions of different types of advertising avoidance
methods are inconsistent——Scholars generally agree on the
definition of cognitive avoidance—the audience pays no at-
tention to or deliberately ignores advertisements. However,
there are differences in the definitions of behavioral avoid-
ance and mechanical avoidance—Speck et al. and Steve et al.
define behavioral avoidance and mechanical avoidance as
“the audience avoids advertisements with their bodies” and
“the audiences use tools or software to skip or block advert-
isements”, while Rau et al. define behavioral or physical
avoidance as the use of tools or software by audiences to skip
or block an ad. Third, the classification and definition of ad-
vertising avoidance by scholars are based on specific media,
and there is basically no completely abstract classification of
advertising avoidance.

The specific classification of advertisement avoidance is
shown in Table 2.

This study adopts the classification method of most schol-

Table 2. List of ad avoidance categories.

ars and divides advertising avoidance into cognitive avoid-
ance, mechanical avoidance and behavioral avoidance. In ad-
dition, this study accepts the definition of the three types of
advertising avoidance by most scholars: cognitive avoidance
refers to the fact that the audience pays little attention to or in-
tentionally ignores the ad; mechanical avoidance is when the
audience takes steps to block or close the ad; and behavioral
avoidance is when the audience physically leaves or avoids
the ad.

4 Construction of SOMR model for ad-
vertising avoidance

4.1 Theoretical basis

In this study, a framework model of advertising avoidance
was constructed based on the stimulus-organism-response
(SOR) model, which was proposed by Mehrabian and Rus-
sell in 1974. It describes the transmission mechanism by
which external stimuli (stimuli) affect the organism's internal
perception (body organism), which in turn causes the organ-
ism to approach or avoid external stimuli (behavioral re-
sponse).

4.2 Construction of the model

This study notes that advertising is an external stimulus.
After exposure to advertisements, audiences will make posit-
ive or negative evaluations of advertisements through intern-
al perception and then respond to advertisements by ap-
proaching or avoiding them. Multiple external factors moder-
ate and regulate the above mechanism. Based on this, this re-
search constructs the influence mechanism model of advert-
ising avoidance as follows:

In Fig. 2, the external stimulus, namely, the advertisement
itself, is the independent variable; the audience's internal per-
ception is the mediating variable; the external influencing
factor is the moderating variable, and the audience's response
is the dependent variable.

5 Analysis of internal and external
factors of advertising avoidance

5.1 External stimuli for advertising avoidance

Advertising itself is an external stimulus for advertising
avoidance that directly affects the audience's perception and
then affects their responses. This factor specifically includes
advertising content, advertising form, advertising placement,

classification definition

Main scholars

Cognitive avoidance,
Mechanical avoidance,
Behavioral avoidance

Cognitive avoidance,
Behavioral/Physical

avoidance
Cognitive avoidance,

affective avoidance, and
behavioral avoidance

Cognitive avoidance refers to the audience turning their attention away from the ad;
mechanical avoidance refers to the audience taking steps to prevent the ad from
appearing; behavioral avoidance refers to the audience physically avoiding the ad.

Cognitive avoidance refers to audiences taking their attention away from an ad;
behavioral/physical avoidance refers to audiences forcibly blocking or closing an ad.

Speck.et al (1997),Speck.et al
(1997),Siddarth.et al (1998),Tse A.et al
(2001),Bellman.et al (2010),Dix.et al
(2010).

Rau.et al (2013),Lo.et al (2014).

Cognitive avoidance refers to ignoring or paying little attention to an ad; emotional
avoidance refers to holding negative emotions about an ad without clicking on it;
behavioral avoidance refers to taking steps to block or close an ad.

Cho.et al (2004).
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Fig. 2. The SOMR model of advertising avoidance.

advertising occasion, advertising frequency, advertising me-
dia and so on.

5.1.1 Advertising content

Advertising content refers to what kind of information the
advertisement contains and disseminates, including informa-
tion value, credibility, and the interest relation with the audi-
ence. Scholars have found that advertising content affects ad-
vertising avoidance as follows: when the information value
and credibility of the advertising is high and closely related to
the interests of the audience, the degree of avoidance is low;
otherwise, the degree of avoidance is high.

Audiences will reduce the interception of attractive and
valuable Internet advertisements that take into account pri-
vacy . Jin et al. found a negative correlation between advert-
ising credibility and advertising avoidance through structural
equation modeling!. When the audience perceives the ad-
vertising content to be consistent with its target task, the res-
istance will be reduced”’. Personalized advertisements that are
highly relevant to users' interests will reduce people's suspi-
cion of Internet advertisements and reduce advertisement
avoidance™. High-relevance advertisements launched by en-
terprises based on users' Internet browsing traces can im-
prove users' attention and advertising effect”. The degree of
personalization of advertising content was significantly posit-
ively correlated with the audience’s attitude and trust toward
advertising and was significantly negatively correlated with
advertising avoidance™.

5.1.2 Advertising form

Advertisement form refers to the manner in which advert-
isement content is displayed or presented, including layout
size, image form, recognizability, variability, etc. Scholars
have found that the form of advertising affects advertising
avoidance. Specifically, if advertising has a too-large layout,
asynchronous images with programs, poor recognizability and
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a lack of variability, the degree of avoidance is high; other-
wise, the degree of avoidance is low.

Large-scale advertisements and special-page advertise-
ments in newspapers have a low exposure rate and a high
avoidance rate!. The avoidance rate of synchronous advert-
isements (the advertisement and the program are on the same
screen) on the TV is low, and the avoidance rate of asyn-
chronous advertisements (the advertisement and the program
are not on the same screen) is high™. Native advertisements
lacking clear advertising elements can cause audiences to feel
deceived, which in turn leads to anger and avoidance behavi-
ors“. On Internet terminals, special-shaped advertisements
(such as rectangular banner advertisements) that are inconsist-
ent with people's familiarity and habits are more likely to at-
tract users' attention and be browsed more times and for
longer times, and their degree of cognitive and behavioral
avoidance is lower™!.

