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Abstract

In the digital era, Internet advertising has emerged as a strategic tool that offers
striking advantages over traditional media and plays a pivotal role in engaging
consumers effectively. In Iran, the exponential growth of Internet users has provided
public and private organizations with a valuable opportunity to leverage this
accessible, low-cost, and far-reaching medium to bolster the effectiveness of their
marketing campaigns and expand their market share. However, research shows that
audience exposure to digital ads is not always met with acceptance. Recent studies
indicate that contemporary consumers under the influence of cognitive, behavioral,
and mechanistic factors, are increasingly inclined to avoid such advertisements, a
phenomenon that not only fails to deliver benefits for advertisers but also leads to
wasted financial resources and diminished returns on investment. In this regard, this
study was designed to identify and rank the key factors that lead to avoidance of
online advertising by student audiences, using quantitative methods. Data were
gathered via a questionnaire distributed to 335 students at Farabi College, University
of Tehran. Exploratory factor analysis in SPSS was employed to extract the
underlying components, and the Shannon entropy method was applied to determine
their relative weights. Six determinants were identified, in descending order of

influence: skepticism toward Internet advertising, distrust of Internet advertising,
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time urgency, prior negative experiences, advertising overload, and distrust of the
medium. These findings offer strategic insights for digital-marketing policymakers,
enabling them to address the identified challenges and devise measures to reduce
audience avoidance and enhance engagement rates.

Keywords: Advertising, Internet advertisement, Advertising avoidance, Advertising

effectiveness.

Introduction

Over the last decade, concurrent with the exponential expansion of the Internet and
the rapid rise of E-commerce, digital advertising has emerged as a cornerstone of
modern marketing strategies. Consequently, many firms have allocated substantial
budgets to online advertising to effectively leverage its transformative potential. This
medium offers significant strategic advantages, including the facilitation of
bidirectional engagement, cost-effectiveness, the elimination of geographical
constraints, and access to vast consumer populations. Furthermore, its capacity for
precision—spanning real-time measurability, agile campaign optimization,
increased web traffic, granular segmentation, and hyper-personalization—has
rendered it indispensable in the contemporary marketplace.

Nevertheless, empirical evidence suggests that consumer exposure to digital
advertising does not invariably translate into acceptance. Recent scholarship
indicates that contemporary consumers, influenced by cognitive, behavioral, and
mechanical factors, exhibit an increasing tendency toward advertising avoidance.
This phenomenon not only undermines the intended communication objectives but
also leads to the depletion of financial resources and a diminished Return on
Investment. Given the strategic primacy of the Internet as a marketing channel on
one hand, and the escalating prevalence of digital avoidance on the other, a
systematic investigation into the drivers of such consumer behavior is imperative.
Therefore, there is a critical need for research focusing on the determinants of ad-
avoidance behavior within a medium that has become ubiquitous in recent years.

Accordingly, the present study is designed to comprehensively identify and rank
the factors contributing to internet advertising avoidance among Iranian users,
specifically targeting the university student population. The selection of students as
the focal demographic is predicated on their status as digital pioneers, characterized
by high internet penetration rates and their pivotal role in shaping future market
trends. It is anticipated that the findings of this study will provide a strategic

framework for optimizing digital marketing policies and enhancing the efficacy of
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online advertising campaigns. Specifically, this research seeks to address the

following questions:

e RQI: What are the primary factors influencing the avoidance of internet
advertising among Iranian students?

e RQ2: What is the hierarchical priority and ranking of these factors within this

demographic?

Theoretical Framework and Literature Review

The review of extant literature indicates that the transition of advertising into the
digital sphere has fundamentally reshaped the industry, offering multifaceted
advantages over traditional media. Consequently, enterprises are increasingly
reallocating their promotional budgets toward internet advertising, recognizing it as
one of the most critical global marketing channels. Internet advertising encompasses
a diverse array of formats, including email marketing, Search Engine Advertising,
social media ads, and various display formats such as website banners, video
advertisements, and advertorials. This medium is conceptualized as any commercial
content or message disseminated via the Internet, designed by organizations to
inform consumers about their brand, products, or services. Some scholars simplify
this definition by describing internet marketing and advertising as the strategic
utilization of the Internet as a communication channel to deliver promotional
messages within the web environment.

