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Abstract  

Background  

Online Advertising is a continuously developing phenomenon, which helps several websites 
stay financially alive. However, online advertising tends to often be avoided by the consumers 
exposed to it, due to a number of perceived issues linked to online ads. One group of websites 
that are particularly dependent on advertising revenue are online news sites. Research on why 
people avoid ads have been conducted, but is limited to traditional online advertising 
approaches and older consumer segments, creating a gap which this thesis strives to fill.  

Purpose  

The purpose of this research is to investigate Generation Y’s perception of traditional 
advertising as well as in contrast to the new emerging alternatives. As a result of this, one main 
research question was formulated alongside with three subquestions.   

Method  

The research approach of this study consists of an exploratory research conducted through a 
multi-method approach with in-depth interviews and focus groups in order to find out how, 
why and what the subjects experience and perceive when exposed to advertising. Deciding on 
how to select the sample for the empirical study, the authors heavily focused on finding the 
appropriate number of participants that also fit suggested profile. In order to analyze the data, 
the framework analysis’ method and triangulation through multiple analysts was used. 

Conclusion  

This study came to the conclusion that most perceived issues, as those described in previous 
literature, remain for the most part accurate. The perceived issues of Goal Impediment and 
Ad Irritation are the major influencers for online ad avoidance. Native Advertising is 
successful in diminishing the perceived issues of Goal Impediment and Ad Irritation, but 
increased the negative perception of Ad Skepticism. Whitelist indicates to be a initiative that 
could diminish the issues resulting in Ad Avoidance, but lacks practical implementations. 
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1 Introduction 

1.1 Background 

Most Internet users have encountered ads in one form or another. Some common types, 
like pop-ups and banners ads, are displayed on almost any and every web site. It all started 
in 1994 when HotWired, an online magazine focusing on technology news, produced the 
first banner ad. AT&T wanted to promote seven museums and sponsored the ad. This 
created an ad-trend that would become the fastest growing ad medium in history 
(Anonymous, 2013). Digital ad spending has increased steadily in recent years and now 
represents about one third of total ad-spending in the U.S. eMarketer, a research firm 
specializing in digital advertising estimates that digital advertising spending will grow 15.4 
per cent in 2016, reaching $68.82 billion, and will continue to grow in 2017 (Tadena, 
2016). 

Online advertising has been defined as deliberate messages placed on third-party websites 
available through Internet access (Ha, 2008). The traditional ads are pop-ups and banner 
ads. Pop-up ads are a form of ad that automatically launch in a new browser window when 
a web age is loaded. The authors also include “pop-under’s” in this definition as they work 
and are displayed in the same way (Edwards, Li & Lee, 2002). The only difference is that 
pop-under’s launch when the web page is closed, rather than loaded. Banner ads refer to a 
rectangular shaped ad, usually placed horizontally on top of the web page, or vertically on 
the side of the webpage (Kuisma, Simola, Uusitalo & Öörni 2010). Banners are usually 
static pictures but can be animated and play sounds. So called “tracking-based” ads are 
also included in traditional ads, but this type of ads are constantly being developed and 
improved to better fit the evolving landscape of the world wide web. 

Along with the decrease in effectiveness of these traditional ads, there are some new 
interesting alternatives emerging. One of the alternatives is Native Advertising. This is an 
ad that is designed to blend in with a sites general content and for that reason be regarded 
as less disturbing. Regarding disturbance, many emerging software’s that remove ads for 
users, like AdBlock Plus, have started investigating what the main reasons for using their 
software’s are and how ads can be displayed to prevent the disturbing factors. This has 
resulted in something called Whitelist, and to get an ad added to the Whitelist it needs to 
meet a set of requirements. The requirements are many and differ form software to 
software, but generally regards placement, amount and animation. These emerging 
alternatives are responses to a growing concern of online advertising avoidance by the 
industry. 

The established concerns regarding online advertising by (Cho and Cheon (2004), and by 
Baek and Morimoto (2012)) are many. Irritation, prior experience, disruptiveness and 
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privacy are just a few reasons users avoid ads. Privacy concerns are looked at more closely 
by Baek and Morimoto (2012) and are in direct relation to the more personalized approach 
that the digital ads have started to adopt. 

When examining articles that more specifically address advertisement on news sites (see: 
Carlson, (2015); Wojdynski & Evans, (2015); Campbell & Marks, (2015)) the perceptions 
and issues regarding online advertisement seems to be the same as those established by 
Cho and Cheon (2004) and Beak and Morimoto (2012). Porta, Ravarelli, and Spaghi 
(2012) studied the avoidance of ads on online newspapers sites, with a particular focus on 
banner ads avoidance.  Porta et al. (2012) tracked the eye-movement while the subjects 
were presented with different displays of news websites with ads and found that although 
the subjects saw the banner ads, they do not register them to memory. 90 per cent of the 
subjects noticed the presence of banner ads during the tests but only about 20 per cent 
could remember them. This is described as banner blindness (Porta et al. 2012). This 
indicates that even though ads are shown on news websites, consumers tend to ignore 
them. 

1.2 Problem 
 ‘News organizations cannot simply shift to digital delivery platforms and continue their 
offline revenue strategies. Moreover, no new funding scheme has yet to replicate past 
success’ (Carlson, 2015, p 9). 

These avoidance tendencies pose a threat to news sites profitability. The New York Times 
used to have a ratio of 80-20, meaning 80 per cent of their income came from advertisers, 
20 per cent from subscribers (Lee, 2013). As news providers increasingly move away from 
offline-based mediums in the forms of newspapers, towards the online-based medium of 
news sites, the previously reliable revenue streams has started to falter. (Marvin, 2013).  

With the loss of revenue from their traditional model, news providers had to find 
alternative sources of income (Carlson, 2015). This has led news providers to utilize the 
phenomenon of “online advertisement” in order to ensure the economical survival of their 
business. However, as previously stated by Carlson (2015), none of these funding schemes 
has replicated the past success of traditional offline newspapers.  

The Internet brought another recognizable problem, avoidance of ads online. Advertising 
Age’s Sebastian (2013) explains that advertising does not improve the experience on a site, 
users tend to look past it. A similar verdict was presented a year later, stating; ‘Banner ads, 
for example, often try to attract consumers’ attention via placement (e.g., top of the page) 
and animation. Such ads are interruptive, distracting, and largely unwanted’ (Campbell 
and Marks, 2015, p 2). 

Ranchhod (2007) and Scherf and Wang (2005), explains that the growth of new media 
options supplementing traditional ones has led to a fragmentation of audiences whose 
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attention has become far more difficult to capture. This raises a concern for how the 
perceptions of online ads are perceived and especially how a highly interactive audience 
react to such advertising. McCoy, Everard, Polak and Galletta (2007); Rotfeld (2006) and 
Shavitt, Vargas and Lowrey (2004), also mentions the challenges for advertisers in this 
sector and brings up recent studies suggesting that consumer perceptions of online 
advertising and advertising in general has become increasingly negative. 
 
Carlson and Marks (2015) also argues that the sheer number of news sites available in 
combination with ad avoidance capabilities has resulted in a situation where; 

‘Whereas print and broadcast media organizations extracted ample advertising revenues 
due to the scarcity of mass content the abundance of online sites lowers advertising rates 
while ad placement software siphons spending away from traditional display advertising’ 
(Carlson & Marks, 2015, p 9). 

 

1.2.1 AdBlock Plus 

Consumers has started utilizing different tools to avoid advertising online, such as spam 
filters for unwanted emails, so called “do-not-mail” lists or programs as well as ad 
blocking software that are available to web browsers (Baek & Morimoto, 2012). For 
example, Adblock Plus has become increasingly popular recently and seen download 
numbers of 2 million per week (Business Wire, 2013). The program has been downloaded 
over 300 million times (O'Reilly, 2015) representing about 10 per cent of the global 
Internet population (Davidson, 2015).  
 
The add-on is available on the most popular browsers such as Firefox, Chrome, Safari, 
Internet Explorer, and Opera and on mobile phones that operate with Android. According 
to a recent interview with the co-founder of Adblock Plus, Till Faida, the plugin surpassed 
the 300 million download mark in March 2014 and currently has between 50 and 60 
million monthly active users (Lunden, 2014). A user survey (n= 1471) conducted by 
Adblock Plus showed that users are mainly male (87,3 per cent) and the majority between 
20 and 39 (57,5 per cent) (Adblock Plus Blog, 2011).  

Adblock Plus is capable of blocking any content on a website, however, it automatically 
blocks content that are regarded as ads. The software looks at all content that are requested 
to load when a website is opened and hinders all content that is regarded as unwanted. 
Users can right-click on any content on a site and tell the software to block it, making it 
easy for the software to learn and identify undesired content (About Adblock Plus, 2016). 

The ad revenue losses caused by blocking can be as high as 75 per cent in extreme cases 
(Gill, Erramilli, Chaintreau, Krishnamurthy, Papagiannaki & Rodriguez, 2013). 
Furthermore, just the top 5 per cent of users blocking can affect as much as 30 per cent in 
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revenue loss for the website (Gill, et al. 2013).  
 
‘Marketers are urged to recognize that the Internet not only gives consumers the choice of 
what content they want to consume, but also the choice of what advertising they want to 
view and where they would like to see it’ (Campbell & Marks, 2015, p 5). 

1.2.2 Problem Discussion 

The new methods to avoid ads have generated a response from the advertisers and the sites 
they use to deliver their message. In response to blocking, websites have started 
collaborating with the creators of such software in an attempt to find a way to advertise 
without triggering avoidance. This has generated a set of standards for ads that are deemed 
acceptable in the eye of the beholder and are subsequently whitelisted (About AdBlock 
Plus, 2016). The software does not block these whitelisted ads automatically. Instead, the 
user must actively choose to block them by entering the settings menu of the software. The 
requirements to qualify for the Whitelist include placement, animation and size and are 
decided by the users of the software (About AdBlock Plus, 2016). 

New sites in particular, since they are dependent on the revenue stream generated from ads, 
have been quick to respond. Some websites have started using Native Advertising in an 
attempt to keep advertisers pleased without disrupting or irritating the viewer (Carlson, 
2015). These ads are presented in a way that mimics the other content on the site. In the 
case of news sites, they are presented as news articles and placed among the other articles, 
blending in with the general content of the news site (Campbell & Marks, 2015). 

These responses have already been implemented by many news sites but have yet to be 
studied. The literature regarding the perception of these alternative advertising tactics are 
scarce and the ones that exist look at how they work, rather than how they are perceived 
(Wojdynski & Evans, 2015). This, as well as the fact that the Internet is in constant 
development and that users are getting better at utilizing it to its full potential has led the 
authors to recognize the need to study the perception of the alternative tactics and also test 
if the existing models regarding online advertising are contemporary and applicable on a 
specific type of site.  
 

1.2.2.1 Generation Y 

To further connect the research of this thesis and to interpret the chosen methodology to its 
edge, the authors chose to address a very specific and narrow cohort, namely Generation 
Y. The term millennial, or Generation Y, generally refers to people born between the early 
1980s and the early 2000s, as it comes after Generation X (Main, 2013). 
 
A cohort is a group that shares life experiences and further develop similar attitudes and 
beliefs, despite being in diverse cultures (Reisenwitz & Iyer, 2009; Lazarevic, 2012; 
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Parment, 2012). Furthermore, choosing Generation Y as the target group is heavily 
influenced by their close connection to the rapidly developing Internet society. 
 
Generation Y is according to Noble, Haytko and Phillips (2009) and Aquino (2012) 
considered to be very well educated and technologically skilful. Researchers explore 
Generation Y’s attitudes toward ethical Internet-related behaviours (Freestone & Mitchell, 
2004) and the media (Shearer, 2002). These findings seem to paint a portrait of a 
Generation that is media and technology savvy, and worldly enough to see through many 
advertising tactics (Noble, et al. 2009).  

1.3 Purpose 
The purpose of this study is to find how Generation Y perceives the traditional advertising 
methods used by online news sites. The authors are also comparing the perception of 
traditional advertising methods in contrast to the emerging advertising alternatives, since a 
comparison between old and new can indicate differences in effectiveness and 
affectiveness. The authors will focus on the most recent alternatives taken by news sites, 
namely Native Advertising and Whitelisting.  
The authors have chosen two models as a foundation, namely Cho and Cheon’s “Model of 
Advertising Online” and Baek and Morimoto’s “Personalization Perception Model”, and 
will test if these models are applicable on Generation Y in terms of how they perceive ads 
and what their main concerns are. This research is relevant as the Internet is in constant 
development and could render past research as out-dated. The authors recognize the 
models focus on traditional advertising avoidance online and will test if these models hold 
true for emerging alternatives as well. The authors further recognize that testing the 
perception is more important than to test the potential revenue generated from these tactics, 
since a site without viewers will not attract advertisers.  
 

1.4 Research Questions 
 

The main research question is marked “RQ” and is aimed at identifying the thoughts and 
feelings towards advertising trends on news sites. The three sub-questions, “SRQ1”, 
“SRQ2” and ”SRQ3” are used to dig deeper in to the thoughts and feelings towards 
Native Advertising and Whitelisting respectively, as well as help supporting the main 
question. 