5.1.3 Advertising placement

Advertising placement refers to the position where the ad-
vertisement is displayed or appears on the media (mainly for
print media and Internet terminal media). Scholars have found
that advertisement position affects advertisement avoidance,
which is shown as follows: when advertising is placed in a
layout and position that is convenient for browsing, the de-
gree of avoidance is low; otherwise, the degree of avoidance
is high.

The exposure rate of advertisements on the inner pages of
newspapers is lower, and the avoidance rate is higher; the ex-
posure rate of the last 1/3 pages of magazine advertisements
is lower, the exposure rate of the first 1/3 pages is higher, and
the exposure rate of catalog pages is the highest!. Lo et al.
used eye trackers to evaluate keyword advertisements when
users browse Internet search engines and found that the
keyword advertisings placed above the search results were
viewed and clicked more frequently than those placed on the
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right!'l. Van et al. conducted a comparative study between research of Cho et al. (2004) and reverified the conclusion
Facebook sidebar ads and news feed ads by using an online that users' perception of advertising clutter is positively re-
experimental method and found that the audience's degree of lated to internet advertising avoidance!*®".

avoidance of news feed ads was significantly higher than that

of sidebar ads®!. 5.1.6 Advertising media

Advertising media refers to the medium that carries advert-

514 Advertising occasion isements. Scholars have found that advertising media affects

Advertising occasion refers to the time the ad is presented the degree and manner of advertising avoidance. Specifically,
in the medium (mostly for electronic media). Scholars have media with high controllability or strong self-selection for
found that advertising occasion affects advertising avoidance, audiences overall has a low degree of avoidance, and cognit-
which is shown as follows: when it is broadcast at a time ive avoidance is lower than behavioral avoidance. Con-
point with less interference to the audience, the degree of versely, the result is the opposite.
avoidance is low; otherwise, the degree of avoidance is high. Flexible advertisements that the audience can choose by

The audience avoided TV advertisements (switching chan- themselves are better than traditional TV advertisements, and
nels) broadcast on the hour and half-hour point more than audiences have lower cognitive avoidance rates and higher
other time periods!”. Biu et al. conducted a comparative study behavioral avoidance rates for videotape advertisements that
between the advertisements broadcast after the TV program can be freely selected than traditional TV advertisements®'.
ended, before the program resumed and in the middle of the Bin et al. found that the audience's perceived controllable
program and found that the audience's cognitive avoidance sense of video ads reduces their avoidance intentionst”.
rate of the advertisements before the program resumed was In summary, the external stimuli of advertising avoidance
lower than that of the advertisements broadcast in other time and their impact on advertising avoidance can be summar-
periods®’. ized as follows (as shown in Table 3).

5.1.5 Advertising frequency 5.2 Intrinsic perception factors of advertising avoidance

Advertising frequency refers to the number of times an ad- The external stimuli of advertising affect the behavior of
vertisement is displayed on a certain medium within a unit the audience through their internal perception. The audience's
time, including the number of layouts and the frequency. perception of advertising is basically divided into two types:
Scholars have found that advertising frequency affects advert- perceived value (or benefit) and perceived infringement (or
ising avoidance, as follows: if the advertising has too many loss). Some scholars use social exchange theory to explain
pages and too high frequency, the degree of avoidance is advertising avoidance. In the online environment, the rela-
high; conversely, the degree of avoidance is low. tionship between audiences and advertisers can be regarded as

When there are too many advertisement pages in a kind of social contract, and audiences decide whether to ap-
magazines (beyond the historical average), this will cause proach (click) or avoid (without clicking the ad or even in-
readers' negative emotions and complaining behaviors and stalling an ad blocker) by weighing the perceived value and
lead to a decline in reading interest and magazine subscrip- perceived benefit infringements of advertisements®™. Shin et
tions™. The frequent broadcast of the same advertisement on al. conducted a national online survey in Singapore and found
TV can cause the audience to be angry with the advertise- that advertising avoidance is affected by two factors: gain and
ment and its brand and even transfer this emotion to other loss factors: the gain factors contain perceived usefulness (in-
nonrelated advertisements and their brands™. Users’ percep- cluding information effectiveness and money saving) and per-
tion of advertising clutter (including excessive frequency, too ceived entertainment value, which are closely negatively cor-
long a time, too loud dubbing, etc.) is an important reason for related with advertising avoidance, while the loss factors in-
Internet users to avoid advertising. Zahra et al. replicated the cluding perceived goal impediment and perceived sacrifice

Table 3. List of external stimuli of avoidance by advertisements.

Ex'terna'l specific factors Impacts on ad avoidance Main scholars
stimuli
Soll t al.(2019); Jin et al.(2007);
.. Information value The ad with high information value, high credibility, ollner et al.( ); Jin et al( )
Advertising o . . Edwards et al.(2002),Back et
Credibility closely related interests to the audience has a low degree of
content . . . . al.(2012),Bellman et al.(2013),Tran et
Interest relation with the audience avoidance;
al.(2017).
Layout size . .
Mg et TSl ot soen I 100t 197 Chowiry
form Recognizability g ¥, gotv y ghdeg al.(2007),Jiyoon et al.(2018),Liu et al.(2018).
L avoidance
o Variability ) ) »
Advertising Layout p}{acement The ad whlch placed in a layout and pos.mon for easy Paul et al.(1997),L0(2014), Van et al.2018).
placement . Position browsing has a low degree of avoidance; .
Advertl.smg Period/Time point/Time in The ad which b?oadcast at a time with 1’1’111’111’1’1?.1 disruption Siddarth et al.(1998),Biu et al.(2001).
occasion program to the audience has a low degree of avoidance;
Advertising Layout number The ad with too many layouts, high frequency has a high Louisa et al.(1997),Bob(2001),Cho et
frequency F requenc?r degree of avoidance; al.(2004),Zahra et al.(2016).
Advertising Controllability The ad with high controllability, . .
. . . . . Reading et al.(2006),Bin et al.(2020).
media Autonomous selection high autonomous selection has a low degree of avoidance
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(including perceived irritation, perceived privacy infringe-
ment, and perceived time waste) were positively associated
with ad avoidance®™".