Despite the ubiquity of daily exposure, consumer reception of advertising is not
always positive. In fact, there is a burgeoning trend of consumer resistance and ad-
aversion. When exposure is met with active countermeasures—such as closing pop-
up windows, skipping ads, or diverting attention to non-promotional stimuli—the
advertisement fails to achieve its intended impact. In academic literature, this
reaction is termed Advertising Avoidance. This construct encompasses a spectrum
of behaviors, including intentional inattention, affective irritation, switching sources,
and deliberate efforts to circumvent exposure. Formally defined, ad avoidance
constitutes all actions taken by media users that distinctively impede exposure to, or
the allocation of cognitive resources toward, advertising messages.

Internet ad avoidance mechanisms are generally categorized into three
dimensions: Behavioral, Cognitive (Inattention), and Affective (Negative Attitude).
In Affective Avoidance (Passive), The consumer does not take overt action but
remains passive, mentally withdrawing or redirecting their attention to other stimuli

during the ad display; in Behavioral Avoidance (Active), This involves physical or
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technical actions to escape the advertisement. For instance, a user might fast-
forward through a video ad, rapidly scroll past web banners, or deploy ad-blocking
software; in Cognitive Avoidance (Proactive/Hyper-active), and in this stage,
consumers proactively avoid exposure even before the advertisement commences,
such as switching channels or closing a browser tab at the perceived onset of a
commercial break.

A qualitative synthesis of the literature identifies six primary determinants of
internet ad avoidance. First is Time Urgency; for example, individuals under high
time pressure tend to exhibit significantly lower engagement with mobile
advertisements compared to those in a low-pressure state. another factor is
Advertising Skepticism, a challenging cognitive process where consumers—often
following perceived exploitation—adopt a defensive posture. This leads to a
generalized distrust of market claims, active resistance to marketing initiatives, and
potentially hostile behavior to preempt future dissatisfaction. advertising overload
(or saturation) is the third factor, where consumers feel bombarded by an excessive
volume of messages, often leading to the use of ad-blocking technologies. The fourth
determinant involves Distrust in the Media, where consumers remain skeptical of
the information obtained from online social networks and question the credibility of
these platforms. Fifth is Distrust in the Advertisement itself, frequently triggered by
high-pressure sales tactics, aggressive persistence, and intrusive purchasing
techniques. Finally, Negative Past Experiences play a crucial role; such negative
predispositions may stem from a user’s personal history or exposure to Negative
Word-of-Mouth.

However, a review of prior research reveals that while significant knowledge has
been generated, existing studies have largely focused on narrow, fragmented
variables. To date, no study has proposed a truly integrated and holistic model of the
determinants of internet ad avoidance. Furthermore, considering the profound
influence of sociological and cultural factors on online consumer behavior, there is a
pressing need for context-specific studies within diverse populations. This research
aims to address this gap by leveraging established indicators from previous
scholarship to develop a comprehensive model tailored to the Iranian student

population, accounting for their unique socio-cultural dynamics.

Research Methodology
In terms of its primary objective, the present study is applied in nature, as it seeks to

provide scholarly and actionable solutions to organizational concerns by identifying
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the determinants of internet advertising avoidance. Methodologically, this research
employs a descriptive-survey design. The statistical population comprised students
at the Farabi college of the University of Tehran, with the data collection period
spanning from February 2018 to January 2019.

To establish the theoretical foundation and review the relevant literature,
extensive library research was conducted. In the field phase, a self-administered
questionnaire was developed, refined, and distributed in alignment with the research
objectives. Data collection followed a hybrid approach, utilizing both in-person
distribution and digital channels (including email and social media platforms).
Through a simple random sampling technique, a total of 335 valid questionnaires
were collected for analysis.