 

RQ:  What are Generation Y’s perception towards traditional online advertising, in 
contrast to the alternative advertising trends, on digital news sites?  
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SRQ1:  What are Generation Y’s perceptions of traditional advertising on news sites? 
 
SRQ2:  What are Generation Y’s perceptions of Native Advertising, in contrast to 
traditional online advertising, on news sites? 
 
SRQ3:  What are Generation Y’s perceptions of blocking software’s “Whitelist” in regard 
to news sites? 
 

1.5 Delimitations 
In order to make the findings of the thesis as valid as possible and to align the workload 
with the timeframe, the authors needed to make some restrictions to narrow the scope of 
the thesis. The main scope limitations was to only focus on a specific generation combined 
with a specific web site, such as news sites. Due to this choice, the author’s might not be 
able to draw any conclusions regarding other generations as they may differ much in 
perceptions and experience.  

Given the limited time and space of this thesis, the author’s chose to turn their primary 
focus on Native Advertising and Whitelist. However, the author’s initially preferred to 
explore two additional emerging tactics for online advertising, namely the paywall option 
and disable adblock pleads. Hence, the author’s will not address these issues in the frame 
of reference. However, during the interviews and focus groups, the particiapnts had evident 
experience and interest in these alternatives, so the author’s were able to address these  
alternatives in the findings, to be further discussed for future research.  

The conclusions might not be possible to directly apply to other web sites either, as news 
sites contain a number of specific elements, such as close substitutes and high degree of 
trust, which might provide a different perception from the subjects.  

1.6 Definitions 

The authors have chosen to define some of the words in this thesis to help the reader 
understand the concepts and to hinder misinterpretation.   

v User: The articles reviewed by the authors referred to the viewer, consumer, 
customer, reader when talking about the receiver of advertising online and on 
news sites. As authors, we took the liberty of including all of these expressions 
under our preferred; user(s). 
 

v Native Advertising: Is explained and defined in body text. This definition is to 
clarify that Native Advertising could be referred to as “sponsored content” or 
“advertorials”. 
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v Whitelisting: The authors chose to define whitelisting as both the actual listing of 
websites a user can choose to add to the “do not block” list on different ad 
blocking software, as well as the requirements for ads to be whitelisted set by 
AdBlock Plus’s.  

 

v Avoidance: Is explained in the main body text but the authors would like to 
clarify that avoidance can be any type of neglecting, active or passive avoidance 
or ignoring of advertising. 

 

v Advertising: Sometimes referred to as ad, ads, adverts or advertisement, it all 
means some sort of sponsored message displayed to a recipient. 

 

v AdBlock: While the leading software is “AdBlock Plus”, the authors refer to all 
blocking software’s when writing AdBlock, unless otherwise specified.  
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2  Frame of Reference 
 
This section aims to elaborate on the existing literature regarding advertising avoidance in 
regards to news sites as well as the theoretical models of advertising avoidance behaviour 
of Cho and Cheon (2004) and Beak and Morimoto (2012). The sections is concluded by a 
theoretical gap and how the author’s plan to address this gap 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

(Figure 1. Structural Guide for Literature Study)  
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2.1 Literature Study 

2.1.1 Literature Search 

The main sources used to identify the phenomenon of advertising avoidance and the most 
common perceptions of different advertising techniques were Cho and Cheon (2004), Baek 
and Morimoto (2012). These sources were also the main body to analyse the results gained 
from the qualitative data in order to connect the recent theories to the chosen sample group. 

To find the most reliable and trusted sources, the authors chose to mainly use Scopus, 
ABI/INFORM as well as Jönköping University library’s search engine, Primo. Google 
Scholar was also used due to its vast amount of articles. The main theories are focused on 
advertising avoidance and how advertising is perceived online. 

Examples of search phrases to find suitable information were: online marketing & 
blocking, digital advertising & consumer avoidance, online advertising & attitude & 
banner, adblock & cost, ad clutter & news sites, online news & avoidance, ad avoidance, 
advertising avoidance, advertising avoidance online, digital news & advertising, digital 
news & advertising avoidance. 
 
Alongside with the established journals and articles, the authors needed to apply 
information that could not be found in previous literature. Consequently industry sources, 
such as Advertising Age, the AdBlock web page and industry blogs were used to gain 
further knowledge about the subject as well as up-to-date insight connected to the 
emerging trends. However, the academic body related to the concepts and theories of the 
thesis mainly consisted of published journal articles. 

2.1.2 Digital media 

According to Shapiro and Varian (1999), digital media broadly includes any media that 
publish or diffuse information in digital formats. However a distinction is made between 
digital content delivered through traditional channels - radio and television, and media 
distributed through the Internet. 
 
The development in digital advertising correlates with the substantial increase in digital 
media consumption, hence leading individuals to a greater interaction and exposure to 
advertising. Individuals’ growing reliance on web-based information exchange leaves little 
doubt as to the importance of the Internet as a source of news information (Yang & Oliver, 
2004).  
 
Throughout the years, consumers have been forced to adapt to the constant development of 
digital media. It has accelerated due to wider broadband access, enriched contents, and 
increasing adoption of third-Generation mobile phones across the USA, Europe and 
Northern Asia (Berman, Abraham, Battino, Shipnuck & Neus, (2007); Ferris (2007) and 
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Light & Lancefield (2007)). From this increase in digital consumption, the possibility to 
advertise and reach consumers has spread accordingly. 

2.1.3 Ad-avoidance 

Advertisement avoidance has been subject for many studies in the past decades. Ad 
avoidance has been characterized as all actions by media users that reduce the exposure to 
ad content (Speck & Elliot, 1997). There has been a lot of research regarding ad avoidance 
across different media platforms. Speck and Elliot (1997) looked at the avoidance of 
television and radio ads and how people remove their attention from the commercial by 
either switching channels (mechanical avoidance), ignoring the ad (cognitive avoidance) or 
simply by leaving the room (physical avoidance). Parallels were also drawn to the 
magazines and newspaper ads, consumer avoid what they regard as unwanted or 
disturbing. 

One factor that leads consumers to avoid ads is consumer scepticism toward advertising. 
The general tendency to distrust information claims of commercial messages and 
consumer’s ability to recognise the persuasive intent of such messages, has made them 
engage in a biased processing of the information (Baek & Morimoto, 2012). According to 
Friestad & Wright (1994), consumers are aware of the tactics and promotional tools that 
advertisers use in their persuasion attempts and are therefore more sceptical towards 
advertising (Friestad & Wright, 1994). 

2.1.4 Ad avoidance online 

Ad avoidance is evidently not exclusive for the Internet medium, but the massive 
expansion and continuous development of the Internet has allowed consumers to avoid 
advertisement in an unprecedented manner. In the traditional advertising model, users have 
no control over the ads received, that power reside with the advertisers. In the online 
advertising model, consumers have the ability to choose to unlike a brand or commercial 
(Campbell & Marks, 2015). 
 
In order to grasp and fully understand online advertising avoidance amongst Internet 
consumers, one must base that understanding on an existing and reliable model. Cho and 
Cheon (2004) studied online advertisement avoidance and developed the model of 
advertising avoidance online (See Figure 2). This model describe the different kinds of 
negative perception consumers have regarding online ads, and what perceptions result in 
which reactions that eventually leads to ad avoidance (Cho & Cheon, 2004). The initial 
foundation of this model is theoretically supported by prior research in the consumer 
decision processes (Bettman & Park, 1980; Vakratsas & Ambler, 1999).  
Three potential responses to advertising stimuli are cognition, affect and behaviour. The 
order of responses is further influenced by other variables, such as involvement (Vakratsas 
& Ambler, 1999; Vaughn, 1986; Cho & Cheon, 2004). Based on this established premise, 
Cho and Cheon (2004) related to these components when developing three innovative 
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variables of online advertising avoidance (Cho & Cheon, 2004). These three different 
variables consist of Perceived Goal impediment, Perceived Ad Clutter and Prior Negative 
Experiences. As the influence and range of these variables grow, the greater the advertising 
avoidance on the Internet (Cho & Cheon, 2004). 

Since the time of Cho and Cheon’s publication, online advertising has become increasingly 
developed and sophisticated. With the introduction of tracking software, such as cookies, 
tracking and profile development of online consumers has made personal online 
advertising a reality (Kuehn, 2013). Personalized advertisement would appear as one of the 
major selling points of online advertisement. However, a study conducted by Baek and 
Morimoto (2012) and Kuehn (2013) concludes that personalized advertisement is 
something that most online consumers consider unappealing and thus avoid or otherwise 
neglect. Baek and Morimoto (2012) have developed the “Personalization advertising 
avoidance model” (See Figure 2), which is based partly on the “model of advertising 
avoidance online” (Cho & Cheon, 2004), that explains the various aspects that influences 
this negative attitude. The factors in the model are divided into scepticism towards 
advertising, perceived privacy concerns, perceived ad irritation and perceived 
personalization (Baek & Morimoto, 2012). The model and article is considerably more 
contemporary in comparison to Cho and Cheon's (2004), and also addresses the 
continuously emerging presence of personalization in current online marketing (Qui, 
2013). 

2.1.1 Models 
 

2.1.1.1 Cho & Cheon (2004) 

Cho and Cheon (2004) applied a quantitative method, and conducted an online survey. The 
sample consisted of 266 students enrolled in three large undergraduate courses at a large 
Southeastern university (Cho & Cheon, 2004) in USA the year 2002. A further motive for 
choosing this particular segment for a sample group, was the fact that it represented the 
largest opinion leaders regarding Internet content, and been a lucrative consumer group for 
online marketers (Davis, 1999; Cho & Cheon, 2004).  

According to the discussion section of Cho and Cheon’s (2004) study, they argue that 
many consumers choose not to engage in online advertisement because they seek to avoid 
the overwhelming number of ads online. ‘Internet advertiser and publishers should 
understand that too much ad clutter on the Internet could reduce the collective 
effectiveness of Internet advertising’ (Cho & Cheon, 2004, p 93).  
 
Furthermore, since the introduction of Prior negative experience was novel at the time and 
yielded valid results. Cho and Cheon (2004) argue that in order to develop consumer 
continuance intention for clicking Internet ads, it is essential to increase perceived 
incentive and utility and create consumer satisfaction toward ad services (Cho & Cheon, 
2004). Banner ads might make avoidance worse, since it is likely perceived as deceiving 
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when presented in the way of, “You are the winner of 1 million US dollars” or “Click here 
for a free trip to Las Vegas”. Therefore, according to Cho and Cheon (2004), online 
advertisers should avoid using deceiving techniques in their efforts to build consumer trust 
towards online advertising.  

The model and its content has been widely acknowledged and cited in several influential 
academic articles and journals since its publication in 2004. For this reason, the model of 
advertising avoidance online suits the research ideally as a foundation model when 
establishing further understanding of the subject prior the author’s empirical data. 

 
 
 

 
 
 

 
(Figure 2. Advertising Avoidance Online Model) 
 

2.1.1.2 Baek & Morimoto (2012) 

Beak and Morimoto (2012) basically applied the same quantitative method as Cho and 
Cheon (2004), by utilizing a questionnaire with participants consisting of American 
undergraduate students in the ages of 18 to 31. The only relevant exception was that the 
questionnaire included 467 participants rather than Cho and Cheon’s 266. Otherwise the 
same motivators and reasoning were used when conducting the research. One such 
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motivator was that the students represented an online familiar and active segment in the 
market (Cho & Cheon, 2004; Beak & Morimoto, 2012). When estimating the actual 
relevance and reliability aspect of their model, Beak and Morimoto (2012) measured each 
influencing factor in the model by various “number-item scales”, deriving from academic 
tools and sources.  

According to the results, all hypothesized paths and suggested directions stated in the 
model were concluded as supported, in context meaning that all mentioned factors and 
influencers described in the model could be established as reliable and relevant for future 
studies in the subject. (Beak & Morimoto, 2012). Most of the sample participants in the 
study belonged to Generation Y. This means that the sample used in Baek and Morimoto’s 
study met the same conditions as the sample group for this thesis.  

In the discussion stage, Beak and Morimoto argues that ‘the effect of privacy concerns is 
smaller than that of personalization’ (Beak & Morimoto, 2012, p 72), under the motivation 
that the young Generation Y consumers has grown up with the internet and are accustomed 
to handle multiple Internet medium and devices simultaneously. This would result in 
Generation Y being more accustomed to the conditions of conducting business and 
purchases via Internet, and thus be less suspicious towards advertisement in this media 
(Beak & Morimoto, 2012). 

 
 
 
 

 

 

 

 

 

 

            
(Figure 3. “Personalization Advertising Avoidance Model”) 

2.1.2 Perceived Goal Impediment  

Perceived Goal Impediment regards occasions when users perceive online ads as an 
obstacle or hindrance when trying to reach goals. (Li, Edwards & Lee, 2002; Cho & 
Cheon, 2004). Online ads can be a significant source of noise, which leads to frustrating 
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disruption in the eyes of the Internet consumer (Cho & Cheon, 2004). This triggers 
undesirable reactions from the users such as negative attitudes, aggravation and ad 
avoidance (Krugman, 1983). The results indicated that Perceived Goal Impediment is the 
primary influencer, being mostly impacted by ad disruption, followed by ad search 
hindrance and finally ad distraction (Cho & Cheon, 2004). 