5.2.1 Perceived value

Perceived value refers to the benefit that the audience per-
ceives the advertisement to bring. Scholars have found that
perceived value (generally including information value and
entertainment value) negatively affects advertising avoidance.
The greater the perceived value is, the lower the degree of
avoidance.

When advertisements provide informational value or enter-
tainment value or both, people will reduce their negative emo-
tions and avoidance behaviors toward advertisements™. Per-
ceived effectiveness negatively affects avoidance of over-the-
counter drug advertising; perceived ineffectiveness positively
affects advertising avoidance, in which advertising irritation
(negative emotional response to advertising) plays a mediat-
ing rolet. Johnston et al. used the belief-value-attitude-beha-
vior framework model to study social media advertising
(SMA) and found that audiences' beliefs about social media
advertising's informativeness and credibility affect their per-
ception of advertising value, which in turn affects their atti-
tudes and behaviors toward advertising”". The driving effects
of advertising information value and entertainment value on
advertising positive attitudes also apply to advertising on so-
cial medial”.

5.2.2 Perceived infringement

Perceived infringement refers to the audience's perception
of the loss or harm caused by the advertisement. Scholars
have found that perceived infringement (generally including
perceived goal impediment, perceived cost waste, perceived
privacy infringement, and perceived freedom infringement)
positively affects advertising avoidance; that is, the greater
the perceived infringement is, the higher the degree of advert-
ising avoidance is; conversely, the degree of avoidance is
lower.
5.2.2.1 Perceived goal impediment

Perceived goal impediment refers to the audience's percep-
tion that an ad affects or hinders the achievement of their
goals. Many scholars note that perceived goal impediment or
intrusiveness is an important internal factor that causes audi-
ences to avoid advertisements, and they use information the-
ory and distractor devaluation theory to explain it.

According to information theory, advertising is largely a
distraction to the audience, so the audience will naturally fil-
ter it as noise. Advertising avoidance is a function of per-
ceived goal impediment and perceived advertising clutter!”.
Perceived goal impediment (including search barriers, inter-
ruptions in viewing web content, and distraction of attention)
is the most important antecedent of audience avoidance of In-
ternet advertising™. The perceived intrusiveness of advertise-
ments of the audience is related to the degree to which advert-
isements hinder or affect the achievement of their goals"™.

According to Distractor Devaluation Theory, when people
engage in a task, nongoal-oriented things are negatively eval-
uated for interfering with the target and in turn are flagged as
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inhibitory or negative factors and ignored. In the Internet
search task, people evaluated banner ads identified as distract-
ors more negatively than ads that were not identified as dis-
tractorst™.

5.2.2.2 Perceived cost waste

Some scholars note that perceived cost waste (including
time, physical, energy, money cost waste, etc.) is an import-
ant internal factor that leads to advertising avoidance, and
cognitive load theory is used to explain it, which notes that
human cognition and its information processing ability are
limited (that cannot process multiple pieces of information at
the same time); when multiple pieces of information appear at
the same time, people will avoid or filter out some nonimport-
ant information™.

The ubiquity of mobile communication is convenient for
people to deal with problems anytime and anywhere, so
people are willing to sacrifice some personal privacy in ex-
change for its ubiquitous services and reduce their negative
attitudes toward advertising ") When Internet users are deal-
ing with tasks (such as reading, searching for information,
and socializing), they generally take a marginalized path
(mainly focusing on noncontent factors such as advertise-
ment form, length, etc.) to deal with pop-up banner ads, and
as a result, people have a more active attitude toward ephem-
eral and frequent pop-up ads than long-dwelling ads™'. Inter-
net users who process tasks while browsing advertisements
can obtain a greater sense of accomplishment than simply
browsing advertisements, which will appropriately reduce
negative evaluations of advertisements and reduce advertise-
ment avoidance, along with the mediating effect of time
passing perception!*.
5.2.2.3 Perceived privacy infringement

Some scholars note that perceived privacy infringement is
one of the internal factors that leads to audiences’ advertising
avoidance and use the Theory of Technological Threat Avoid-
ance (TTAT) to explain it, which notes that when people per-
ceive a technological threat, they will have a negative evalu-
ation of the technology and then take measures to avoid it“".

Users have a negative attitude toward mobile advertise-
ments because of concerns about personal privacy leakage
and then engage in avoidance behaviors .. When users per-
ceive personalized advertising as an invasion of their privacy,
they will hold a strong resistance toward the advertising **1,
5.2.2.4 Perceived freedom infringement

Some scholars note that perceived freedom infringement is
one of the internal factors that lead to audiences’ advertising
avoidance and use reaction theory to explain it, noting that
maintaining personal freedom is an important goal pursued by
people. When personal free will is violated, various measures
will be taken to resist it. The degree of resistance depends on
the perceived degree of personal free will being violated“.

The strong exposure of Facebook news ads can cause users
to perceive that their personal free will has been violated and
then generate anger and avoidance behavior. However, if
users can choose to avoid advertisements on their own, the
perception of intrusiveness of advertisements will be reduced,
thereby reducing advertisement avoidance behavior .

