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Definition and Conceptualization of Attitudes

The study of attitudes toward Internet advertising (AIA) is a critical subfield within consumer
psychology and marketing, rooted in established models of persuasive communication. An attitude,
fundamentally, represents an enduring, learned predisposition to respond consistently favorably or
unfavorably toward a given object, which in this case is the totality of advertising presented through
digital channels. This object is highly complex, encompassing various formats--from banner ads
and pop-ups to search engine marketing and native content--as well as the specific contexts in
which they appear. Early conceptualizations of AlA often adapted the Fishbein and Ajzen model,
treating the attitude toward the advertisement (A-ad) as a mediator between the characteristics of
the ad itself and the resultant attitude toward the brand (A-brand) and subsequent purchase
intention. However, the interactive and pervasive nature of the internet necessitates a more
nuanced framework than that used for traditional media, accounting for factors like perceived
control, privacy concerns, and the immediate utility derived from the advertised content.

AlA is generally viewed as a multidimensional construct, capturing cognitive, affective, and
conative components. The cognitive component refers to the consumer's beliefs and knowledge
structure regarding Internet advertising--for example, beliefs about its informativeness, reliability, or
deceptiveness. Consumers may hold beliefs that Internet ads are useful for finding deals but are
simultaneously intrusive and overwhelming. The affective component encompasses the
emotional responses evoked by the advertising experience, such as feelings of annoyance,
enjoyment, frustration, or pleasure. Given the high degree of involuntary exposure in the digital
environment, negative affect often dominates the overall attitude. Finally, the conative component
relates to the behavioral intentions stemming from the attitude, primarily the intention to click,
avoid, share, or seek further information. Understanding the interplay between these three
components is essential for predicting meaningful consumer behavior, particularly the increasing
prevalence of ad avoidance and the use of ad-blocking software, which represent direct
manifestations of negative AlA.

The distinction between the attitude toward the specific advertisement (A-ad) and the general
attitude toward the medium or mechanism (AlA) is paramount. A user may find a specific ad highly
relevant and informative (positive A-ad), yet still maintain a deeply negative overall attitude toward
the practice of targeted digital advertising (negative AlA), particularly if that negative attitude is
driven by underlying privacy fears or skepticism regarding data collection practices. Research
indicates that while positive A-ad can temporarily overcome negative AlA, the general attitude acts
as a powerful filter, influencing the initial processing and acceptance of any individual
advertisement. Therefore, improving the overall perception of the advertising medium--by fostering
transparency and control--is often more challenging, but potentially more impactful in the long term,
than simply optimizing the creative content of isolated campaigns.
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The Dual Nature of Internet Advertising Exposure

Exposure to Internet advertising is characterized by a fundamental duality, existing simultaneously
as a source of valuable information and as a significant psychological burden. On one hand,
effective advertising provides genuine utility, offering consumers relevant product information,
facilitating price comparisons, and alerting them to necessary services or offers. This utility
perspective aligns with the traditional view that advertising is a market mechanism that reduces
search costs and improves decision- making efficiency. When advertising is perceived as
informative, timely, and non-repetitive, consumers are more likely to develop a favorable attitude,
viewing the ad as a helpful resource rather than an interruption. The success of search engine
advertising, for instance, relies heavily on this perceived utility, as the advertisement is delivered
precisely at the moment the consumer expresses explicit intent and need.

Conversely, the negative dimension of exposure centers on intrusiveness and interruption.
Unlike traditional media where advertising slots are often predictable, Internet advertising often
disrupts the primary consumption task, whether that is reading an article, watching a video, or
engaging in social interaction. Intrusiveness is defined psychologically as the degree to which an
advertisement interrupts the user's flow state or goal-directed behavior. High levels of perceived
intrusiveness are strongly correlated with negative affective responses, such as irritation and
anger, which in turn drive avoidance behaviors. Pop-up ads, interstitial ads that require waiting
periods, and auto-play video ads are consistently rated as the most intrusive formats, precisely
because they seize control of the user interface and demand cognitive resources away from the
intended task.