2.1.3 Ad Irritation  

Perceived Ad Irritation regards the occasion when consumers perceive that ads cause 
displeasure and momentary impatience (Aaker & Bruzzone, 1985), sharing many 
similarities with Cho and Cheon's (2004) Perceived Goal Impediment. Beak and Morimoto 
(2012) expanded beyond Cho and Cheon's (2004) model and took, not only the amount of 
distractions, disruption and hindrance caused by ads into account, but also the 
untruthfulness, exaggeration and confusion of such ads (Baek & Morimoto, 2012). It is 
argued that consumer often react against persuasive messages, users need for self-
determination and control is dissatisfied. (Brehm 1966; Burgoon, Alvaro, Grandpre & 
Voulodakis, 2002; Baek & Morimoto, 2012). Cho and Cheon (2004) claim that many users 
still see the Internet as a tool rather than an entertainment medium. This leads to a more 
negative view of ads, especially if a task is time-limited and the ads are disturbing and 
slowing down the progress of performing that task (Cho & Cheon, 2004).  

2.1.4 Perceived Ad Clutter 

Perceived Ad Clutter on the Internet concerns the number of ads visible on a website 
simultaneously, which consumers convicts and perceive as excessive (Ha, 1996; James & 
Kover, 1992; Elliot & Speck, 1998). Ad Clutter can lead users to the conclusion that the 
Internet is exclusively a medium for advertisement, causing irritation (Cho & Cheon, 
2004). The perceived Ad Clutter leads to negative attitudes towards the ads, which in turn 
leads to ad avoidance. The results of Cho and Cheon’s (2004) study indicated that 
perceived Ad Clutter on the Internet is mostly impacted by ad excessiveness (Cho & 
Cheon, 2004). 

Kim and Sundar (2010) measured the effects on perceived Ad Clutter and relevance to the 
user. Kim and Sundar (2010) found that relevance to the current online task has a 
significantly positive effect on the perception of ads and that Ad Clutter is of little issue as 
long as the ads are relevant. This indicates that on a site about sports, ads related to sports 
are seen as helpful rather than annoying. This was true for ads in the form of paid text links 
or email, however, if the ads are in the form of banners, pop-ups or superstitials, there is an 
intrusiveness factor that disturbs the consumer. This intrusiveness leads the user to see the 
ad as annoying or irritating before the message is interpreted, making relevance 
insignificant (Kim & Sundar, 2010). 
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2.1.5 Perceived Personalization 

Perceived Personalization refers to which extent users find that a particular advert is 
targeted towards their individual preferences. As previously mentioned, the ability to 
deliver personalized online adverts based on acquired information is one of the major 
selling points for online advertisement (Imhoff, Loftis & Geiger, 2001). Scholars even 
define personalization as ‘The process of using a customer’s information to deliver a 
targeted solution to that customer’ (Baek & Morimoto, 2012, p 64).  
 
Users seek to control and protect their private information online, which hinders 
personalization in online advertising. Advertisers usually provide consumers with an “opt 
out” option that prevents them from receiving personalized promotional offers, however 
many consumers are left unaware of this option (Beak & Morimoto 2012). 

‘If consumers are aware of this option, reactants to personalized advertising is likely to be 
alleviated because they may have a sense of regaining control over their personal 
information’ (Beak & Morimoto, 2012, p 64).  
 
Thus there are arguments that perceived personalization is closely related to the adverts 
relevance (Wendlandt & Schrader, 2007). If ads are perceived as valuable or useful the 
response is less negative (Beak & Morimoto, 2012). If personalization could be presented 
in a desirable context that does not compromise privacy concerns and loss of control over 
personal information, personalized ad avoidance and scepticism would be negatively 
affected and perhaps diminish in the eyes of the consumers (Pasadeos, 1990; Beak & 
Morimoto, 2012). 

2.1.6 Privacy Concerns 

Research has examined consumers attitude, reaction and behaviour linked to privacy 
concerns and found that it negatively affect purchasing behaviour, trust and perceived 
information control (Milne & Boza, 1999). As privacy concerns increase, consumers 
respond increasingly negative to online advertising and take actions to prevent 
personalization in order to protect and control their personal information (Sheehan & Hoy, 
1999; Dolnicar & Jordaan, 2007). This leads to ad scepticism and avoidance, as previously 
indicated in established research (Cho & Cheon, 2004; Li, Edwards & Lee, 2002; Speck & 
Elliott, 1997). 

‘Given the potential utility of information-processing technology designed to intrude in a 
consumer’s private domain, personalized advertising could make consumers perceive their 
privacy as threatened and thus evoke greater resistance since they are likely to object to 
advertising practices that involve keeping track of and storing their personal preferences’ 
(Baek & Morimoto, 2012, p 63).  

Perceived privacy concerns are highly relevant from an online advertisement perspective. 
As customized advertising is based on consumer information and that information is 
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mostly gathered from online-based communication technologies, it has the potential to 
raise privacy concerns (Dolnicar & Jordaan, 2007; Hughes, 2005; Phelps, Nowak, & 
Ferrell, 2000; Baek & Morimoto, 2012).  

‘Consumers may perceive advertisers’ claims of customization to their personal 
preferences as attempts to persuade and manipulate … Consumer scepticism toward 
personalized advertising reflects a general distrust of advertiser tactics’ (Baek & 
Morimoto, 2012, p 62). 

With the use of cookies, the ability to target individuals make the ads seem intrusive and in 
violation of the consumers privacy (Wang, Yang, Chen, & Zhang, 2015). A survey 
conducted 2012 showed that a majority of the 2253 participants disapproved of the 
targeting marketing tactics used on digital media due to privacy disclosure (Wang et al. 
2015). Several public opinion surveys have strengthen the notion that consumers are 
concerned about how much companies know about them personally, and how such 
information is being acquired and used (Westin & Louis, 1991; Harris & Westin, 1995; 
Phelps, Nowak, & Ferrell, 2000). When put into an online environment context, 95 per 
cent of American consumers said that that it is important to control who has access to such 
information and that they had concerns regarding online privacy (Madden & Smith, 2010).  

2.1.7 Prior Negative Experience 
 

Prior negative experiences regard the conclusions that tend to be drawn based on how users 
evaluate brands, product comparisons, previous purchasing behaviour and other 
information that has been processed through prior knowledge and experience (Bettman & 
Park, 1980; Russo & Johnson, 1980). Information gathered from experience is known to 
heavily impact attitudes and behaviour as it builds internal perceptions of personal 
efficiency (Fazio & Zanna, 1981; Smith & Swinyard, 1982; Hoch & Deighton, 1989). In 
regards to Internet ads, ‘prior negative experience can be indicated by dissatisfaction and 
perceived lack of utility and incentive for clicking on those ads’ (Cho & Cheon, 2004, p 
91). The results indicated that Prior Negative Experiences is the tertiary influencer, being 
mostly impacted by perceived lack of incentive on Internet ads which scored 
overwhelmingly high, followed by perceived lack of utility and overall dissatisfaction that 
scored supportively high to be considered valid and accurate (Cho & Cheon, 2004). 

2.1.8 Ad scepticism 
 

In terms of scepticism towards advertising, Baek and Morimoto (2012) apply a broader 
approach that does not specifically address online advertising, but advertising in general. 
Their model suggests that ad scepticism is influenced by a combination of privacy 
concerns, perceived personalization and ad irritation, finally contributing to ad avoidance 
(Beak & Morimoto, 2012). However, this part of the model addresses the notion that the 
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scepticism towards ads originates from people's perception that advertisers seek to 
deceitfully persuade them (Mangleburg & Bristol, 1998). Previous studies on the matter, 
such as the Persuasion Knowledge Model (Friestad & Wright 1994), unveiled that 
sceptical users negatively evaluate advertised offers more often than non-sceptical users 
and claims that high scepticism users rely less on advertising and therefore avoids it 
(Obermiller, Spangenberg & MacLachlan, 2005; Baek & Morimoto, 2012). This would 
pose as a problem for online advertisement, since Cho and Cheon (2004) argue in the 
discussion section that certain online banner ads will likely be interpreted as deceitful 
which would naturally result in higher degrees of scepticism and thus avoidance (Cho & 
Cheon, 2004). 

2.2 Arising Industry trends 
All the previously mentioned variables concern traditional ads and lead to ad avoidance. 
The models discussed have focused on traditional ads, as this was what was available at 
the time. Below, the alternative advertising trends are examined. 

2.2.1 Native Advertising: 

The market development has urged the advertisers to adapt their online advertising 
approaches, to appeal towards consumers and gain their acceptance. These modified and 
alternate forms of online advertising are contentiously emerging, one of the more 
prominent ones being Native Advertising. The general definition of Native Advertising is a 
‘term used to describe a spectrum of new online advertising forms that share a focus on 
minimizing disruption to a consumer’s online experience by appearing in-stream’ 
(Campbell and Marks, 2015, p 2). However, in an academic context, a general definition is 
all that can be established, since phenomenon is still relatively unexplored amongst 
academic scholars (Campbell and Marks, 2015). Campbell and Marks (2015) have 
attempted to narrow down the distinction of “in-stream” appearance content, and 
concluded two examples. The first being ‘optimizing placement to increase relevance for 
viewers’, and the second being ‘reducing viewer disruption is by crafting native 
advertisements that blend in with the surrounding content’ (Campbell and Marks, 2015, p 
2). The latter is the definition most commonly used in industry context, and additionally by 
a few academic articles. Some of these are Carlson (2015) and Wojdynski and Evans 
(2015) who defined Native Advertising as the practice in which advertisers create or 
sponsor content intended to blend in with the editorial content.  

The financial aspect as to why news sites should utilize this type of advertisement is easily 
motivated. According to Advertising Age, Native Advertising earned online publishers 
US$1.9 billion in 2013 (Carlson, 2015). Native advertising holds promise for publishers as 
they can charge advertisers more and the presentation is supposed to make them more 
appealing in the eyes of the consumers, than display ads, which users tend to avoid or 
ignore (Benway 1998; Cho and Cheon 2004; Wojdynski and Evans, 2015). As a natural 
consequence, the practice has become increasingly common with nearly three quarters of 
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online publishers using some form of Native Advertising in mid-2013 (Marvin, 2013; 
Carlson, 2015). News sites such as The New York Times, The Wall Street Journal, Forbes, 
and The Huffington Post has each established in-house studios, devoted to developing 
Native Advertising content (Moses, 2014; Campbell & Marks, 2015). 

2.2.1.1 Industry Appreciation 

In 2013, Mathew Ingram from Paid Content remarked that ‘native advertising is one of the 
few bright spots – or potential bright spots – in a landscape that is riddled with charts of 
ad revenue that are going in exactly the wrong direction’ (Carlson, 2015, p 9).  

The reason for the industry’s high belief in the financial sustainability of Native 
Advertising is its perceived ability to penetrate or counter some of the negative perceptions 
and issues that leads to avoidance which users relate to online advertising on news sites. 
Benton (2014) and Wojdynski and Evans (2015) argues that Native Advertisings recent 
gains in attention is due to its ability to cut through Ad Clutter and help counter online 
publishers diminishing revenues (Benton, 2014; Wojdynski and Evans, 2015). Such 
arguments has lead to an increased belief among news sites that their users perceive Native 
Advertising in a favourable manner (Carlson, 2015; Wojdynski and Evans, 2015; 
Campbell and Marks, 2015).  

‘Instead of editorial content being used to attract audiences who are then exposed to 
advertising, advertising itself begins to attract audiences. This scenario appeals to the 
dictates of revenue Generation’ (Carlson, 2015, p 13) 

2.2.1.2 Research and Deception 

The lacking definition of Native Advertising has resulted in the primary research being 
focused on distinguishing Native Advertising, rather than how the users perceive it. As 
stated in a research by the Interactive Advertising Bureau (IAB) in 2013; 

 ‘The lack of a clear definition has caused confusion in the marketplace leading the 
industry to exert considerable time and energy debating whether or not various ad units 
are native rather than focusing on higher level discussions such as effectiveness and 
disclosure’ (IAB, 2013, p 2).  

This lack of research regarding consumer’s perception has resulted in insufficient 
knowledge regarding consumer perception of Native Advertising, as stated in the recently 
published article by Wojdynski and Evans, (2015). Other contemporary articles supported 
the notion that further research regarding users perception is necessary;  

‘As a way forward, it is necessary to study Native Advertising in context, both within the 
newsrooms where it is assembled and in the response from audiences who consume online 
news’ (Carlson, 2015,p 14). 
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Based on the limited research that has been conducted regarding consumers perception of 
Native Advertising, Campbell and Marks (2015) speculates that Native Advertising could 
be a successful alternative to traditional online advertising since the intention of Native 
Advertising is to provide brands with the means to present relevant and desired 
information to a receptive and broad audience (Campbell and Marks, 2015). 

The fact is that Native Advertising on news sites has been met with strong controversy and 
criticism. Especially following events in 2013, when the Church of Scientology 
successfully published a controversial native ad within the article section of The Atlantic, 
that promoted the Church’s success (Carlson, 2015; Campbell & Marks, 2015). Native 
Advertising was deemed as misleading and deceitful since its appearance made it less 
possible for users to distinguish them from regular articles (Carlson, 2015; Campbell and 
Marks, 2015). Dobbs (2013) argues that Native Advertising was deceitfully leaching from 
the credibility established by news providers. Thus threatening the integrity, 
trustworthiness and reliability of news sites. (Carlson, 2015; Wojdynski and Evans, 2015; 
Campbell and Marks, 2015). 