In summary, the internal perception factors of advertising
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Table 4. List of internal perception factors of advertising avoidance.

Intrmnsic
perception specific factors Impacts onad avoidance main scholars
factors
Perceived Information value Pe.rcelved value negatlvel)./ affects ad avoidance, that Johnston et al.(2018),Edwards et al.(2002),Huh et
. is, the greater the perceived value, the lower the .
value Entertainment value . al.(2015),Miltgen et al.(2019).
degree of avoidance; ket al(1997) Edward L2002
. Goal impediment Cost waste Perceived infringement positively affects ad Speck et al.( . 7),Edwards et al( )’H.a ot
Perceived . e . ; . al.(2008),Brittany et al.(2011); Okazaki et
s Privacy infringement avoidance, that is, the greater the perceived . .
infringement Freedom infri ¢ ression. the higher the deeree of avoidan al.(2012),Chinchanachokchai et al.(2015); (2012);
reedom infringemen aggression, the higher the degree of avo ce. Youn et al.(2019).
avoidance and their specific effects on advertising avoidance social media, television and newspapers), the intergeneration-
are summarized as follows (as shown in Table 4). al effects are not significant, and the specific patterns vary
.. . I ntries'*.
5.3 External moderators of advertising avoidance across count °s
5.3.1.2 Cognitive factors
Scholars have conducted many studies and found that audi- Cognitive factors refer to people's perceptions and atti-
ences’ perception of advertising value or invasiveness as well tudes toward things. Scholars have found that audience cogni-
as their subsequent behavioral responses are affected or mod- tion affects advertising behavior. Specifically, a positive atti-
erated by multlple external factors. These factors can be sum- tude toward and Cognition of advertising lead to a low degree
marized into three categories: audience factors, scene factors, of advertising avoidance; conversely, the degree of advertise-
sociocultural factors and technological factors, each of which ment avoidance is high.
includes several specific aspects. Jain et al. divided human thinking into incremental think-

ing (which tends toward the variability of things) and sub-
stantive thinking (which tends toward the immutability of

5.3.1 Audience factors

Scholars have found that audiences’ perception of advert- things) and divided advertising content into avoidance advert-
ising value or invasiveness and their behavioral responses are ising (leading consumers to avoid negative results) and ap-
affected by their own factors, which mainly include demo- proach advertising (leading consumers to approach positive
graphic factors, cognitive factors, life attitudes, and previous results). Through research, it was found that people with in-
experience. cremental thinking had lower evaluations and higher resist-
5.3.1.1 Demographic factors ance to avoidance advertising than approach advertising. For

Demographic factors refer to a range of factors related to people with substantive thinking, there was no difference
demographics, including age, gender, education level, in- between evaluation and avoidance of the two types of advert-
come level, family size, etc. Scholars have found that educa- ising, and they only focused on the content of the advertise-
tion level, income level, and family size positively affect ad- ment!*’. If the audience notes that personalized advertising
vertising avoidance; the relationship between age and advert- can increase their interests, they will reduce advertising suspi-
ising avoidance is not unified and varies across countries and cion and avoidance; if the audience notes that personalized
media; and gender affects advertising avoidance. advertising is an infringement of their privacy, they will have

Rojas-Mendez et al. found that age was negatively related a strong resistance to advertising®”.
to behavioral avoidance of television advertisements, while 5.3.1.3 Life attitude
the relationship between age and mechanical avoidance var- Life attitude refers to the attitude people hold toward life,
ied across countries, and educational level and family size such as positive or negative, optimistic or pessimistic atti-
were positively correlated with mechanical avoidance and be- tudes. Scholars have found that the audience's attitude toward
havioral avoidance through a cross-cultural sample study in life affects advertising behavior, as follows: a positive and op-
the United Kingdom, Chile and Turkey. In terms of avoid- timistic attitude toward life leads to a low degree of advertise-
ance methods, men are more likely to use mechanical avoid- ment avoidance; conversely, the degree of advertisement
ance (such as switching TV channels), and women are more avoidance is high.
likely to use behavioral avoidance (such as talking to others People with strong nostalgia will pay more attention to the
when an advertisement is broadcast)“”. The income level and negative aspects of advertisements, and the degree of per-
education level of the audience were negatively correlated ceived advertisement avoidance is higher; people who are ori-
with the perceived utility of over-the-counter drug advert- ented to the present and the future will pay more attention to
ising and positively correlated with advertising skepticism the positive aspects of advertisements, and the degree of per-
and advertising avoidance 1. Margot et al. conducted a cross- ceived advertisement avoidance is relatively low"". Con-
generational survey in six countries and found that the only sumers with low risk-taking propensity are more likely to
significant difference between advertising avoidance and me- avoid advertisings in low-interaction environments than in
dia generations was on the mobile phone medium, as shown high-interaction environments'?.
that the Internet generation (born between 1978 and 1995, 5.3.1.4 Previous experience
which grew up with the Internet media) avoided advertising Previous experience refers to the knowledge and experi-
on the mobile phone medium less than the newspaper genera- ence that people have accumulated in the past. Scholars have
tion (born between 1930 and 1957, which grew up with the found that people's accumulated knowledge and experience in
newspaper media). For the remaining four media (websites, exposure to advertising in the past affect advertising behavior,
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as follows: positive experience negatively affects advertising
avoidance, and negative experience positively affects advert-
ising avoidance.

The audience's previous negative experience with internet
advertising, including poor perceived utility, dissatisfaction
with advertising, and lack of corresponding incentives, will
increase their avoidance motivation and resistance to current
advertising!”. User experience can increase the avoidance of
Internet dynamic banner ads“". Past experience can reduce
audiences' attention to personalized advertising of low-en-
gagement products and increase mechanical avoidance®".
YouTube users who have skipped video ads will skip video
ads faster to a greater extent than those without this experi-
encel.