Data analysis was performed using both descriptive and inferential statistical
methods. Descriptive statistics were employed to delineate the demographic profile
of the respondents. To identify the underlying factors and analyze the research data,
Exploratory Factor Analysis (EFA) was conducted using IBM SPSS Statistics.
Subsequently, the Shannon Entropy method was utilized to prioritize and rank the

identified factors influencing internet advertising avoidance.

Results

To evaluate the feasibility and appropriateness of conducting factor analysis on the
collected data, the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy and
Bartlett’s Test of Sphericity were performed. The KMO index, calculated via SPSS,
yielded a value of 0.898, which significantly exceeds the recommended threshold,
indicating that the dataset is highly suitable for Exploratory Factor Analysis (EFA).
Furthermore, Bartlett's test, which assesses the internal coherence and correlation
between items, reached a significance level of 0.000. Given that this value is below
the 5% error margin, it can be asserted—at a 95% confidence level—that the items
possess high internal consistency and meet the requirements for factor analysis.

In the subsequent phase, the underlying factors and their respective item
loadings were examined using the Rotated Component Matrix. The analysis
successfully categorized the identified variables into six distinct dimensions.
Collectively, these six factors account for 64.452% of the total variance in internet
advertising avoidance. Other latent factors contributed a negligible percentage to the
variance and were consequently excluded from the final model. To ensure the
reliability of the constructs, Cronbach's Alpha was calculated for the six identified
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indicators; all values exceeded the 0.70 benchmark, confirming robust internal
consistency across the scales.

Finally, the Shannon Entropy method was applied to prioritize and rank the
determinants of internet advertising avoidance. The results of the ranking are
Skepticism toward Internet Advertising (Rank 1), Distrust in Internet Advertising
(Rank 2), Time Urgency (Rank 3), Negative Past Experiences (Rank 4), Advertising
overload (Rank 5), Distrust in the medium (Rank 6).

Discussion and Conclusion

The primary determinant identified in this study is Skepticism toward Internet
Advertising. This factor manifests as a profound indifference toward online
promotional content, leading consumers to systematically ignore advertisements.
Such skepticism is frequently rooted in a perceived lack of utility and a disconnect
between the advertisement and the user’s daily life. Furthermore, a mismatch
between the advertising message and its subject matter, a disregard for consumer
needs, and aggressive tactics to persuade customers to purchase unwanted goods
further exacerbate this cynicism. Societal negative events also act as a deterrent,
reducing overall engagement with digital platforms. Notably, skepticism toward
internet advertising, much like other social phenomena, can be transmitted
interpersonally, potentially becoming a pervasive sentiment across the broader
community.

The second significant factor is Distrust in Internet Advertising. When users lack
confidence in the digital medium—believing that the internet fails to accurately
represent a product’s actual performance or market position—they actively avoid ad
exposure. A baseline level of distrust is common among users even before they
engage with an ad. While advertisers who succeed in creating highly targeted content
generally achieve higher profitability, the findings suggest that the industry at large
would benefit more significantly from fostering a deeper, more transparent trust
between consumers and advertisers.

The third factor, Time Urgency, highlights that for time-conscious individuals,
advertisements are perceived as a depletion of precious temporal resources, leading
to intentional avoidance. Frequently, marketers and advertisers contribute to this
issue by developing lengthy, cumbersome content that ignores the principles of
brevity and utility, prioritizing ad dissemination over the user’s time.

The fourth determinant is Negative Past Experiences, which stem from either

personal history or the observed dissatisfaction of others. Whether due to a failed
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purchase predicated on a previous digital Ad or exposure to Negative Word-of-
Mouth, users develop a defensive mechanism. Consequently, when encountering
subsequent advertisements, these users deliberately avoid clicking as a preemptive
measure against further dissatisfaction.

The fifth factor is Advertising Overload. In the cluttered landscape of digital and
social media, consumers are bombarded with an excessive volume of messages,
many of which are irrelevant to their specific needs. The intrusive and unpredictable
nature of these ads—particularly pop-ups that appear upon entering a site—creates
an annoyance effect. This has led to the widespread adoption of ad-blocking
technologies within browsers to mitigate the disruption.