Furthermore, Native Advertising perceived acceptance amongst consumers may therefore 
not be a result of their superior concern or issue resolve, but simply because users cannot 
recognize them as ads at all. 

‘The practice of online Native Advertising is still evolving and expanding as advertisers 
find it a vehicle for reaching consumers, but this study suggests that the growth might not 
be because the customers find it intrinsically compelling but because many of them do not 
recognize it well enough to apply the avoidance and defence strategies they have 
developed for other types of online ads’ (Wojdynski and Evans, 2015, p 11) 

Carlson (2015) and Baker (2002) argue that the line between acceptable advertising and 
corruption is under constant review and discussion and that advertisers are pushing to 
expand what is perceived as acceptable (Carlson, 2015; Baker, 2002). 

2.2.2 AdBlock's Whitelist 

AdBlock claims that only 25 per cent of their users have a “no ads” policy, and that the 
remaining 75 per cent actually prefers ads if they are interesting and presented in a 
desirable manner (AdBlock, 2016). This argument is supported by Campbell and Mark 
(2015) claiming that non-disruptive ads are, in some cases, desired by the user if consistent 
with the users experience. The success of advertisers and news sites rests upon the ability 
to adapt and present ads and gain acceptance from the audience. ‘As a result of the need to 
maintain an audience, firms are now forced to produce content that goes beyond 
advertisements’ (Campbell and Mark, 2015, p 5). 
 
AdBlock’s suggestion is their new Whitelist alternative, which allows advertisers to pay 
AdBlock to “unblock” ads on platforms such as news sites. In order to be qualified for the 
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Whitelist, the ads presented must meet the set requirements regarding placement, size and 
distinction (Adblock, 2016). The aspects of AdBlock’s requirements would combat several 
issues and concerns for consumers, for example the controversy regarding Native 
Advertising deceitful appearance (Carlson, 2015; Wojdynski and Evans, 2015; Campbell 
and Marks, 2015).  

This alternative has been unexplored in academic contexts, however, some recent non-
reviewed research exist. In a master thesis by students enrolled at Stockholm School of 
Economics: Centre for Consumer Marketing, a study on users reason to use AdBlock and 
their likeliness to Whitelist was made. It explains the likeliness to whitelist is influenced by 
the same factors that are present in Cho and Cheon’s (2004) model, adding that perceived 
credibility of the site and attitude to advertising in general also affects their decision 
(Hedenblad & Knoflach, 2014). It also concludes that a website can benefit from exposing 
the user to a message that explains how the user benefits from pausing the software when 
on the site, or whitelisting the site. However, these messages can lead to different reactions 
depending on the tone and context of the message. A strong negative reaction can be 
provoked if, for example, the user is not allowed to access the site while ad-blocking 
software is active (Hedenblad & Knoflach, 2014). 

For travel sites, a message promising better deals if the site is whitelisted is effective. For a 
fashion blog, a promise of more relevant ads is more effective. In the case of news sites, 
the most effective messages contained some variation of reminding the user of the 
financial impact of advertising avoidance and promise better and more relevant content if 
the users choose to whitelist (Hedenblad & Knoflach, 2014). 

Depending on the type of web site, some changes to the site may influence the 
profitability. An example given by Hedenblad and Knoflach (2014) is decreasing the level 
of advertising, which could have an effect on perceived Ad Clutter and conversion rates 
but it is emphasized that the financial consequences from decreasing the level of 
advertising must outweigh the positive impact of lower AdBlock rate (Hedenblad & 
Knoflach, 2014). 

2.3 Theoretical Gap 
 
Evident by the search for literature for this thesis, there are a lot of research regarding ad 
avoidance (see: Cho & Cheon (2004), Baek & Morimoto (2012), Speck and Elliot (1997), 
Friestad & Wright (1994), Bettman & Park (1980) and Vakratsas & Ambler (1999)) and ad 
avoidance online: (see: Cho & Cheon (2004), Baek & Morimoto (2012), Campbell & 
Marks (2015), Kuehn (2013) and Qui (2013)).  
 
However, there is little research regarding perception of ads on specific sites, as well as 
limited research regarding the perception of alternative advertising trends. The author’s 
choice to study this with regard to news sites is due to news sites evident dependence of ad 
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revenue, the fact that most Generation Y members find news online and the fact that news 
sites are actively testing new trends to gain ad revenue. The lack of targeted research as 
well as perception research has created a gap that this thesis aims to fill. 
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3 Method 
In this section, the author’s describe and motivate the chosen methodology applied to this 
thesis. Further, a section discussing the thesis sampling approach and the analysis of the 
data is presented. A summary of the methodology concludes the chapter. 

3.1 Research Method 
Conducting, executing and analysing research plays a major role in validity and findings of 
the thesis. Therefore, the authors have chosen to apply several scientific approaches to 
structure the qualitative research, to reach a deeper understanding of the process. Usually 
within research methods, there are two different approaches to apply. These approaches are 
quantative and qualitative, which mainly differs in the way information is collected. The 
quantitative approach deals with data in a numerical format whilst the qualitative approach 
deals with data in a word format (Bryman & Bell, 2005). Since the authors chose to focus 
on finding the “why” from the subjects, the qualitative approach was used as the main 
structure to collect information. 

3.2 Research Approach 
In order to examine if the academic platform that have been established is feasible, while 
simultaneously filling the gaps and fulfilling the purpose, the research approach of this 
study will consist an exploratory research conducted through a multi-method approach 
with in-depth interviews and focus groups. 

The applied qualitative approach is mainly an unstructured, exploratory approach executed 
through small samples, with the intention to provide insight and understanding. Amphora 
and Birks (2007) state that through qualitative research, one is constantly looking to find 
improved ways to understand consumers’ thought processes and motivations. 
Exploratory research is a flexible an evolving approach used to understand marketing 
phenomena that are naturally difficult to measure (Amphora & Birks, 2007). Exploratory 
research can be applied in situations were one must explain the problem more correctly; 
identify significant courses of action, or to gain additional insights. 
Saunders, Lewis and Thorn hill (2000) describe exploratory research as an approach to 
discover or look for new insights to understand the process. It is also of utmost importance 
to apply if the purpose of research is to increase the understanding of a problem. Creswell 
(2009), also emphasize on exploratory research as a suitable approach to understand the 
perception of the participants’ in relation to a qualitative study. 
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The academic platform suggests that current attitudes and behaviour towards online 
advertising is related to Generation Y's Internet reliant lifestyle (Koshksaray, Franklin, & 
Hanzaee, 2015). Furthermore, in order to realize which thoughts, emotions, characteristics 
etc., are present during online surfing, the authors require a deep and personal 
understanding of Generation Y members. For these reasons, it is vital to establish a 
thorough and reliable insight into why Generation Y actively avoid ads, for which an 
exploratory design with focus groups and in-depth interviews are ideal. 

3.2.1 Multi-method approach 

Krueger (1994) states that using a multi-method approach strengthens the research design, 
thus providing the thesis with a deeper connection to its purpose. The combination of the 
two qualitative approaches are also supported by Morgan, (1997) which states that focus 
groups can be sufficiently used in conjunction with both interviews and participant 
observation. Barbour (2008) also emphasize on individual interviews as a suitable 
approach as a follow-up to focus groups. In order to construct viable research 
methodology, the multi-method approach will be based upon the combination of Cho and 
Cheon’s Advertising Avoidance Online Model and Beak and Morimoto’s Personalization 
Advertising Avoidance Model. As these models are built upon online surveys, the authors 
used the multi-method approach to provide a deeper, more precise connection to the users 
response in ad-avoiding scenarios.  

3.3 Data Collection 
The primary data was collected through interviews and focus groups conducted by the 
authors. Alongside with the primary data, a literature search was also used in order to 
gather information from academic journals and industry trends to connect to the purpose 
and understand the process of advertising avoidance. 

3.3.1 Primary Data 

The primary data collected throughout the thesis was based upon three interviews and two 
focus groups, containing subjects within the Generation Y age span with a daily visits to 
news sites and knowledge about ad blocking software. These criteria’s were needed to be 
fulfilled in order to present the most appropriate and representative empirical data. Due to 
the limited timeframe, focus groups and interviews were held simultaneously in order to 
gather a decent amount of data to produce a respectable analysis.  

All of the in depth and focus group interviews were conducted face to face. This approach 
was considered most appropriate as the subjects were easily attainable and it provided a 
more relaxed setting for the interviewees. As all subjects for both the interviews and focus 
groups were native in the Swedish language, the authors considered this to be the best 
language to use in order to gather the most reliable data. Furthermore, all primary data 
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collected were directly translated to English in order to avoid misinterpretations.  
 

3.3.1.1 Focus Groups 
 
‘Focus groups are unstructured interviews with small groups of people who interact with 
each other and the group leader. They have the advantage of making use of group 
dynamics to stimulate discussion, gain insights and generate ideas in order to pursue a 
topic in greater depth’ (Bowling, 2002, p 394).  

Since the purpose of the thesis cannot be answered by a simple yes or no question, the 
authors believed focus groups to be one of the most important elements to gain knowledge 
outside of the quantitative scope. As Wilkinson (1999) suggests, focus groups discussions 
can provide a window to processes that otherwise would remain hidden and difficult to 
penetrate.  

The academic body further suggests that there are certain differentiated factors, often 
caused by emotions and impressions that are sublime or unnoticed (Baek & Morimoto, 
2012; Porta et al. 2012) that causes Generation Y to avoid online ads. By having members 
of Generation Y communicate amongst each other, it would be possible to unveil which of 
these factors seem most fundamental and necessary for the Generation as a whole. 

Morgan (1988) also states that focus groups are a useful approach when it comes to 
investigating what participants think, but they excel at uncovering why participants think as 
they do’. This was important in order to gain the in depth knowledge needed to establish 
connections between the ad exposure and subjects response to alternative advertising. 
Kitzinger (1995) concludes that, in comparison to one-to-one interviews, focus groups may 
also encourage participation of individuals who may otherwise be reluctant to talk about 
their experiences due to feeling that they have little to contribute to a research project. 

3.3.1.2 Number and Size of Groups 

The authors used two focus groups in order to be sufficient in gaining a platform for 
conclusions and also in order to protect the validity of the thesis from a “one-off group”. 
This assumption is supported by Barbour (2008) that suggests that;  

‘Holding two focus groups with groups with similar characteristics may place the 
researcher on firmer ground in relation to making claims about the patterning of the data, 
since it would suggest that the differences observed are not just a feature of a one-off 
group, but are likely to be related to the different characteristics of participants reflected 
in selection’ (Barbour, 2008 p 59). 

The size of the focus groups plays an important role in order to find a sufficient balance 
between an extensive discussion and a manageable amount of transcript to analyse. 
Barbour (2008) explains that there is no magical number of participants, but that a 
maximum of eight is challenging enough both in moderating groups and analysing the 
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data. Based on this, the authors chose five to six participants per group, with one and a half 
hour discussion, to centre the research methodology upon. 

3.3.2 In-depth Interviews 

Boyce and Neale (2006, p 3), define in-depth interviews as a qualitative research 
technique, which involves conducting intensive individual interviews with a small number 
of respondents to explore their perspectives on a particular idea, program or situation. The 
authors conducted three interviews, one hour each in order to really tap into the 
participants thought. During these interviews the moderator was in charge of continuously 
questioning the subject regarding the respondents general relation to advertising on online 
news sites, during which occasions they came across online ads and what their usual 
thoughts and reactions were. 

There are three different approaches to consider in order to structure and achieve the 
results from in-depth interviews and to reach an extensive result. However, to make use of 
the advertising avoidance online model by Cho and Cheon (2004) to its fullest potential, 
the authors deemed the semi-structured interview approach to be most suitable. As 
explained by Dudovskiy (2015), constructing semi-structured interviews provides the 
interviewer with a possibility to ask follow-up questions and to fully explain the different 
scenarios. This helped the moderator to get a deeper knowledge and also to make room for 
explanations when necessary. Also, using semi-structured interviews provide a better 
ground for finding out Why rather than How many or How much (Fylan, 2005). 
 

3.3.3 Sample Selection 

In order to conduct a qualitative research approach, focusing on various ways to attain 
samples is of great importance. The different approaches are commonly referred to as 
probability and nonprobability selection (Doherty, 1994), whereas purposive and 
convenience sampling derive from the latter one and is commonly used in small samples 
that are easily attained (Saunders, Thornhill & Lewis, 2009). When conducting this 
research, the authors felt that the nonprobability approach was the most suitable in order to 
find and interview the subjects most appropriate for the study.   

3.3.3.1 Purposive and Convenience Sampling 

The process of finding and selecting the most suitable subjects for the research purpose is 
called purposive sampling and is generally one of the most efficient approaches. Purposive 
sampling may also be used within both qualitative and quantitative research techniques 
(Tongco, 2007). Tongco (2007) also supports the process of purposive sampling as a 
method that contributes to efficiency, and stays robust even when tested against random 
probability sampling. Furthermore, Tongco (2007) also emphasize that the purposive 
sample is fundamental to the quality of data gathered; thus, reliability and competence of 
the informant must be ensured. Purposive sampling is not free from bias. Informants may 
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be chosen out of convenience or from recommendations of knowledgeable people (Lopez, 
Atran, Coley, Medin, Smith, 1997; Seidler, 1974; Smith, 1983; Zelditch, 1962). 