5.3.2 Scene factors

Scene factors refer to the scene state of the audience con-
tacting the advertisings and generally consist of the scene
condition and the audience status. Scholars have found that
different audiences in different situations have different per-
ceptions of the value or infringement of the same advertise-
ment and thus have different advertising avoidance behaviors.
5.3.2.1 Scene condition

The scene condition refers to the scene or space state in
which the audience is exposed to the advertisement, such as a
noisy or quiet scene, crowded or relaxing scene, individual
presence or social presence (the presence of others) scene,
etc. Scholars have found that in crowded scenes, audiences
have a lower degree of avoidance of mobile personalized ad-
vertisements; in social presence scenes, audiences overall
have a higher degree of advertising avoidance.

In the subway scene, when there are many passengers and
itis crowded, the audience will have a more positive re-
sponse to the targeted advertisements pushed by telecom op-
erators, and the probability of purchasing influenced by ad-
vertisements is also higher because at this time, the audience
is greatly disturbed by the outside world, and to avoid inter-
ference, their attention will be more concentrated on their in-
ner spiritual space'l.

In social presence scenes, audiences generally avoided pub-
lic personalized advertisements and avoided avoidance ad-
vertisements more than approach advertisements, in which
consumers' perceived embarrassment played a mediating
rolet?,
5.3.2.2 Audience status

Audience status refers to the status of the audience when
they contact the advertising, generally including the task type
and load intensity. Scholars have found that when the audi-
ence is exposed to advertisements, the importance of the task
and the load intensity positively affect advertising avoid-
ance—that is, the more important the task is and the higher
the workload intensity is, the higher the degree of advertising
avoidance is; conversely, the lower the degree of advertising
avoidance is.

When users watched stimulating programs through the In-
ternet, the advertisements inserted in the middle were more
invasive, and the degree of advertisement avoidance was
higher than the advertisements inserted at the end when
watching relaxing programs®. In the context of the Internet,
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users in a high-load work state had a higher degree of ad-res-
istance and avoidance behaviors than users in a low-load
work state, including significantly shortening the time to read
ads and reducing ad recall"".

Internet users whose targets are searching for information
have a higher degree of advertising avoidance than those
whose targets are just browsing and communicating””. The
type of Internet users' tasks significantly moderated the rela-
tionship between advertisement salience and advertisement
avoidance, as shown in the following: users aimed at informa-
tion search had higher avoidance of salient ads (dynamic and
larger ads) compared with users aimed at entertainment and
relaxation”.

5.3.3 Sociocultural factors

Based on the social and cultural environment of the audi-
ence, scholars have found differences in the perceived value
or the degree of infringement of the same advertisement and
subsequent advertising behavior. Sociocultural factors mainly
include social factors and cultural factors.
5.3.3.1 Social factors

Social factors refer to the social class, related groups, so-
cial needs and the degree of intercourse of the audience.
Scholars have found that the audience's social needs and de-
gree of intercourse negatively affect advertising avoidance.

Social media is a medium for providing useful, reliable and
high-quality product/brand information, and advertising on
social media is less likely to be avoided than advertising on
public media®”. Advertisements with social background in-
formation (such as annotating fans' names, numbers, friend
comments, etc.) published on the Facebook platform can in-
crease attention and click-through rates™. Some advertise-
ments are widely disseminated on the Facebook platform be-
cause users note that sharing advertisements on social media
can enhance their image in the community"™. The amount of
social media used by users and their sensitivity to social me-
dia influence positively affect advertising attitudes and beha-
viorstL
5.3.3.2 Cultural factors

Cultural factors refer to the cultural groups to which the
audience belongs, value beliefs, religious beliefs of the audi-
ence, etc. Scholars have found that postmodern culture and
individualistic culture intensify advertising avoidance, while
religious belief weakens advertising avoidance.

The characteristics of postmodern culture (acceleration,
fragmentation, diversity) and the reality of advertising pervas-
iveness will lead to more negative attitudes toward advert-
ising and the development of more methods to filter out ad-
vertising clutter to protect mental space®". Moller et al. used a
hierarchical linear model to conduct an online survey of 7,775
respondents from 34 countries and analyzed the click-through
rate of 2,192 users from 26 countries and found that individu-
alistic culture would increase audiences’ negative attitudes to-
ward advertising and decrease the willingness to click Inter-
net banner ads™. Religious belief negatively affects advert-
ising avoidance because religious believers are more likely to
believe in external things rather than to be skeptical®.
Biographies

DOI: 10.52396/JUSTC-2022-0120
JUSTC, 2024, 54(X):



Zzsrg "

Zhang et al.

5.3.4 Technological factors

On the one hand, technological factors influence the
presentation and content of advertising, while on the other
hand, they also have a profound impact on the way advert-
ising is avoided and the size of that avoidance. The direction
of the influence of technological factors on ad avoidance de-
pends on the audience's psychological perception of the tech-
nology: specifically, when the audience perceives an increase
in the benefits of advertising based on a specific technology,
ad avoidance decreases, while when the audience perceives a
threat of the technology, they will develop negative percep-
tions of the technology and take steps to avoid advertising us-
ing that technology.

