e LA AR L AEE AR L % F #c: 107
Wiy g k2 my

R(fr)aries] i P B LA B ERRET AT

BT z2RER 88 ey 18RI EHYHRE

R do Bgcat s

meFREPNE

ke

SRS Y ”ﬁ%ﬂ’? B2REERS
FHEE ARG R 2okl o 1T E K Pwpwﬁﬁﬁﬁw*i
K%P%%ﬂ&

SOfFE S Z A MY o ZFENTY
ﬂdpﬁ PR EALFTT Y A dhe
20 2 AL AP g ke & ’J‘lﬂjq\lﬁb\fii)ﬁ-’é‘,z& B oo

AL TiEE 2 (B ﬁWiﬁ&mm% Yx2 (R4
4 lgf»;,w;{;k,.%ﬁg,w A2 B Bk 2 44{#;&& L,
2009&7%9’3Fé“’«"hw#e»ﬁﬁ%sw%%ﬁm ¥R
Wby B0 OB A LA R L A R 2 iR ek
H35 0 23w e 287 i FoE R R fg?ﬁ:i/}ﬁi’# o

AT REEER T NEWA T 2 HER AN T2
Law P FHREREER LRI ERIH - WRRA 2
Ay s Lafe s T8 2L R PR § R 4 AR
RSN R S AR RS RN L E
}%%Wﬁzéiﬁﬁﬁﬁw?q%ﬁ FHRTET TG H
%*i%%&ﬁ%M;«%%%@%gp#%@x:aAﬁw
BRI AL L R 2R R T

A

\

Matx @ 3 R 2 4] & (online advertising format) » #4431 4,
(promotional message) > |+ %]+ # 5<% (gender moderate
effect) » =3 »< % (intrusiveness effect) -



The Effect of Intrusiveness on Online Advertising
Formats and Promotional Messages

Student: Heng-Li Chang Advisor: Prof. Shao-Cheng Cheng

Chinese Culture University

ABSTRACT

Pervious researches tended to focus mostly on positive consumer attitudes or
emotions for advertising effectiveness measures. However, some scholars have considered
some negative attitudes and emotions into recent years’ of the effect on online advertising
format related researches. Albeit many online advertising format related researches have
been discussed, there still leave how to match the online advertising formats with the ads’
promotional message per se to be better effect to advertising effectiveness unsolved.

This study conducts as /2 (banner-and pop-up.\formats)x2 (sales and non-sales
promotional messages) experimental . design with structural designed questionnaire.
Throughout the convenience sampling procedure during July to September in 2009,
collects 287 effective respondents’, questioning result as data analysis basis in order to
understand the consumers’ intrusiveness, effect while facing the online advertising
embedded on an online tourism front-page.

Through the empirical evidences of this study, the results show that generally
consumers feel less intrusiveness toward the ad with banner format than pop-up one either
for the ad embedded as sales promotional message or non-sales one. Considering to the
specific match of format and message, consumers feel most intrusiveness toward the ad
pop-up ad embedded as non-sales promotional message, whereas the ad embedded as sales
one is lesser intrusiveness for consumers. Regarding to consumer gender moderate effect,
male consumers tend to feel less intrusiveness toward the ad embedded as non-sales
promotional message than female ones. And female consumers tend to feel lesser

intrusiveness toward the ad embedded as sales promotional message in contrary.

Key Words: online advertising format, promotional message, gender moderate effect,
intrusiveness effect.



Acknowledgements

I would like to take this opportunity to express my most sincere
gratitude for all persons that come around me and put me through the
difficulties preceding, and accomplishing this thesis works. The most
grateful of all, my adviser Prof. Shao-Cheng Cheng, | should have
never been here without his encouragement to become a grad student
in the first place. After I came back from my military service and
returned to the graduate program of our department, | have never
hesitated for applying him as my adviser, and | am still not, and will be
not questioning for that matter ever. His genuine encouragement, his
devoted lectures, his authentic guidance;.his precisely sharp view-point
toward the world, these-are all“gradually making me better as
well-prepped for the future ahead of me.

Secondly, | would" like to thanks the rest of faculties and
assistants in my department. Thanksto-all professors’ expertise and
lectures, builds all my professions in business. Thanks to the
assistants that help | tackling all the administrations encountered.
Thirdly, thanks to all my fellows, Petty, Sharon, Amy, and the rest
of my classmates, without their companionship in these few years |
shall not survive here.

Finally, for my beloved family supports me throughout all
these years of my education. Wherever and whenever they shall be,
there shall be my shelter for the lifetime. There are so many and yet
still many appreciations that would not ever adequately put it all in
words. Anyhow, a man shall never succeed without helps, same as
my works here. Sincerely, | appreciate that all.



Chinese

Contents

Abstract < « + « ¢ ¢ o o e e e e e e e e e

Enghsh AbStract « + « « « + + e e e e e e e e e e e
Acknow|edgement5 ...................

Contents = = = ¢+ ¢ ¢ e e e e e e e e e e e e e e e
Table Contents =+ « + « « « « o « o« e e o . . .

Figures
Chapter
1.1
1.2
1.3
Chapter
2.1
2.2
2.3
2.4
Chapter
3.1
3.2
3.3
3.4
3.5
3.6
3.7
Chapter
4.1

1 Introduction « + « « ¢ ¢« ¢ ¢ e e e e . e
Research Background -
Research Problem - - - « « « « « « o o .
Research Purpose », » - + = = = =« o . -
2 Literature Review « s oo sie « o o o v v e e
Online Advertising Format.- - - - - - - - -
Promotional Message » ~ 5/« - - - - - -
Gender + et e e d e e e e e
INtrUSIVENESS « -+ « = « = « « « o « o « « .
3  Research Methodology - -+ -+ - - - - -
Research Framework - - + =« =« =« .
Hypothesis - « « « = « « « « « « o o o ..
Research Design « « = « « « « « « « .« .
Sample and Procedure -+ - - - - - - . .
MEaSUIES « « + = = « « « o o o o o o .
Questionnaire « « « « -+ - e e e e e
Data Analysis - - « « « « « « « « « . ..
4 Research Results « « =« « « « « « o« o
Descriptionsof Data -« - -« « « « « « - .