3.4 Research execution  

3.4.1 In Depth Interviews 

The moderator began by providing a brief explanation that summarised why the participant 
had been selected for the study, what the study was about and the roles of the moderator 
and interviewee. The moderator’s initial questions regarded the general experience and 
perception of online advertisement, both on news sites and in general. Once answered by 
the participant, the moderator asked the participant to access a news site of their choice 
through a laptop. If the participant was using AdBlock, it was turned off beforehand. Once 
the interviewee accessed a news site there was an immediate exposure to various forms of 
ads. The moderator immediately asked for thoughts regarding emotion and reaction 
towards such advertisement.  

The participants stated their general perception, mentioning their concerns, sources of 
irritation and other motivational factors that resulted in their perception. They also stated 
the positive aspects of online advertisement as well as the occasions in which they found it 
helpful. The Moderator then asked the participants to compare their perceptions of online 
ads on news sites to their perceptions of ads on social media and other types of web sites. 
The Moderator asked follow up questions regarding their perception and believes around 
this comparison, unavailing their various expectations and thoughts.  

Depending on to which degree the participant were familiar with AdBlock, Whitelist and 
Native Advertisement the moderator would elaborate and explain the concepts before 
raising questions. If the participants were using or had used AdBlock, the moderator asked 
them if they used AdBlock to avoid any of the ads under discussion and, if so, why. If the 
participants had not used AdBlock, the moderator asked them if they believed that 
AdBlock would prevent any of the mentioned issues or concerns and why.  

Via the laptop, the participants encountered banner ads, pop-ups and native ads. For every 
type of advertisement the moderator asked them similar questions and also asked  how 
much of the content the participant actually pay attention to depending on the 
advertisement type, how they compared their perception of the various ads, and which sort 
of ad were preferable and the reasons for their answer.  

The moderator constantly asked the participants to elaborate upon their statements, and 
asked if the conclusion the moderator drew in relations to the models were accurate. When 
the participants were faced with the alternative advertising trends, the moderator asked 
them to elaborate how they compared it to the older versions of online ads, and whether 
they liked the initiatives or not.  
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3.4.2 Focus Groups:  

There were two groups, the first consisting of six participants and two moderators, and the 
second consisting of five participants and two moderators. As the participants arrived, they 
filled out a brief survey that established their age, how frequently they visited news sites, it 
they had ever pressed on an ad on a news site, and if they had ever been persuaded into 
action (such as a purchase).  

Once the moderator and all participants were ready, the moderator began by providing a 
brief explanation that summarised why the participant had been selected for the study and 
what the study was regarding. The participants were then exposed to a PowerPoint 
presentation, which included slides that displayed examples of various kinds of online 
advertisement. For each slide the moderator would provide a short description and then 
asked the sample group to discuss the thoughts and feelings when encountering that sort of 
online advertisement and how they would react to it. The moderator constantly asked the 
participants to elaborate upon their statements and also made sure to steer the conversation 
when necessary, to make sure that all participants were actively participating in the 
discussion.  

The power point slides and accompanying discussion consisted of “banner ads”. “tracking-
based banner ads” and “pop-up ads”. Once these traditional ads had been covered, the 
moderator briefly explained that the advertisement avoidance behaviour of online 
customers had resulted in some emerging alternative advertisement forms, as an attempt to 
solve the negative perceptions related to traditional online ads. The moderator would then 
present images and descriptions that illustrated the emerging alternative forms of online 
advertisement. The procedure mimicked the traditional advertisement forms, but with an 
extra focus on whether or not these alternative advertisement forms had solved the 
participants previously mentioned negative perceptions and if they had also raised any new 
concerns. The slides and accompanying discussion consisted of Native Advertising and 
AdBlock's Whitelist. Once the final discussion had been completed, the moderator thanked 
the participants, and once they left, did a quick briefing amongst themselves. 

3.5 Data Analysis 

Analysing and sorting out data is time-consuming and difficult, which is why it is 
important to have a clear structure on how to analyse it. Strauss & Corbin (1990) describe 
analysis as the connection between researchers and data and that there might be a degree of 
subjective variety and interpretation of the data. Although a degree of interplay with data 
will be interpreted, the author’s analysis will be systematic, sequential, verifiable, and 
continuous in order to minimise potential bias (Krueger & Casey, 2000). According to 
Lincoln & Guba (1989), this provides a trail of evidence as well as increases the extent of 
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dependability, consistency and conformability of the data. In order to structure the 
extensive amount of data, the authors will apply Ritchie and Spencer’s Framework 
Analysis (1994). 

3.5.1 Analysing Data Process 

The Framework Analysis’ is described by Ritchie and Spencer (1994) as, ‘an analytical 
process, which involves a number of distinct, though highly interconnected stages’. The 
process mainly consists of five key stages outlined as; familiarization, which includes 
listening to tapes, reading the transcripts and reading the observational notes taken during 
interview. Secondly, identifying a thematic framework, by writing memos in the margin 
of the text in the form of short phrases, ideas or concepts arising from the texts and 
beginning to develop categories. Thirdly, indexing, which involves sifting the data, 
highlighting and sorting out quotes and making comparisons both within and between 
cases. Fourthly, charting, which involves lifting the quotes from their original context and 
re-arranging them under the newly developed appropriate thematic content and lastly, 
managing and reducing the data through mapping and interpretation. A distinctive 
aspect of the framework analysis is that although it uses a thematic approach, it allows 
themes to develop both from the research questions and from the narratives of research 
participants (Rabiee, 2004). 

Alongside with the framework analysis’, triangulation through multiple analysts was 
incorporated in order to further strengthen and analyse the findings from the qualitative 
research. Triangulation when analysing the qualitative data mainly includes using multiple 
instead of singular observers or analysts to reduce the potential bias arising from a single 
person analysing the data collection (Patton, 1999). Applying triangulation and analysing 
the data set independently and later compare the author’s findings is vital and provides an 
important check on possible selective perception and blind interpretive bias according to 
Patton (1999).  

As the information collected through the qualitative method contained a great amount of 
text and connecting concepts, the interpretation of the framework analysis’ was of great 
importance for the authors. The authors followed the process in its chronological order to 
collect, reduce and map all findings related to the purpose of the thesis. Furthermore, the 
authors categorized the findings according to the theoretical concepts and later analysed 
the patterns. Also, the triangulation analysing  approach was applied by the author’s before 
and during the framework analysis process to analyse the empirical findings from the 
qualitative multi-method approach to incorporate more perspectives and reduce potential 
bias. 

3.6 Summary of Methods 
Using the multi-method approach provides the thesis with a more thorough ground to find 
out how, why and what the subjects experience and perceive when exposed to advertising. 
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When deciding on how to select the sample for the empirical study, the authors heavily 
focused on finding the appropriate number of participants that also fit suggested profile. 
Alongside with this selection process both purposive and convenience sampling was 
applied. Constructing three semi-structured interviews alongside with two focus groups 
collected the primary data of this thesis and in order to analyse the data, the framework 
analysis’ method was used. 
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4 Empirical Data & Analysis 
 

The interviews with the sampled subjects, containing Generation Y, are presented in this 
section alongside with the applied analysis regarding the subject’s response to the 
questions. A table will present the general findings regarding each avoidance aspect 
brought up in the Theoretical Framework. The empirical data is allocated into appendices. 
On request, audio recordings of the interviews and focus groups can be made available. 
The analysis follows the structure of the Theoretical Framework, starting with Goal 
Impediment and ending with a general analysis.  

4.1 Subjects and Abbreviation 

4.1.1 Sample criteria 

 

4.1.2 In-depth interview subjects 

 

 

4.1.3 Focus group #1 
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4.1.4 Focus group #2 

 

 

 

 

4.2 Empirical Findings 
The authors chose to report their findings in a table to spare the reader from reading 
through all the gathered empirical data. This said, there is a summery of the empirical data 
in Appendix 7.0 and the transcripts are readily available upon request, both in text and the 
original audio files. 

The table is created with the ad avoidance factors on the y-axis and the focus groups and 
interviewees, with their abbreviations, on the top x-axis. The grids that follow are used to 
fill with a nominator that shows each interviewees and focus groups opinion on every 
previously mentioned factor. The nominators; “X”, “O” and “/”, are representing different 
opinions. The notation “*” indicates a difference in opinion among focus groups, where 
“X*” would mean that the majority of participants in that focus group perceived an issue 
with corresponding factor, while one or two had less issues with the factor or were 
opinion-less. Interviewees with an “X*” notation on a specific factor were debating with 
themselves as to what their opinions were and settled on “perceived issue” or were clearly 
perceiving an issue but had little negative emotion towards it. Understandably, “O*” works 
the same way, but with “not perceived issue” as the majority opinion. The table is a guide 
to help the reader see where issues were perceived and to where opinions were different. 
The findings are more comprehensively discussed in the “Analysis” part of the thesis. 
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4.2.1 Table; Empirical Findings 

 

(Figure 4: Empirical Findings) 
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4.3 Perceived Goal Impediment 
When confronting the subjects about their response to advertising on news sites, the 
distraction and search hindrance became an instant topic and the moderator developed on 
subject’s discussion 
 

4.3.1 Analysis  
 
Cho and Cheon (2004) , argued that the perception of Goal Impediment was the primary 
motivator of Advertising Avoidance. As far as the author’s empirical findings are 
concerned, this perception is still valid in its original form, meaning it is still considered to 
be the primary influencer to ad avoidance. When exposed to the various forms of 
traditional online advertising types, all but two participants in the interviews and focus 
groups associated Goal Impediment, in particular disruption and search hindrance, as one 
of their primary issues. 
 

‘Most of the time I perceived banners as ugly contributions that made the websites load 
slower, could probably have been my imagination. But most of the time I just found them 

distracting and in my way’ (ID#3) 
 
As previously mentioned, Cho and Cheon (2004), described Goal Impediment as the 
occasions when Internet users perceive online ads as an obstacle to their goal which leads 
to frustrating disruption in the eyes of the users (Cho & Cheon, 2004). When Internet users 
access news sites, the goal is evidently the articles and similar content. As discussed by the 
participants, Banners and Pop-ups are perceived to be obstacles that hinder the experience. 
 
‘I find it distracting when they make noises and so on, or when they suddenly appear on a 

website and such. The loading time of a site heavily increases if the site is filled with 
advertising videos and similar’ (ID#1) 

 
As a consequence, particularly in the case of pop-ups and distracting banners, the 
participants who utilize AdBlock installed the software to avoid the advertisement that 
caused these issues. ‘I think that it is a very annoying factor, and it is absolutely not the 
reason why one visits a website, to see something else appear’ (ID#3). All participants 
were unanimous in the perception that pop-ups causes incredible annoyance due to their 
search hindering and disruptive nature, and that they had no sympathy or trust for this sort 
of advertisement approach. ‘The worst thing imaginable’(FG#1.2;FG#1.3). ‘It is incredibly 
bothering to me, and it is always so difficult to press the X on these bastards’ (FG#1.6). 
The participants were also unanimous about the fact that their patience with this sort of 
goal impediment advertising has expired, even though they are fully aware of the necessity 
of its existence. ‘You understand the reasoning behind Dagens Industri advertisement, like 
‘check this out, then it is done’, but you have less and less patience each time’ (FG#2.3).  
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When comparing to the perception of emerging alternative advertising, the participants had 
few Goal Impediment issues. When addressing Native Advertising, all participants agreed 
that these ads were superior when blending into the content of the news sites. ‘For my own 
sake, I would like native ads a lot more in my flow. Much nicer than banner ads’ 
(FG#1.6).  As previously stated, when the participants access news sites, seeking the 
content of those sites, they find everything that detaches from that content as a form of 
obstacle. However, since the participants indeed recognized the clear similarities between 
Native Advertising and regular articles, the advertising were aligned with the content ‘It 
looks like a article’ (ID#2). Therefore, these ads were not perceived as disruptive, 
distracting nor search hindering in contrast. ‘It blends in, it is more aesthetically appealing 
and… well, it is not as bothering so to speak’ (ID#3). 
 
However, all participants were not unanimous. Since Native Advertising is indeed 
advertising, some participants were under the impression that since these ads are placed in 
the midst of the articles, they disrupt the flow and hinder access to articles. 
 

‘It is more in my way, it becomes quite a lot since it is as large as a regular article and 
takes as much space as the other content… it is a bit hindering’ (ID#2) 

 
Although there were some controversy, the majority opinion was that Native Advertising 
caused less perceived goal hindrance when put in contrast to traditional online advertising, 
especially when compared to pop-ups. 
 

‘This type of advertisement is much nicer to read and skim through. Sometime you might 
have to read a bit, but it goes quite fast just to read through and sift away’ (FG#1.4) 

 
From this perspective, Native Advertising seems to have succeeded in diminished the 
perception of Goal Impediment when put in comparison to traditional online advertising. 
This can be regarded as quite the accomplishment, since the participants ranked Goal 
Impediment as one of their primary issues that caused online advertising avoidance. 
 