Digital video recorders (DVRs) based on digital recording
technology have transformed traditional TV ad avoidance.
Wilbur K C. et al. found that DVR, whose access to availabil-
ity data improved advertisers' measurement of ad avoidance
and accuracy of target market positioning, helped advertisers
tailor the content of product advertisements to individual
characteristics (content preference and viewing speed), refine
the time and frequency of advertising placement, and match
ad content to the program to reduce users' resistance to the ad-
vertisements'. Wireless communication network technology
and wireless communication protocols (WAP) have given
mobile devices the characteristic of ubiquity of perception.
Okazaki et al. found that the perceived ubiquity of mobile
devices based on time savings and spatial flexibility can in-
duce positive perceptions of the content provided by mobile
devices, encouraging them to trust the advertisements it deliv-
ers, which in turn leads to positive attitudes toward advert-
ising". Social media based on Web2.0 and UGC technology
has brought revolutionary changes to the content and commu-
nication methods of advertising, resulting in the emergence of
social media advertising (SMA). For Facebook SMA, Li et al.
found that an ad endorsement mechanism that combines per-
sonalized social context (number of followers, names of fol-
lowers' friends) with targeting and social advertising techno-
logy can enhance the effectiveness of ads and improve click-
through rates and product impressions”™.

Along with the development of JAVA and HTML techno-
logy, pop-up advertisements that are automatically launched
when a web page is loaded began to appear. A study by Ed-
wards et al. on pop-up ads found that the forced exposure of
pop-up ads caused audience anger when triggering perceived
intrusiveness, which in turn led them to avoid the ads™. De-
velopments in big data technology and data processing capab-
ilities allow advertisers to shift their focus from traditional
mass advertising to personalized advertising that delivers
messages tailored to individual preferences. However, Okaza-
ki et al. found that users can have negative attitudes toward
mobile advertisements and thus adopt avoidance behaviors
due to concerns about the disclosure of personal privacy.
Baek et al. and Jung found that when users perceive the track-
ing of consumer data and potential use of personalized advert-
ising as an invasion of their privacy, this leads to negative re-
actions, including negative attitudes and behaviors toward ad-
vertising™*1. With the advent of location tracking technology
and the proliferation of GPS, location-based advertising
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(LBA) has emerged - LBA refers to personalized advertising
that advertisers push to targeted consumers' mobile devices
based on their current situational location. Shin et al. found
that audience activity on mobile phones was interrupted or
became untenable when LBA was present, and in turn, per-
ceived goal impediment was found to be the strongest predict-
or of LBA avoidance®".

In summary, the moderating factors of audience advert-
ising perception and avoidance behavior and their specific ad-
justments to advertising avoidance can be summarized as fol-
lows (as shown in Table 5).

6 Summary and prospect

6.1 Summary and implication

6.1.1 Overview of the study

The overview and mechanism of this study can be summar-
ized as follows (shown in Figure 3).

In the figure above, the advertising itself is an external
stimulus. It stimulates the audience to form different percep-
tions, thereby affecting the audience’s advertising avoidance
behavior. The audience’s perception of advertising and its
avoidance behavior are also moderated by the audience, the
scene and the sociocultural factors as well as technological
factors.

6.1.2 Theoretical contribution

The theoretical contributions of this study are reflected in
the following aspects:

(D This study clarified the relationship among the various
factors of advertising avoidance, that is, the advertisement it-
self is the independent variable, the internal perception of the
audience is the mediator variable, and advertising avoidance
is the dependent variable, while the audience itself, the scene
and social culture factors are the moderating variables. Our
review of the literature reveals that scholars have explored
many factors influencing advertising avoidance, but these
factors are not actually on an equal level and do not play the
same role and that scholars have failed to distinguish and cla-
rify the relationships between them. Based on the classical
SOR model, this study constructed the SOMR model of ad-
vertising avoidance and divided the influencing factors of ad-
vertising avoidance into external stimuli, internal perception
factors, and external moderating factors, which work together
and influence each other, ultimately facilitating ad avoidance
behavior. Among them, advertising itself is the external stim-
ulus of advertisement avoidance, and it exerts influence on
advertisement avoidance through audience perception as an
intermediary. Audience perception includes perceived value
and perceived infringement. Perceived value negatively af-
fects advertisement avoidance, and perceived infringement
positively affects advertisement avoidance. At the same time,
the audience's perception of advertising value or invasiveness
and thus advertising avoidance behavior are also affected and
moderated by many external factors. This generalization and
refinement can make people very clearly understand the vari-
ous factors playing in advertising avoidance, which will help
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Table 5. External moderators of advertising avoidance.

Moderators Specific factors Basic views

Main scholars

Education Ievel, income level, and family size
positively affect advertising avoidance; age
and advertising avoidance are inconsistent
which varied across countries and media;

gender affects advertising avoidance style.
Positive perception of advertisements leads to

low degree of advertisement avoidance.
The attitude toward life is positive and

optimistic, and the degree of advertisement

i avoidance is low.
Positive experiences negatively affect ad

avoidance, while negative experiences

positively affect ad avoidance.
‘When the scene is crowded, the audience's

degree of avoidance of mobile personalized
advertisements is low; in the social presence
scene, the audience's overall degree of

avoidance of advertisements is high.
The importance of audience target task and

workload intensity positively affect ad

) avoidance.
Audience social needs and degree of

interaction negatively affect advertising
avoidance.Postmodern culture and

Demographic factors

Audience factors Cognitive factors

Life attitudes

Previous experience

Scene condition

Scenefactors

Audience status

Social factorsCultural

factors
Sociocultural

factorsTechnologicalfactors

avoidance, while religious belief weakens

advertising avoidance. )
The direction of the influence of technological

factors on ad avoidance depends on the trade-
offs between perceived value and perceived

Negative
effectsPositiveeffects

infringement brought by technology of the ads.

Rojas-Mendez et al.(2009),Huh et al.(2015),Van et
al.(2018).

Baek et al.(2012),Jain et al.(2009).
Rojas-Mendez et al.(2006),Jin et al.(2007).

Cho et al.(2004),JooWon et al.(2012),Bellman et
al.(2013),Belanche(2017).

Michelle et al.(2016),Nicole et al.(2019).