Vi

i
v

Vi

viii



Vil

4.2 Reliability - = + - « « « « « « « . .. . 54
4.3 Intrusiveness of Online Advertising Format - - - 55
4.4 Intrusiveness of Promotional Message - - - - - 57
4.5 Intrusiveness of Format and Message Interaction 61
4.6 Correlation of There Aspects of Intrusiveness - - 76
Chapter 5 Discussion - = -« + -+ - o . o s TT
51 Conclusion -« - + « « « « « « < . . e e 77
5.2 Implication - « « « « « « « o . ... . 84
53 Limitation and Future Research Aspect- - - - - 86
Reference -+ + + « « + « « « « « « « « « « « « « . . 80



Table 2- 1
Table 3-1
Table 3- 2
Table 4- 1
Table 4- 2
Table 4- 3
Table 4- 4
Table 4- 5
Table 4- 6
Table 4- 7
Table 4- 8

Table 4- 9

Table 4-10
Table 4-11
Table 4-12
Table 4-13
Table 4-14
Table 4-15
Table 4-16
Table 4-17
Table 4-18
Table 4-19

Table Contents

Online Advertising Revenue - = - - - -« « - - .
Factorial Design - -

Intrusiveness Scales - =« « « « o oo oo
Gender Component of Data -+ = =+ - - - - -
Age Componentof Data - - - - « - - - -« - -
Education Component of Data - - - - - - - - .
Reliability Test - = « « « « « « « « o o« . .
Independent Sample T-test of Pop-up and Banner
Mean Value of Pop-up and Banner - - - - - - -
Two-way ANOVA of Formats and Genders - - -
Independent Sample T-test-of Non-sales and

Intrusiveness Effect’s Mean Value of Non-sales
and Sales « G e v e e e e e e e e e
Two-way ANOVA of Messages and Genders - - -
Mean Value of Messages and Gender - - - - - -
Levene’s Test of Equality of Error Variances - - -
MONOVA Test for Formats and Messages - - - -
Multiple Compoarisons of Formats and Messages
Mean Value of Intrusiveness Among Four Sets - -
Mean Value of Irritation Among Four Sets - - - -
Mean Value of Avoidance Among Four Sets - - -
Levene’s Test of Equality of Error Variances - - -
MONOVA Test for Formats, Messages, and

Genders s ¢ ¢+ s s e e e e e e e e e e e .

viii

41
49
52
52
53
53
54
56
56

57

58
59
59
61
62
62
65
67
67
68

69



Table 4-20
Table 4-21
Table 4-22
Table 4-23
Table 4-24
Table 4-25
Table 4-26
Table 4-27
Table 4-28
Table 5- 1
Table 5- 2
Table 5- 3

Table 5- 4

Table 5-5

Two-way ANOVA for NP/SP and Gender - - - -
Two-way ANOVA for NB/SB and Gender - - - -
Mean Value of NB/SB and Genders - - - - - - .
Two-way ANOVA for SB/SP and Gender - - - -
Mean Value of SB/SP and Genders - - - - - - -
Two-way ANOVA for NB/NP and Gender - - - -
Two-way ANOVA for SP/NB and Gender - - - -
Two-way ANOVA for NP/SB and Gender - - - -
Correlation of Intrusiveness Effects - -
Hypothesis Result for Online Advertising Format
Hypothesis Result for Promotional Message - - -
Hypothesis Result-for Format and Message
Interaction/Constrain to. Same Format - - - - - .
Hypothesis‘Result for-Format and Message
Interaction Constrain to Same' Promotional
Message -« e Gumpe e e e e
Hypothesis Result for Format and Message
Interaction Constrain to No Condition - -

70
70
71
73
73
74
75
75
76
78
79

80

82

83



Fig.
Fig.

Fig.

Fig.

Fig.

Fig.

Fig.

Fig.

Fig.

Fig.
Fig.

2-1
3-1

4-1

4-2

4-3

4-4

4-5

A-1

A-2

A-3
A-4

Figures

Intrusiveness Model -« - = =+« - o o o .
Research Framework - - - + « « = « « « « . .
Interaction Effects of Message and Gender in
INtFUSIVENESS + = + =« = =« « « o « « « o « o « .
Interaction Effects of Message and Gender in
Irritation « « « ¢ ¢+ ¢ ¢ s e e e e e e e e e
Interaction Effects of NB/SB and Gender in
INtrUSIVENESS « + + « « « o o o o o o o « « o &
Interaction Effects of NB/SB and Gender in
Irritation © « o7« + s o e e e e e e e e e
Interaction /Effects of - SB/SP and Gender in
Irritation </« » one o o o laial o e e e e e
Non-sales 'message presented/ as banner format
(NB) - - -efv ot /0 oo oo
Non-sales message presented as pop-up format
(NP) - - = & o v o oo e
Sales message presented as banner format (SB)

Sales message presented as pop-up format (SB) - -

33
34

60

60

72

72

74

106

106

107
107



	Chinese Culture University
	ABSTRACT

	Acknowledgements
	Contents
	Table Contents
	Figures