Furthermore, when addressing Whitelist, the participants also recognized the possibility to 
get rid of the Goal Hindrance issue, since the criterion would result in advertisers being 
required to place the ads in non-disruptive places and make sure that they are of non-
distracting size, ‘They get what they want somehow, because we want to get rid of 
everything that is in our way of what we want to see’ (FG#2.4). 
 
The criterion listed in the whitelist, in particular the requirement for placement, seemed to 
solve the issue of Goal Impediment. 
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‘I totally agree about that with placement that is crossed out on the image. That there 
should be an ad in the middle of the text, that ruins the flow of an article. When placed in 
the bottom or top, then its ok, but as long as there is flow in the text you know’ (FG#2.2) 

 
For the participants, both alternative advertising examples were perceived as better at 
preventing the Goal Impediment issue, when put in contrast to the traditional ads. Also 
considering the sheer number of news sites available to the participants, and the overall 
similarity of these sites content, substitutes were often a solution if this issue was not 
otherwise resolved. 

 

4.4 Ad Irritation 

 
The moderator wanted to understand how Generation Y perceived irritation on news sites 
and what sort of advertising caused which sensation of irritation 
 

4.4.1 Analysis 

 
Irritation, as described by Beak and Morimoto (2012) , was clearly present amongst the 
participant’s issues with most Traditional Advertisement types, usually in combination 
with Goal Impediment issues as implied with the similarities with Cho and Cheons (2004) 
definition. However, when the ads were perceived as exaggerated or untruthful, it damaged 
the perception of the news site rather than the perception of the ad or advertiser. 
 
‘They have some kind of responsibility to be credible, and that would disappear instantly if 

crappy adverts with weird offers, like “pay 500 dollars and receive a American green 
card, or win a million by clicking here’(FG#2.4). 

 
After years of avoiding ads online, the participants have developed something of an 
automatic avoidance to traditional ads, and seldom bother to reflect much about the actual 
content ‘it sort of disappears in the periphery’ (FG#1.6). However, they expect to find the 
more untruthful, deceiving and “less serious” ads on less credible sites, and even though 
they pay little attention to the ad itself, they expect news sites to be responsible for a higher 
standard in their advertisement, as it seems to reflect the participants overall reflection of 
the news site. Considering the higher degree of expectation on news sites, the participants 
would become increasingly irritated if such ads were displayed there. 
 
‘While if you compare to “Svenska Dagbladet” or “Dagens Nyheter”, you get the feeling 
that there is some other kind of information. Perhaps it is less “general” in comparison to 

“Aftonbladet” or “Expressen” ‘(ID#3)  
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Apart from the untruthful and exaggerated nature of these ads, unestethich appeal seems to 
be an influential factor to perceived ad irritation, something that neither Cho and Cheon 
(2004), nor Beak and Morimoto (2012) took into consideration when they developed their 
respective models. ‘It looks very ugly side by side, appears cheap and it feels like I am on a 
website from 10 years ago, feels very out-dated’ (ID#3)  
 
The perception of relevance, or rather lack of relevance, also seemed to be a major 
contributing factor when deeming an ad as irritating. ‘It is mostly annoying because of the 
fact that I do not have any interest in it’ (ID#2). Several participants have installed 
AdBlock as a consequential action to resolve the issue of Irritation, and always consider 
substitutes if this issue is still fairly present. Since there are so many substitutes due to the 
sheer number of news sites, the participants do not disregard using this option. ‘ I would 
find that incredibly irritating and it would probably make me find another source for my 
news’ (ID#3). This relationship between “Goal Impediment” and “Irritation” has evidently 
resulted in the distrust of both the advertising and the news site, and is an incremental 
motivator for installing AdBlock.  
 

‘I do not think that I am one of the most extreme when it comes to Ad Avoidance, but the 
reason why I even installed AdBlock in the first place was because of 1; I perceived them 

as ugly and 2, I imagine that it lowers the website's loading time’ (ID#3) 
 
As in the case with Goal Impediment, the emerging advertising alternatives seemed to 
cause less of an issue when it came to Irritation. A major reason for this improved 
impression appears to be, as mentioned, because of Native Advertising resemblance to 
articles. This makes Native Advertising come across as more relevant and professional. 
‘Yes, I think that the irritation sort of disappears a bit, since you get partially interested in 
it’ (ID#2). Because of this perceived increased standard of relevance and quality, both 
Goal Impediment as well as Irritation issues seems to have been significantly diminished, 
and consequently the participants are not as bothered when exposed to these ads.  
 
‘I do not mind actually, when I am surfing on Omni through my phone, then I only stick to 
what I find interesting, so if I stick to this and it happens to be an ad, then I still have some 

sort of interest in it, so I do not think its that bad’ (FG#2.5). 
 
Although in comparison to Goal Impediment, all participants were completely unanimous 
in their perception that Native Advertising was superior in preventing the sensation of 
Irritation.  
 
As far as Whitelist is concerned, the participants believed that this initiative would aid the 
prevention of Irritation, since more requirements for advertisers to meet, would result in 
“lesser quality” advertisers being weeded out, leaving room for the more “serious” and 
thus relevant ones. 
 



 

 
39 

‘I think that context is very important, like with “Dagens Industri” for example, they have 
ads that is very correlated with finance, like vacant positions in corporations and other 

offers that one might be interested in, within that area’ (FG#1.4). 
 
However, there were some divided opinions, as some participants found it hard to imagine 
how it would be implemented. These participants had previously expressed that the lack of 
relevance was a great contributor to perceived Ad Irritation, and since relevance can be 
tricky, they had their doubts if it would actually be possible to practically incorporate. ‘But 
that is the problem, what is considered relevant for “Aftonbladet”, for example? (FG#1.3) 
 

4.5 Perceived Ad Clutter 

The moderator wanted to understand how Generation Y perceived ad clutter on news sites 
and their response the different presented scenarios 
 

4.5.1 Analysis 

 
According to Cho and Cheon (2004), Ad Clutter concerns the number of ads 
simultaneously  visible on a website, that users convicts and perceive as excessive (Ha 
1996; James and Kover, 1992; Speck and Elliot, 1998). Out of the factors that contributes 
to perceived ad Clutter, excessiveness alongside the irritation and potential goal 
impediment that follows, is the only factors that resulted the participants in perceiving Ad 
Clutter as an actual issue. “It is not so bad, but the sheer number can become an issue. 
Then it is too much as well as in my way” (ID#2). In these occasions, the participants 
associated the news sites as lower class, and the practise of ad excessiveness would 
eventually damage the perceptions of the entire news sites status. 
 
“In the end you are responsible for your own actions, and I understand why that advert is 
placed as it is, they probably pay good money to be placed there. But sometime one might 

consider their reputation over profit, and well… one of them are a bit more long term so to 
speak”.(ID#3) 

 
Considering the participant’s discussion, excessiveness seems to be diminishing as an 
overall issue, since news sites are generally better than other online sites at keeping a 
reasonable number of ads on display. However, some news sites, such as “Aftonbladet”, 
were sometimes associated with excessive Ad Clutter. 
 
When these perceptions of Ad Clutter amongst traditional online advertising was put in 
contrast with the emerging alternatives, the issue was again perceived as diminished in the 
participants opinion. Since Native Advertising match the editorial content, the participants 
do not perceive them as ads in the same way, and thus do not get the sensation that there is 
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an excessive amount of ads who would overwhelm them. ‘Because when I look at the 
advert, it almost looks like a regular article… so…. It is a smart move if you put it like 
that’ (ID#2).    
 
However, there was some controversy, as one participants believed that Native Ads can 
appear in a ‘cluster’. As Native Advertising share the same design and size as the articles, 
that sensation of excessiveness leads to Goal Hindrance in the sense of disruption.  
 

‘ For example on “Aftonbladet”, they are utilizing a lot of these ads, but they appear 
further down, perhaps after 2-4 articles, then you arrive to this cluster of ads before 

another article, and then another ad cluster. Then it is like, one article, one ads, it is a bit 
of a hassle. Because then you feel like, ‘where am I going?’, and you scroll up and down, 

and then perhaps you miss something that is in between these Native ads as a 
result’(FG#2,1). 

 
Although this controversy did not make the participants unanimous in their perception, the 
general perception was still evidently in favour for Native Advertising, as successful in 
diminishing the issue of perceived Ad Clutter. When addressing Whitelist, the participants 
were under the impression that this initiative also diminished the issue. The participants 
understood that online advertising is a tool for the news sites to stay financially alive, and 
that news sites therefore are required to display several ads. However as previously stated, 
the participants have no patience for advertisement that causes higher degrees of 
annoyance, and therefore Whitelisted ads is a preferable middle ground to ensure that news 
sites still get to present their ads without being too bothering. 
 
‘So I think this is a great initiative, because you understand that certain sites needs to have 
advertising to be financed, so go ahead, as long as they are not in my way like pop-ups and 

that they follow clear restrictions for how the adverts shall be handled’ (FG#2.2). 
 
Although as previously stated, perceived Ad Clutter is one of the issues that gives the 
participant the impression that the sites where such ads are found are cheaper and of lesser 
quality. On those occasions AdBlock or Substitutes were always a solution available for 
the participants to resolve the issue.  
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4.6 Perceived Privacy Concerns 
 
The moderator asked the subjects about their privacy concerns online and how they 
perceive the vast amount of information being collected 
 

4.6.1 Analysis 

 
 

Privacy concern, as described by Beak and Morimoto (2012), seams to be less of an issue 
for the participants in comparison to what previous studies have suggested. However, as 
discussed by Beak and Morimoto (2012) and other contributors (Noble et al, 2009; 
Aquino, 2012) , the participants and their generation are Internet experienced and familiar 
with the constantly developing landscape of technology. 
 

‘But I think it is something of a generation thing, I know when I have been talking to my 
parents amongst other when it comes to airline tickets online, that you should “clean 

Cookies” between searches, and my mom is like ‘ooh cookies, what are those, where do I 
do that’, like that’ (ID#3) 

 
This experience and attitude towards continuous adaptation, has made the participants less 
sceptical and more trusting towards online advertising. 
 

‘Yes, If I would see an ad on Aftonbladet, Expressen or similar and something made me 
feel that it was relevant, and that I would like to know more, I would definitely not have 

any trust issues’(ID#3) 
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As previously mentioned, the participants judge the site on the perceived quality of the 
advertisements, and thus consider the news site to be of lesser quality if the advertisement 
come across as deceitful or “shady” on that particular site. The participants experience and 
insight into the online world, has resulted in prior negative experience becoming less of an 
issue, as they already perceives to know what to actually expect when clicking on online 
advertising. The participants further believed that the legal system would ensure that their 
information is being safely handled online. ‘I actually do not have any problem with that. 
What is personal is protected by the personal data act and similar’(FG#2.4). Because of 
their low perception of privacy concerns, this is not an issue that was influential when the 
participants installed AdBlock or sought substitutes. However, there were some indications 
that the participants would have appreciated some sort of information box. This would 
explain where the personalized ad had gathered its information from, to further decrees 
privacy concerns. ‘Yes exactly, like for example ‘since you visited this site we thought that 
you might be interested in this’, a bit like they do on… some clothing retailer sites’ (ID#3) 
 
Since the alternative advertising tactics lacks personalization in their approach, they 
consequently cannot initiate any Privacy Concern issues, meaning that Native Advertising 
and Whitelisted ads are non applicable to this section.  
 

4.7 Perceived Personalization 

As the discussion regarding privacy and information collection was brought to light, the 
moderator steered the questions towards the subjects view on personalization in 
advertising through information tracking. 
 

4.7.1 Analysis 

 
As described by Beak and Morimoto (2012), Personalization is something that is perceived 
as a positive aspect that diminishes the probability of ad avoidance. There was a clear 
indication that if the participants could receive personalized ads at the cost of private data 
gathering, the majority would still prefer personalized ads over the loss of privacy.. As 
previously mentioned, knowledge and experience surrounding the Internet indicated to be a 
contributing factor to the participants reduced issues regarding privacy concerns, which 
consequently remove the major issue regarding the personalization trade-off. Furthermore, 
the lack of relevance seemed to be a major issue for the participants when concerning the 
perception of online ads, something that has not been mentioned by Cho and Cheon 
(2004), nor Beak and Morimoto (2012) .   
 

‘Actually, 80% of what I block that I do not want to see, it’s stuff that is irrelevant, that I 
have no interest of. It is not the advert itself… that I get irritated with… it is…. It is the 

relevance actually’ (ID#2) 
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Personalization could be a potential solution to this issue, however, as also explained in the 
“Ad Clutter” section by FG#2, personalized online advertisement is not as sophisticated, 
leading the participants to perceive the current personalized ads are missing the mark. 
 

‘The problem is that they track you, and then suggest the exact same thing. They do not 
think ‘Okey, you have searched for shoes, perhaps you are interested in some clothes as 

well?’. Instead it is like, ‘do you want to see these shoes again?’, that is the problem’ 
(FG#2.4) 

 
However, there were strong indications that if the features and functionality of 
personalized ads could be tweaked and improved, they would significantly increase in 
perceived relevance for the participants. Perhaps this issue could be solved with some 
updated versions and features, as was described by ID#3 when she explored her preferred 
E-commerce sites, which would simultaneously erase some of ID#1 and ID#3’s final 
privacy concerns.   
 