Zahra et al.(2016),Bang et al.(2018),Edwards et
al.(2002),Rau et al.(2013).

Chu et al.(2011),Yung-Ming et al.(2014),Miltgen et
al.(2019),Chinchanachokchai et

individualistic culture intensify advertising al.(2020).Rumbo(2002),Moller et al.(2010),Ketelaar et

al.(2015).

Wilbur K C . et al. (2008), Okazaki et al. (2012), Li et

al. (2014). Edwards et al. (2002), Back et al. (2012),
Jung (2017), Shin et al. (2016).

Stirulus O rgar sm
Lvertising Percerved walue
content Percered

for mftingere nt
placerme nt
accasion ?
fre quency
media Moderators
Eudience factors

Scene factors
Soclocultural  factors
Techriological factors

Fig. 3. The influence mechanism of advertisement avoidance based on SOMR model.

Response
cognifive avoldance,
mechanical avoldance
be havioral avoldatce

companies find the focus when carrying out advertising activ-
ities.

@ This study comprehensively reviews and summarizes
the respective connotations of the relevant factors and their
specific factors of advertising avoidance.
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First, on the basis of reading the literature and comparative
analysis, the researchers accepted the views of most scholars
and defined advertising avoidance as the behavior of audi-
ences to reduce or avoid exposure to advertisements based on
negative perceptions of advertisements. In addition, adopting
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the classification method of most scholars, advertising avoid-
ance is divided into three categories: cognitive avoidance,
mechanical avoidance and behavioral avoidance.

Second, based on reading and digesting the literature, the
stimuli of advertising avoidance are summarized and refined
into advertising content, advertising form, advertising place-
ment, advertising occasion, advertising frequency, and advert-
ising media, and this study conducted a more detailed analys-
is of how the six factors affect advertising avoidance and their
specific impacts on ad avoidance.

Third, the intrinsic perception factors of advertising avoid-
ance are divided into perceived value and perceived infringe-
ment; the former includes perceived information value and
perceived entertainment value, and the latter includes per-
ceived goal impediment, perceived cost waste, perceived pri-
vacy infringement and perceived freedom infringement. This
study expounded the internal influence mechanism of these
factors on advertising avoidance in detail.

Finally, through reading the literature and repeated deliber-
ation, the moderating factors of advertising avoidance are di-
vided into audience factors, scene factors and sociocultural
factors, and the moderating effects of these three types of
factors and the specific factors included in advertising avoid-
ance are expounded on in detail. The audience factors are fur-
ther divided into demographic factors, cognitive factors, life
attitudes and previous experience; the scene factors consist of
scene condition and audience status; and the sociocultural
factors are divided into social factors and cultural factors.
Through the review and analysis of these issues, readers and
future researchers can have a clearer understanding of the re-
search status and basic conclusions of advertising avoidance
and related issues.

® This study points out and analyzes the differences in
scholars' understanding of related issues and the differences
in research conclusions.

First, this study found that there are some differences in the
classification and definition of advertising avoidance among
scholars. Most scholars divided advertising avoidance into
cognitive avoidance, mechanical avoidance and behavioral
avoidance, while a few scholars divided advertising avoid-
ance into cognitive avoidance and behavioral avoidance or
physical avoidance, and some scholars divided advertising
avoidance into cognitive avoidance, affective avoidance and
behavioral avoidance.

Second, this study found that there are some differences
between scholars' definitions of different types of avoidance:
the definitions of cognitive avoidance are basically the same,
but there are differences between the definitions of mechanic-
al and behavioral avoidance. Scholars' definitions and classi-
fication of advertising avoidance are different for the follow-
ing reasons. First, theoretical research is a process of develop-
ment; the early definitions of advertising avoidance were rel-
atively simple, and as the medium of advertising developed,
the definition of advertising avoidance was expanded and re-
fined. Second, the difference in the definition of behavioral
and mechanical avoidance is due to the variability in the me-
dia properties that carry advertising in the relevant studies.
For example, Tse A et al. (2001) and Bellman et al. (2010)
define and classify ad avoidance based on television advert-
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ising, while Rau et al. (2013) define and classify ad avoid-
ance based on advertising of mobile communication devices.
Finally, the differences in analysis tools, research dimensions
and methods lead to differences in the definition and classific-
ation of advertising. Speck et al. (1997) define and classify
advertising avoidance on the basis of the previous definitions
and real-life experiences, and Edwards et al. (2002) intro-
duced perceived intrusiveness and reactance to their defini-
tion of advertising avoidance from the perspective of psycho-
logy. Cho et al.'s (2004) definition and classification of ad-
vertising avoidance is based on the CAB cognition (C), affect
(4), and behavior (B) analysis model in consumer attitudinal
responses to advertising stimuli.

Finally, this study found that scholars' research conclu-
sions on the relationship between audience age and advert-
ising avoidance are inconsistent. Some scholars note that age
was negatively related to behavioral avoidance of television
advertisements, while the relationship between age and mech-
anical avoidance varied across countries, but some scholars
note that the Internet generation avoided advertising on the
mobile phone medium less than the newspaper generation,
while the intergenerational effects are not significant for ad-
vertising avoidance on the other four media, and the specific
patterns vary across countries. The inconsistency in the rela-
tionship between age and advertising avoidance is mainly due
to the following reasons: first, both studies are cross-cultural
studies, but the countries chosen for the two studies are differ-
ent; the first study selected countries with large cultural dif-
ferences, such as Chile, Turkey and the UK, while the second
study selected Western European countries and America. As
mentioned in the conclusions of both studies, the results of
age and advertising avoidance differ specifically by country,
and the inconsistency in the conclusions of the two studies
can be explained in terms of cultural differences. Second, the
two studies selected different advertising mediums: the
former studied the relationship between TV ad avoidance and
age, and the latter studied the relationship between age and ad
avoidance on websites, social media, TV, newspaper media
and mobile phones. Different media have different character-
istics and attributes, and there are significant differences in
the age of their main target groups, which can also lead to sig-
nificant differences in ad avoidance for different media by
audiences of different ages.