Furthermore, the issue of exposure control significantly differentiates Internet advertising from its
traditional counterparts. While a television viewer can change the channel or a magazine reader
can flip the page, many digital formats are designed to be inescapable, requiring specific actions
(like finding a tiny 'X' button or waiting for a timer) to dismiss them. This lack of perceived control
exacerbates negative attitudes. When users feel coerced or manipulated into viewing content,
even highly relevant advertisements can trigger psychological reactance--a motivational arousal
aimed at restoring threatened or eliminated behavioral freedoms. Consequently, digital advertisers
must strive for formats that respect the user's autonomy, prioritizing formats that are opt-in,
dismissible, or seamlessly integrated into the content flow, thereby minimizing the negative impact
of forced exposure and reducing the likelihood of developing generalized negative AlA.

Antecedents Shaping Attitudes: Personal Factors

Individual characteristics play a profound role in mediating how consumers process and respond to
Internet advertising. One critical personal factor is Internet self-efficacy, which refers to an
individual's belief in their ability to effectively navigate and control the online environment.
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Consumers with high self-efficacy are often less bothered by complex ad formats or targeting
mechanisms because they believe they possess the skills to manage or bypass them, leading to
potentially less negative AlA. Conversely, users with lower self-efficacy may feel overwhelmed or
victimized by aggressive advertising, deepening negative attitudes and increasing reliance on ad-
blocking tools as a protective measure. This factor is often intertwined with digital literacy, where
greater understanding of how digital platforms operate allows for more informed and less fearful
interactions with targeted content.

Another significant antecedent is the consumer's pre-existing level of advertising skepticism.
Skepticism represents a generalized disposition to disbelieve the claims made by advertisers.
High-skeptic consumers are less likely to perceive Internet advertising as informative or credible
and are more prone to attribute manipulative intent to the sender, regardless of the ad's actual
content or relevance. This inherent distrust acts as a cognitive filter, requiring advertisers to
provide substantially stronger evidence or greater transparency to achieve positive persuasion.
Furthermore, demographic factors such as age and culture exert influence; younger generations,
often referred to as digital natives, tend to be more accepting of integrated advertising formats like
native ads and influencer marketing, viewing them as standard features of the digital landscape,
whereas older generations may find them more deceptive or intrusive.

The user's current motivational state and consumption context also powerfully shape AlA. If a
user is actively engaged in a hedonic activity, such as watching entertainment or browsing social
media for leisure, they are highly sensitive to interruptions, making intrusive ads particularly
detrimental to their attitude. However, if the user is engaged in a utilitarian, goal-directed task, such
as researching a specific product or service, they are more tolerant of relevant advertising because
it serves their immediate needs. This context-dependent variability highlights why timing and
relevance are not merely creative optimization challenges but fundamental psychological
prerequisites for minimizing negative AlIA. Highly motivated users seeking information may even
view relevant ads as a welcome addition, provided the ad format does not impede their primary
goal.

Antecedents Shaping Attitudes: Ad Characteristics

The specific design and execution of the advertisement itself are powerful determinants of AlA.
Four key characteristics consistently emerge in research: informativeness, entertainment value,
interactivity, and perceived relevance. Informativeness refers to the extent to which the ad
provides useful, accurate, and timely data that aids consumer decision-making. Ads perceived as
highly informative tend to generate positive cognitive responses and favorable overall attitudes, as
they fulfill the utility function of advertising. Conversely, ads that rely purely on affective appeals
without substantive information are often viewed negatively, especially when they disrupt a goal-
oriented task.
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The entertainment value of an ad addresses its capacity to evoke positive affective responses
through humor, engaging storytelling, or aesthetic appeal. In environments like social media, where
consumption is often hedonic, highly entertaining ads can overcome the inherent negativity
associated with interruption. When an ad is enjoyable, the consumer's negative attitude toward the
medium is temporarily suppressed, and the positive feelings generated by the ad transfer to the
brand. This mechanism explains the success of highly creative video advertisements that users
voluntarily seek out and share, transforming the advertising experience from forced exposure into
an elective entertainment choice.