Finally, the sixth factor is Distrust in the Media. Due to a lack of codified
standards, regulatory frameworks, and comprehensive oversight of web content,
consumers remain skeptical of the information presented on websites. Users often
perceive these platforms as lacking credibility and honesty, viewing their
promotional claims as hyperbolic or deceptive. Additionally, concerns regarding
cybersecurity, such as the fear of malware or viruses triggered by clicking on ads,
further reinforce this avoidance behavior.

In summary, these factors interact dynamically to form a cycle of distrust and
avoidance rooted in both individual and structural dimensions. On one hand,
individual factors such as negative experiences and the perceived waste of time
trigger a direct reactive avoidance of irrelevant content. On the other hand,
structural issues—such as non-targeted advertising overload and weak media
standards—provide a fertile ground for deepening skepticism. The significance of
this model lies in its ability to demonstrate how psychological variables (e.g., the
perceived valuelessness of ads) and socio-technological variables (e.g., high ad
volume on local platforms) act synergistically to drive the student demographic
toward a systematic rejection of advertising.

These determinants do not operate in isolation but rather as components of a
self-reinforcing system. For instance, ad overload intensifies the feeling of time
depletion, which, combined with negative past experiences, fosters a broader
skepticism. Similarly, media distrust—rooted in inadequate content supervision—
both feeds into and is exacerbated by these other factors. This holistic understanding
elevates the discourse from merely "correcting content” to "reimagining the digital
ecosystem." It serves as a warning that neglecting any of these dimensions will
significantly undermine the efficacy of digital marketing strategies aimed at the

younger generation.
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Accordingly, this research provides an integrated framework within the context
of Iranian consumer behavior, examining the drivers of ad avoidance within the
unique socio-cultural landscape of the Iranian student community. While previous
studies have analyzed these variables in a fragmented manner—predominantly
within Western contexts—the primary innovation of this study is the development
of a structured, indigenous model that adapts disparate indicators to Iran's specific
cultural, social, and technological requirements. By bridging this gap in the
literature, this study offers two key contributions: first, it illuminates the central role
of the Iranian socio-cultural context as a force that shapes ad-avoidance behaviors;
and second, it provides a strategic roadmap for stakeholders in the advertising
industry. This roadmap involves redefining content strategies based on
transparency, reducing intrusive ad volumes, and strengthening ethical standards in
alignment with domestic regulations. This framework not only aids in
understanding the digital behavior of Iran’s youth but also offers a scalable model for
other societies navigating similar challenges in consumer trust during their digital

transition.

Managerial Implications and Future Research
In light of the research findings and the comprehensive literature review, several
practical recommendations are proposed to mitigate the impact of internet
advertising avoidance and ensure the success of advertisers within the increasingly
competitive digital landscape. A dual-level strategic approach involving both
advertisers and hosting platforms is deemed essential for navigating these challenges.
Marketers must reconstruct consumer trust by avoiding hyperbole, providing
empirical or scientific evidence, and prioritizing data security and user satisfaction.
Furthermore, aligning promotional designs with ethical, cultural, and demographic
nuances is crucial for shifting negative consumer attitudes toward acceptance and
engagement. Simultaneously, media platforms are obligated to leverage intelligent
tools for hyper-personalization and context-aware ad placement to prevent visual
clutter and the perception of temporal intrusion. Ultimately, establishing rigorous
regulatory standards for content honesty and ensuring that the product's level of
mental involvement is congruent with the advertising environment remains the key
to enhancing media credibility and optimizing the user experience during ad
exposure.

Regarding future research directions, it is suggested that subsequent studies

evaluate the comparative effectiveness of internet advertising against traditional
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media formats to better understand cross-channel dynamics. Expanding the
statistical population to include more diverse demographics, such as general internet
users beyond the student community, would significantly enhance the
generalizability of the findings. Additionally, future scholarship should aim to
identify supplementary determinants of ad avoidance and examine their complex
interrelationships with the variables established in this study. Analyzing the impact
of these identified factors specifically within high-traffic media platforms and
employing advanced prioritization techniques—moving beyond the Shannon
Entropy method toward more sophisticated multi-criteria decision-making
models—is also recommended to improve the precision and empirical validity of
future results.
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