6.1.3 Management implication

The ultimate purpose of studying advertising avoidance is
to reduce and avoid audiences' advertising avoidance behavi-
or, thereby improving the advertising effect. To achieve this
goal, fundamentally speaking, the first rule is to increase the
audience's perceived value of the advertising, and the second
rule is to reduce the audience's perceived infringement of the
advertising. Advertisers can take specific measures from the
following aspects:

(D Improve the content of advertising to the greatest extent
and increase the attractiveness of the advertising itself to the
audience, including increasing the information value or enter-
tainment value or both of advertising and avoiding unintelli-
gible or even deceptive content of the advertising.

(@ Make reasonable arrangements of advertising forms, ad-
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vertising placements, advertising occasions, advertising fre-
quency and advertising media. In terms of advertising form, if
using traditional paper media, the layout should not be too
large; if using TV media, it is best to keep the advertisement
and program content on the same screen; if using Internet me-
dia, the variability of the advertising form or image should be
increased; no matter what kind of media is used, the ads must
be clearly identifiable, so that the audience can clearly identi-
fy that it is an advertisement. For ad placement, try to place
the ad in a position that is convenient for the audience to
browse—Specifically, if using traditional paper media, put it
on the homepage or front part as much as possible; if using
Internet media, put it on the top or left side of the screen as
much as possible. For the advertising occasion, if TV media
is used, first, the delivery time of the ads should avoid the
hourly and half-hourly time as much as possible, and second,
the delivery time of the ads should try to avoid inserting in
the middle of the program or after the program ends but
choose to insert before the program resumes. For ad fre-
quency, try to avoid placing ads on the same medium on mul-
tiple pages or excessive times during the same time period.
For advertising media, the media that the audience can con-
trol should be selected as much as possible so that the audi-
ence can choose whether to watch or read the advertisement.

(3 When an enterprise releases advertisings, it is necessary
to fully consider factors such as the audience themselves, the
scene and the social culture to which they belong. From the
perspective of the audience, advertising and guidance can be
increased for people with lower education and income levels.
For scene factors, in a crowded or noisy environment, some
personalized advertisements can push the audience to
crease browsing. In terms of sociocultural factors, they can
choose to launch advertisements on social media to promote
people to spread them to each other.

in-

6.2 Limitations and prospects

6.2.1 Study limitations

This research mainly expounds the research limitations
from two aspects: one is the limitation of this research; the
other is the limitation of the related studies by existing schol-
ars.

( This study is insufficient. In this study, the factors re-
lated to advertising avoidance are divided into external stim-
uli, internal perception factors and external moderating
factors, which is not only a major theoretical contribution of
this research but also a deficiency of this research because
this induction is only based on logical reasoning and analysis
without an empirical basis.

@) The existing research is insufficient. Although prede-
cessors have carried out many pioneering studies on advert-
ising avoidance and achieved fruitful results, there are still
some deficiencies or blanks in the field. For example, in terms
of advertising content, scholars did not answer what kind of
advertisements are "attractive and valuable"; in terms of ad-
vertising frequency, scholars did not answer the quantitative
standard of "excessive frequency" or "frequent broadcast"; in
terms of the moderating factors of advertising avoidance, the
understanding and research conclusions on the relationship
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between age and advertising avoidance are inconsistent; in
terms of advertising value, scholars only divide it into inform-
ation value and entertainment value, while the advertise-
ments also have aesthetic value, such as Baisuishan bottled
water and Changbaixue bottled water advertisements and Li
Ziqi's rural pastoral style advertisements.

6.2.2 Prospects for future study

In view of the above research deficiencies, it is suggested
that future researchers conduct further research in the follow-
ing aspects:

(D Adopt empirical methods to examine the roles of advert-
ising factors, audience factors, scene factors, sociocultural
factors, and audience perception factors in advertising avoid-
ance, including the following: Is advertising an independent
variable? Does it directly affect ad avoidance, or must it af-
fect ad avoidance indirectly through audience perception? Are
audience factors, scene factors, and sociocultural factors mod-
erate variables? Do these factors moderate the effect of ad-
vertising on audience perception or the effect of mediating
audience perception on ad avoidance or moderate both the ef-
fect of advertising on audience perception and audience per-
ception on ad avoidance? What extent is the moderating ef-
fect of each factor?

@ Further research can be carried out to address the short-
comings of existing research, including the following: What
exactly does the audience perceive advertising value include?
How important are the different ad values? Is there any differ-
ence in the importance of advertising value factors to differ-
ent audiences? How can the degree of audience-perceived ad-
vertising damage be ranked? Are there differences in the per-
ception of advertising infringement categories among differ-
ent groups of people? What are the elements of an "attractive
and valuable" ad? Are there differences in the "attractiveness
and value" of advertisements by different audiences? Are
there any differences in the "attractiveness and value" com-
ponents of advertising in different media? What is a reason-
able "advertising frequency"? What other scene and sociocul-
tural factors affect ad avoidance, and how do they affect ad
avoidance?

(3 With the rapid development of the Internet and the con-
tinuous emergence of new media, new media advertising such
as news feed advertising has become mainstream advertising,
so scholars can conduct more in-depth research on new me-
dia advertising avoidance. There is little research on ad avoid-
ance in the context of emerging technologies such as meta-
verse and ChatGPT. We suggest that scholars conduct re-
search on ad avoidance in the context of relevant emerging
technologies such as metaverse and ChatGPT in the future.
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