Interactivity, a feature unique to digital advertising, refers to the degree to which the user can
engage with the ad, such as clicking, scrolling, expanding, or participating in a mini-game.
Research suggests that well-designed interactive ads increase engagement time and reduce
perceived intrusiveness, as the user gains a sense of control over the advertising experience.
However, poorly executed interactivity--such as ads that malfunction or require too much effort--
can backfire, increasing frustration and deepening negative AlA. Finally, perceived relevance,
often achieved through algorithmic targeting, is arguably the most crucial characteristic. When an
ad is highly relevant to the user's current needs or interests, it is more likely to be perceived as
informative and less intrusive, effectively mitigating the negative psychological impact of
interruption.

Key Dimensions of Attitude Measurement

Accurate measurement of attitudes toward Internet advertising requires robust psychometric scales
that capture the complex interplay of cognitive and affective dimensions. Traditional measurement
models often utilize Likert-type scales focusing on general favorability (e.g., "l like Internet ads" vs.
"| dislike Internet ads"). However, modern research emphasizes the need to differentiate specific
facets that drive the overall attitude. One primary dimension measured is the perception of utility
versus irritation. This axis assesses the cognitive trade-off consumers make: the perceived
benefits gained from the information provided versus the annoyance caused by the interruption or
repetition. Scales often include items related to finding ads helpful, misleading, or excessively
frequent.

A second critical dimension involves the measurement of credibility and trust. Given the
prevalence of misinformation and deceptive practices online, consumers often approach digital
advertising with inherent skepticism. Measurement instruments in this area focus on beliefs about
the truthfulness of the claims, the reliability of the source, and the perceived manipulative intent of
the advertiser. Low scores on credibility dimensions are powerful predictors of avoidance behavior,
as consumers are unwilling to invest cognitive effort in processing information they believe to be
false or biased. This dimension is increasingly relevant in the era of native advertising, where the
blurring of editorial and promotional content challenges consumers' ability to discern the nature of
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the message.

Finally, the behavioral dimension, or conation, is measured through intentions rather than just
feelings or beliefs. While actual behaviors like click-through rates (CTR) are objective metrics, they
do not capture the underlying attitude. Therefore, researchers often measure intentions such as
the likelihood of clicking on a future ad, sharing the ad content, seeking more information about the
advertised product, or, conversely, installing ad-blocking software. By separating the measurement
into these distinct dimensions--utility/irritation, credibility/trust, and conative intention--researchers
gain a holistic view of AlA, allowing marketers to diagnose specific weaknesses (e.g., the ad is
entertaining but not credible) and tailor their strategies accordingly.

Behavioral Consequences of Advertising Attitudes

The ultimate importance of understanding attitudes toward Internet advertising lies in their
predictive power regarding consumer behavior. A positive AlA is a necessary, though not always
sufficient, precursor to desirable marketing outcomes, while a negative AIA directly drives
avoidance. The most immediate and measurable consequence is click-through behavior.
Although CTRs are influenced by many factors (placement, format, targeting accuracy), the
underlying attitude toward the ad and the platform significantly modulates the probability of a click.
A user with a generally positive AlA is more likely to process the ad quickly and engage with it,
whereas a user with negative AIA may actively ignore or dismiss the ad, even if the content is
marginally relevant.

Beyond immediate clicks, AIA profoundly influences brand-related outcomes, particularly
purchase intention and brand equity. A highly irritating or intrusive advertising experience can
generate negative spillover effects, where the negative affect associated with the ad is transferred
to the advertised brand itself. This phenomenon, known as the "vampire effect,” means that even if
the ad successfully captures attention, it damages the brand relationship. Conversely, positive,
non-intrusive advertising experiences--especially those perceived as entertaining or highly
informative--can enhance brand trust and increase the likelihood of future transactions, even if the
user does not immediately click or convert.

The most pressing behavioral consequence driven by negative AlA is the increasing adoption of ad
avoidance behaviors, particularly the installation of ad-blocking software. Ad avoidance is the
deliberate attempt by consumers to minimize their exposure to advertising content. This behavior is
a direct, measurable protest against perceived intrusiveness and lack of control. Research shows
that users who rate Internet advertising as highly irritating, deceptive, and repetitive are the most
likely candidates for adopting ad blockers. This trend forces advertisers to shift strategies toward
less intrusive, value-added formats, such as native advertising or sponsored content, which are
harder to block and are designed to integrate seamlessly into the user experience, thereby

Psychepedia psychepedia.arabpsychology.com



https://psychepedia.arabpsychology.com/?p=25278
https://psychepedia.arabpsychology.com
https://psychepedia.arabpsychology.com

Internet Advertising: Consumer Attitudes & Opinions

circumventing the negative consequences of high-intrusiveness formats.