‘They usually suggests that if you have looked on these sort of pants, then you might be 
interested in these other stuff that others have clicked on or others have purchased. Often 

there are similar clothes, like black pants with similar features’ (ID#3)   
 
However as previously discussed, considering the participants automatic avoidance 
behaviour, more initiatives needs to be implemented if ad avoidance is to be resolved. ‘I 
would say that you get less irritated, but still ignore the content’ (FG#1.4). 
 
Since the alternative advertising tactics lacks personalization in their approach, Native 
Advertising and Whitelisted ads are non applicable to this section.  
 

4.8 Prior Negative Experience 

After all prior areas had been covered, the area of Previous Negative Experience was 
covered within the answers of those previous areas already discussed 
  

4.8.1 Analysis 

Since the publication of Cho and Cheons model (2004), a lot has changed. All but one of 
the participants has never been persuaded into any form of action, such as a purchase, by 
any form of online advertisement on a news site. Actually, most of the participants only 
pressed on ads accidentally or unknowingly. However, FG#1.5 actually clicks on online 
ads, if they have succeeded in their personalization. 
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‘But on those occasion it is adjusted banners, if you are online and search for the new 
“Nike Airmax”, and then there is a lot of banners for “Airmax”, then I will click there’ 

(FG#1.5) 
 

He did later state however, that this would not result in an actual purchase anyway, as was 
the case with all participants from the focus groups. ‘Advertisement has never led me to a 
purchase’ (FG#1.5). Apart from this exception, the fact is that the participants did not 
perceive any form of value from the traditional ads, and as a consequence they never 
bothered to seriously press on any of them and instead usually ignore them. 
 

‘It is like we discussed before, that you avoid advertisement, sort of ignore it. It rarely 
happens that you are attracted to a “banner” or click it, that goes for advertising in 

general actually.’ (FG#1.3) 
 

Furthermore, past experiences from the earlier days of the Internet and shadier websites, 
have left the participants with some kind of negative prejudice towards online ads in 
general. These acts of prejudice can be justified given the nature of particular ads, but they 
seldom appear on a news site “Well my mom would probably be like “It says that I have 
won a million”, and click on it, while we are more familiar and know that it is a lie” 
(FG#1.1). Even though they seemed to have higher credibility for ads on news sites, the 
difference is not significant enough to cause any change in their attitude or behaviour 
towards gaining experience with online ads. Consequently, Prior negative experience, in 
the sense of how Cho and Cheon (2004) describes it, is arguably no longer a contributing 
influencer when it comes to ad avoidance amongst Generation Y on news sites. 
 
When Prior Negative Experience amongst traditional online advertising was put in contrast 
with the emerging alternatives, Whitelisted ads remained unaffected, since none of the 
participants had actually encountered such ads. However regarding Native Advertising, 
perceptions were quite different. Most participants had a negative experience with Native 
ads, since they had often accidentally clicked on them in the belief that it was an article. 
This is not so surprising, given the resemblance between a Native ad and regular articles in 
overall appearance and presentation on news sites. ‘But it has happened that I have been 
fooled a few times and might think… you might realise later, that this was actually an ad 
instead’ (ID#2). This perception could differ depending on which approach the Native 
Advertising have when reaching out to the participants, and if the ad was presented more 
traditionally ‘selling’ rather than editorial content, the perception worsened. 
 

“My opinion is that for example “SEB”, are to selling in their approach. I mean, it looks 
like an article, and then you think that this might be nice to read, but then they end the 
whole article by saying “SEB can help you with this and that, press this link to know 

more”, then they are perceived as too sell orientated in order for me to believe the content 
of the article” (FG#2,4) . 
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This perception starts to unveil the drawbacks of how Native Advertising is perceived, 
something that will become especially evident in the upcoming section.   
  

4.9 Ad Scepticism & Deceitfulness 
 
As with Prior Negative Experience, the information regarding the participant’s perception 
of Ad Scepticism & Deceitfulness had already been covered in previous discussions in 
other areas. Although some new aspects were more specially covered in this area. 
  

4.9.1 Analysis 

As previously concluded, the participants have less issues when it comes to Ad Scepticism 
and Deceitfulness. If they trust the site, they trust the advertisement they find there. Since 
they have a generally high level of trust for news sites, they also have an equivalent level 
of trust for the advertising on news sites. ‘Especially on news sites, because they feel pretty 
serious, in comparison’ (FG#2.5). They also stated that they trust the legal system to 
protect them from any suspicious advertisement. ‘I trust in the legal system, and I know 
that I have the availability to utilize the legal system if I would feel required to’ (FG#1.1) 
The only real exception that supports Ad Scepticism and Deceitfulness as an issue, is when 
the information that results in personalized ads are used against the participants, but even 
that came across as a lesser issue sometimes. 
 

‘Jonte said that there were supposed to be some kind of program that removes that when 
you search for airline tickets, but I have never recognized any difference, perhaps it can 

differentiate with like 20 SEK’ (FG#2,2) 
 

Perceived Ad Scepticism and Deceitfulness as described by Beak and Morimoto (2012), 
does not seem to be a contributing issue that leads to Ad Avoidance for the participants, as 
far as traditional online advertising are concerned. When it comes to the emerging 
alternatives, the perception is entirely different. Not perhaps in the context of whitelisted 
ads, as these caused little issues with Scepticism and Deceitfulness 
 

‘Yes, well the fact that they do not let any trash through, but the stuff that actually gets 
through are serious ads, then I would know that whatever appears it is stuff that I would 

dare to click on if I find it relevant’ (FG#2.4) 
 
Although, there were some Scepticism, not towards the Whitelisted Ads themselves, but 
rather AdBlock's position of power in this scenario. Some participants believed that this is 
not what AdBlock is supposed to be, and it does not align with the software’s initial 
purpose.    
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‘I think it is a bit weird that they would do something like this really… does not feel like 
they should have done this...feels a bit like… it was not the purpose with AdBlock in the 

first place, that they would have such a position of power almost’ (ID#2). 
 
However, the majority of the participants still perceived whitelisted ads as less likely to 
trigger the sensation of Ad Scepticism. When considering Native Advertising on the other 
hand, the perception was distinctly more negative in terms of Ad Scepticism and 
Deceitfulness.  
 
Given Native Advertisement acknowledged resemblance to articles, many participants 
regarded them as tricky and deceiving in their approach, as was suggested in the existing 
academic research on Native Advertising (Carlson, 2015; Wojdynski and Evans, 2015; 
Campbell and Marks, 2015). ‘You feel a bit deceived like, that is my worst fear. When you 
are a consumer, but get like deceived’ (FG#1.2). This perceived deceitfulness naturally 
decreases the level of trust and credibility of such ads, which some participants considered 
an issue. 
 

‘No, I do not want to read adverts, I want articles if I go to that site. So when they try to 
redesign them into something that I think are articles, but then it is advertising, well no…. 

No, then I prefer banners’ (ID#1). 
 
The primary reason as to why some participants felt deceived was because they believed 
that Native Advertising had intentionally been designed to be less distinct as advertising to 
fool readers. This was something that the participants acknowledged as ‘cleaver’ by the 
advertisers, but the lack of distinction resulted in distrust for this advertising tactic.  

 
‘I do not know, they edit them in such a way that… it looks more professional, but… it 
serves the function that it would be easier to click on such an ad…. But I do not know 
where I stand really… I am leaning more towards…. Eeh… that they are tricking you. 

More deceiving’ (ID#2) 
 
These opinions represent a perceptions which several of the participants seemed to have 
about Ad Scepticism towards Native Advertising, and for some, this issue was influential 
enough for them to prefer the traditional advertising options.  
 
However, even though Ad Scepticism and Deceitfulness undeniably arose as an issue, the 
amount of participants that felt deceived was not as overwhelmingly high as was suggested 
in previous studies by Carlson (2015) and Wojdynski and Evans (2015). There were some 
participants that were of the opposite understanding, believing that Native Advertising 
were indeed distinct enough in their presentation as pieces of advertising and not 
deceiving.  
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‘Then it says bright and clear who are the senders, the name of the corporation is visible 
with capital letter directly under the picture. I think it is an alright balance, it feels fair’ 

(ID#3) 
 
That perception could differ depending on how each particular news site presented their 
Native Advertising, and also how the Native ad has been developed. For example, “Omni” 
was perceived as a news site that appeared successful in more than one aspect of their 
Native Advertising approach, sufficient distinction being one of them. Furthermore, Native 
ads that had been developed as a collaboration between the senders and the news site were 
considered more credible and trustworthy.  
 

‘For example “Aftonbladet” had one of those science sections, where “Telia” presented 
different tech trends. I think that is pretty neat, “Telia” presents and then it still perceives 
as impartial news about different areas. Then “Telia” receives some form of credibility for 

being something of an expert within the field, then they get creed for presenting regular 
unbiased news, I like that’(FG#2.4). 

 

4.10 Final Analysis 

All influencing factors that result in Ad Avoidance have now been investigated and 
analysed, both in regards to traditional online advertising and when put in contrast to the 
two alternative advertising tactics that the authors have studied. Also, a general analysis 
that takes, not only the sections discussed into account, but also previously unexplored 
aspects that the participants described, which were independent from the academic body.   
 
In terms of traditional advertising, all areas have already been sufficiently explored and 
analysed in each section, for the authors to draw conclusions in the following phase. 
Although there seemed to be some additional or disconnected findings, which has not been 
described by the previous academic body but brought up by our participants, namely the 
lack of aesthetic appeal and lack of relevance in online advertising.  ID#1 and ID#3 
expressed that if they perceived an advert aesthetically unappealing, they finds it annoying 
and consequently automatically avoid it. ‘The colours do not even match with their own. 
The colours in this advert is purple, “Aftonbladets” are red and yellow, so it looks very 
ugly together’ (ID#1). This could be a possible area for further academic exploration 
within the field of Ad avoidance. 
  
Also the perception of relevance seems to occasionally be the decisive factor which 
determines whether or not a participants avoids online ads, and this is not only individual 
relevance for each participant's unique preference, but also how relevant the advertising is 
in relations to the content on the news site. ‘I find the advertising that I notice the most is 
the one most relevant for me, but not because I feel that it has been based on me’  
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(FG#2.4). As previously described, considering the various and inconsistent context of the 
articles on a general news site, relevance for a news site is a tricky and difficult thing to 
distinguish. However, considering the apparent positive possibilities that have been 
indicated, it might deserve to be explored anyway. Thus, this could be another possible 
area for further academic exploration within the field of Ad avoidance.   
 
In terms of Goal Impediment, Irritation and Ad Clutter as described earlier (Cho & Cheon, 
2004; Beak & Morimoto, 2012), Native Advertising seems to partially succeed in 
diminishing these issues in the eyes of the participants. All participants agreed that this 
advertising form is superior when it comes to blending in with the content on news sites. 
This diminishes the mentioned issues in the process, as predicted by scholars (Carlson, 
2015; Wojdynski & Evans, 2015; Campbell & Marks, 2015). However, as predicted and 
argued by the scholars, there are some issues regarding “Deception” (Carlson, 2015; 
Wojdynski & Evans, 2015) and “Ad Scepticism” (Beak & Morimoto, 2012), considering 
the fact that the close similarities between Native Ads and editorial content can lead to 
distinction difficulties in the eyes of the customer. In the participant's case, there was 
something of a dividend amongst the opinions on the matter, more so than previous 
research have suggested. ID#1 said that she, considered perceived deceitfulness as the 
primary influencer that would lead her to ad avoidance. ID#2 explained that because of his 
perceived deception and consequential scepticism, he would prefer traditional banner ads 
over native ads. There were participants who were of the opposing opinion and thought 
that the distinction was clear enough. 
 
’I think that “Omni” does a good job with the balance between letting them blend in with 

the rest of the site, while simultaneously being distinct enough with the fact that it is an ad, 
because it says so in the top corner and then the background is a bit more yellow/orange 

colour while their articles are white’ (ID#3). 
 

Other participants said that they could accept being “fooled” by advertising, if the 
distributor had managed to make the content and presentation appealing enough. ‘I can 
give privilege to good advertisement sometimes, I been fooled ‘have at me’, then it is I that 
have made a fool out of myself” (FG#1.6). The majority of the participants seemed a bit 
divided as to whether or not Native Advertising has crossed any vital moral boundaries, 
but most seemed to agree that as long as the distinction was actually clear enough, Native 
Advertising has diminished the previously overwhelming chances of Ad Avoidance, 
especially if the Ads were developed as a joint project between the distributor and news 
site. 
 
Considering Whitelist, all participant responded more or less positive to the general idea, 
approving the concept of ads being deemed acceptable based on conditions that prevented 
them from being perceived as hindering, irritating, cluttering etc. It was also preferable as 
these restrictions gave the participants a sensation that they got some reinstated power, 
which they otherwise often lack. 
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‘Yes exactly, because I want the active choice so that it is more difficult for the 

corporations to take advantage of the situation. Then the power still lies with the 
consumer’ (ID#1) 

 
However, they were not certain that Whitelist would be the preferred way to ensure such 
conditions. There were issues regarding the fact that this ‘Whitelist’, is AdBlock’s own 
solution for a problem that they largely participated in creating, and therefore they have too 
much influence. 
 