The Role of Privacy and Trust

In the digital age, attitudes toward advertising are inextricably linked to concerns about data
privacy and surveillance. The core mechanism enabling highly relevant Internet advertising is
sophisticated behavioral targeting, which relies on tracking user activities across platforms. While
personalization can significantly improve the utility of an ad, it simultaneously raises profound
psychological concerns regarding the collection, storage, and use of personal data. The
"personalization paradox" describes this tension: consumers desire relevant ads but distrust the
methods used to achieve that relevance. This lack of perceived control over personal information
fuels generalized negative AlA, regardless of the quality of the individual ad.

Trust, specifically institutional trust in advertisers and platform providers (e.g., Google, Meta),
acts as a critical moderator of AIA. When consumers trust that platforms handle their data
responsibly, they are more willing to tolerate targeted advertising. Conversely, high-profile data
breaches or scandals erode this trust, leading consumers to view all targeted advertising as
inherently exploitative. This erosion of trust manifests as heightened skepticism about the motives
behind targeting--consumers move from thinking "this ad is useful" to "how much did they track me
to show me this?" This shift in attribution from utility to surveillance severely impairs the
effectiveness of advertising efforts.

Furthermore, the concept of perceived fairness in data exchange influences AIA. Consumers are
more accepting of targeted ads if they believe there is a fair value exchange--that is, they receive
valuable, free content or service in return for allowing their data to be used for advertising. When
this perceived fairness is absent, or when the tracking mechanisms are opaque, negative attitudes
intensify. Regulatory efforts, such as the European Union's General Data Protection Regulation
(GDPR), attempt to restore consumer trust by mandating transparency and control, thereby
indirectly aiming to mitigate the negative AlA driven by privacy fears. For advertisers, transparency
regarding data usage is no longer optional; it is a psychological requirement for building
sustainable positive attitudes.

Moderating Effects of Platform and Format

Attitudes toward Internet advertising are highly contingent upon the environment and the specific
format utilized. The platform context--whether the ad appears on a search engine results page, a
social media feed, a mobile application, or a video streaming service--significantly moderates AlA.
For example, advertising on social media platforms (e.g., Instagram, TikTok) is often perceived
differently than standard display advertising. Social media ads are frequently integrated as native
content or presented through influencer endorsements, which can increase their perceived
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relevance and reduce intrusiveness, provided the user views the platform primarily as an
entertainment or social tool. However, the blending of personal content with promotional material
can also trigger cynicism if the ad is perceived as overly manipulative or deceptive.

The format of the advertisement is another powerful moderator. Video advertising, particularly
pre-roll ads on streaming services, faces a high hurdle regarding intrusiveness, as it directly
impedes the user's immediate goal of viewing content. The acceptability of video ads is strongly
linked to the duration of the ad and the perceived quality of the content being accessed. In
contrast, native advertising, which matches the form and function of the platform's editorial
content, tends to generate higher acceptance and less negative AIA because it minimizes
interruption. However, if native ads are insufficiently disclosed as promotional material, they can
damage credibility and trigger skepticism, undermining the positive attitude gained through
reduced intrusiveness.

The shift toward mobile environments introduces unique challenges that impact AlA. Mobile
screens are smaller, making aggressive or poorly optimized ads highly irritating and consuming
valuable screen real estate. Furthermore, mobile usage is often characterized by high frequency
and short bursts of attention, meaning ads must be instantly relevant and non-disruptive to avoid
immediate dismissal. Mobile users are particularly sensitive to ads that consume data or battery life
without providing adequate value. Consequently, positive AlA in the mobile environment is highly
correlated with ads that are fast-loading, contextually appropriate, and designed specifically for the
mobile user experience, respecting the limited resources and attention span characteristic of
mobile consumption.
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