‘Then it is a bit foul, because it is AdBlock themselves that have created this market that 
themselves will be payed for, but it is their fault that online advertisement is not as 

effective’ (FG#2.4) 
 
Furthermore, one of the criteria most important for the participants was be relevance, 
which they did not think were possible to successfully incorporate. Also, since this is still a 
new and unexplored concept, none of the participants had any actual experience. This 
means that all their answers and opinions were based on theoretical presumptions rather 
than their experience. 
 
However, since there are indications that the participant’s automatic ad avoidance is deeply 
rooted into their mind-set, Native Advertising in its current state, may not be sufficient 
enough to prevent Ad Avoidance in the long run. 
 
‘But it feels a bit like that, since it is so new and all, soon you will look past this as well, as 

soon as you get a bit more used to and aware of it’ (FG#1.1) 
 

The fact is that even the participants that expressed opinions that seemed strongly 
supportive of Native ads, eventually seemed to prefer these ads because they required less 
effort to avoid.  
 
‘I think that this bothers me less, but I have never clicked on one of these ads on “Omni´s” 
site, neither on the news site or on the app. But I find it less annoying than other adverts’ 

(ID#3). 
 
The same could be said for Whitelisted ads, as they seem to be perceived in the same way 
by the participants. ‘It is better, obviously, but I would probably still prefer to skip 
everything’ (FG#1.5) 
 
There are however some other potential solutions to the ad avoidance behaviour, that the 
authors briefly explored with the participants, that had not been covered in the academic 
body of this thesis. These potential solutions boils down to two alternatives raised during 



 

 
50 

the discussions and interviews, namely the ‘payment’ or ‘paywall’ option, to remove news 
sites dependence on ads for financial stability, and ‘Disable AdBlock’ pleads.    
 
As far as the “Paywall” options is concerned, none of the participants would consider it in 
its current form. The fact is that there is a perceived abundance of news sites available, 
meaning that the participants at any point can chose a substitute if a news site were to start 
making demands. Therefore, the participant perceives that they possess leverage over the 
news sites, given the supply of news sites, meaning that the participants expect the news 
sites to adjust to the customer’s needs and preferences, and not the other way around. 
However, if the news sites were to offer some additional benefits for their 
paying/subscribing members, they would be more inclined to consider it once they had the 
economical stability. ‘Give it 5 years, then maybe. Then I might be working and is not a 
student anymore, I think it depends on which stage in life you are in’ (FG#2.5). An 
example of such an additional benefit, would be an actual handheld newspaper that the 
subscribers would receive once every weekend, or an “archive” function so that they could 
see articles from several days back. As far a ‘Disable AdBlock’ pleads are concerned, 
some participants responded that they could consider to be persuaded into action, as long 
as they had some sort of loyalty towards the site. 
 

‘I would use “Omni” on my laptop as well, then they might have asked me to turn off 
AdBlock, and then I would have felt that, “yeah, that is fine”, because that is still an up 

and coming site that I like and that had made progress’ (ID#3) 
 
Although some of the other participants felt unaffected by the plead to disable AdBlock, 
believing that it was trickery (ID#1) or that their involvement would not make a difference.  
 

‘As a person, I would think like this, I make no difference. One person does not make a 
difference, I do not care about this because I do not want to see adverts’ (FG#2.2)  

 
However, if the news site would then present an abundance of unattractive ads, thus risk 
reinitiating the sensations of “ Goal Impediment”, “Irritation” and “Ad Clutter” for the 
participants, they would ignore the plea to turn off AdBlock and turn it on back again. 
‘There are sites once you enter, are almost infected by adverts, when it there is an 
abundance with annoying adverts... then I would turn AdBlock back on again, probably’ 
(ID#2 ) Yet again, the possibility of substitutes means that if the participants dislike the 
conditions offered by the news site, they can simply shift to an equivalent one without any 
negative ramifications. 

 
‘If you want to watch that show, in this case “Paradise Hotel”, then “tv3 play” is the only 

option, there are no other alternatives. If you want to see the latest updates around the 
world, “Aftonbladet” and “Expressen” are not the only alternatives, then there are 

several’ (ID#3) 
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5 Conclusion & Discussion 

5.1 Conclusion 
 

Based on the analysis in relations to the academic body, the authors have been able to 
draw conclusions. These conclusions cannot be guaranteed accurate, given the limited 
range and depth of the authors study, but they do provide some promising indications and 
patterns. 
 
 
The author’s conclusive indications are that Generation Y's perception of online 
advertising is fairly similar to the comparative academic body provided by previous 
research. Goal Impediment is still perceived as a major issue when dealing with online 
advertising, and has consequently been one of the two primary influences of online ad 
avoidance. The other primary influencer, who also has been supported through the 
academic body, is Ad Irritation. The authors conclude that these two influencers are still 
the reason why Generation Y have such a negative perception of traditional online 
advertising on news sites, and thus download AdBlock or initiate similar actions, to avoid 
these ads. Also, exaggerated and untruthful ads had a larger impact on the negative 
perception of the news site rather than the negative perception of the actual advertising. 
When put in contrast to the emerging advertising tactics, Native Advertising did not trigger 
either of these issues and in that regard is perceived as successful. The general idea of 
AdBlock's Whitelist diminished these issues as well, although in a theoretical context 
rather than an experience based one. 
 
Ad Clutter and Ad Scepticism has developed into lesser issues in contrast to what was 
suggested by the academic body, and Prior Negative Experience has almost been removed 
entirely for Generation Y's perception of traditional advertising on news sites. The only 
relevant influencer within Ad Clutter was excessiveness, and that seemed to be more of a 
present issue on other sites rather than news sites. The authors conclude that Ad Clutter, 
Ad Scepticism and Prior Negative Experience are no longer a major influencer to 
traditional ad avoidance amongst Generation Y on news sites. However, when combined 
with personalization, there are some relevant perceived issue of Ad Clutter in the form of 
excessiveness, due to the perceived lack of sophistication in tracking based banner ads. 
Even though Personalized ads were considered to be undeveloped and in need of 
improvement, Generation Y holds personalized banner ads in higher regards when 
compared to traditional ones. Furthermore, the fact that Personalised ads come at the 
expense of invaded privacy, is a trade off that Generation Y are willing to make when it 
comes to advertising on news sites. Personalized ads are perceived as more relevant and 
Generation Y is mostly indifferent towards the information that is stored about them. When 
put in contrast to the emerging advertising tactics, Native Advertisement reinstated the 
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perceived issue of Ad Scepticism significantly, although there are some potential solutions 
to prevent this perceived issues magnitude. 

5.2 Discussion 
 

During the development of this research, the empirical findings also unveiled some 
additional perceptions and discussions of interest for the authors as well as for future 
research to study. In this section consideration will be given to findings, not fully related to 
the purpose of the thesis, but yet of undisputable interest. Furthermore, strength and 
weaknesses of the thesis, as well as future proposals for research will be provided.     
 

5.3 Important Findings 
The results in the previous chapter concluded the major correlations and disconnects 
related to existing literature and qualitative research. However, complementary findings, 
originating from the qualitative research arose. These findings did not fully align with the 
main purpose of the thesis but is of interest to discuss.  
 
When discussing the subjects perception and avoidance of advertising on news sites, the 
authors found it to be something more related to the possibility of a substitute rather than 
the annoyance of the advertising in general. The findings suggest that when a vast amount 
of similar substitutes are attainable for the subjects, advertising does not have as strong 
effect on the users perceptions of ads, as they know they are in charge and can easily 
switch if it gets overhand. In contrast, when the needed content was limited and without 
close substitutes, the presented advertising led to irritation and annoyance. This negative 
perception was directed towards the news site, leading to an undesirable experience and 
ultimately an active avoidance behaviour. This was, for the majority of the subjects, a 
major contributor to install AdBlock as an advertising avoidance tool.  
 
Another complementary finding established by the authors that expanded beyond the 
academic body was the fact that aesthetic appeal, or rather the lack of aesthetic appeal of 
the advertising, was a major contributor to perceived Ad Irritation. This was not discussed 
directly in any of the theoretical models and might be a newly developed perception from 
the fastidious, Generation Y. This perception is somewhat connected to the previously 
mentioned Ad Clutter, but as it is presented differently, the authors found it to be 
specifically important to address when analysing the advertising avoidance behaviour on 
news sites, and thus provides a vital concern to address.  
 

Another finding that became evident when analysing the avoidance behaviour from the 
news site perspective, was that Ad Scepticism and Privacy concern were less correlated 
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with advertising avoidance compared to previous studies. In relation to this, as explained 
by the subjects, the perceived trust of advertising when visiting news sites was 
significantly higher in contrast to other sites. The subjects described this increased trust in 
accordance to faith in the legal system and an enhanced experience about what can be 
trusted or not. This indicates that advertising might have a brighter future on news sites, 
but also, as mentioned by the subjects, hazardous, as the amount of substitutes plays a 
major role if perceptions were to be refuted.  
 

The final finding that was brought up by the subjects and deemed interesting by the authors 
was the perceived relevance of the advertising in accordance the subject’s interest and to 
the news site in general. The perceived relevance is somewhat mentioned through the 
perceived personalization in the literature, but was expanded beyond that when discussed 
about advertising on news sites.  The subjects perceived the relevance of the advertising to 
be of importance in order to establish a better flow and to cause less irritation when 
speaking from experience. This seem to be an important part of the advertising perception 
on news sites in general and might be a contributing factor to several of the mentioned 
perceptions, leading to advertising avoidance, brought up in the literature. However, the 
subjects also pointed out the broad content on news sites as a hindrance towards a more 
relevant advertising approach indicating that it might be hard to attain, but yet important to 
consider.  
 

5.4 Future Research 
The thesis unveiled and confirmed some interesting findings related to the purpose 
discussed in previous sections, alongside with some new unexpected, yet important, ones. 
However, when discussing the phenomena of avoidance, the subjects elaborated on their 
own and thus created room for some interesting findings for future research to examine 
further.   
 
Additional findings included other approaches by news sites to counteract on the avoidance 
behaviour and limit the use of adblocking software. This was not related to emerging 
strategies researched through this thesis, but yet interesting as its presence is rapidly 
increasing. The subjects discussed this phenomena according to their own experiences and 
provided some interesting perceptions regarding the followed response, and thus offered 
some guidelines for future research to examine more thoroughly. The two main strategies 
brought up in the qualitative research was the news sites approach to deny the user to 
access its content as long as the user have active adblocking software, often referred to as 
paywall. The other strategy that was mentioned was when the news sites implemented a 
more beaching approach by kindly asking the users to turn off its adblocking software in 
order for the news site to stay operative. The site would emphasize on their advertising as 
an important part of their revenues, and thus not exclude their users from their content, but 
appeal in a nicer way for the users to actively turn of their software.  
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The subjects of the thesis was fairly unanimous when discussing these two approaches and 
concluded that the first approach was the most effective one, but did however cause 
irritation and a more direct strive for substitutes. The second approach was much more 
appreciated by the subjects and the majority mentioned that they definitely would consider 
the option if they felt loyal to the site, but that the effect most likely will not be efficient as 
they do not believe that one person makes a difference. When evaluating on this 
discussion, the subjects also mentioned Omni.se as one of the most likely news sites where 
they would be inclined to actually support the site. This might prove some connections 
between a superior content with a more acceptable advertising approach, alongside with 
the user's likelihood to accept advertising and chose to turn off the adblocking software. 
The authors believe that this should be examined further and that this proves a fair ground 
to develop a better understanding in how loyalty, advertising and acceptance are correlated.  
 

Another interesting aspect that was brought to light during the qualitative research, was the 
increased appreciation for personalization amongst advertising. This has been an issue in 
past research, but was evidently not an equally big problem amongst the thesis subjects. 
Also, the subjects displayed appreciation for Native Advertising, as it decreased a majority 
of their perceived issues. However, the subjects did not feel targeted by such advertising 
and a discussion about Native Advertising in a more personalized approach arose. These 
findings may be of interest to develop further and examine if the fastidious Generation Y 
appeal to such an approach. 
 

5.5 Limitations 
This study is bound by limitations that need to be addressed in order to understand the 
chosen methodology and shed light on any possible misinterpretations. As the authors 
chose focus groups as one of the qualitative approaches in the thesis, one must mention the 
possibility of subjects affecting each other and possibly skewing the results. Also, as the 
authors of the thesis may share some views regarding the ad avoidance culture with the 
subjects, some delimitation could occur while conducting focus groups. Hurd and 
McIntyre (1996) point out that there can be ‘seduction in sameness’, whereby the 
researcher shares too many of the group’s taken-for-granted assumptions and are therefore 
unable to expose these to critical scrutiny. 
 

Also, the target group for the study will consist of Generation Y members, sampled from 
the Jönköping University school area. This might lead to an inclusion of pre-existing 
groups, which could skew the result. However, Lewis (1992) has argued that friendship 
groupings are an important criterion for convening groups of young people. Having pre-
acquainted – or even intimately acquainted – individuals within focus groups can lead to 
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enhanced understanding of group dynamics and how these shape the development of views 
or responses. However, regarding Generation Y consumers, they are very concerned about 
what others think of them because of their group and community orientation (Markow, 
2005), creating a possibility for a non-successful focus group. 
 
When conducting interviews, the lack of experience might be evident and thus the quality 
of the last interview might be better than the earlier ones. This will however be considered 
when analysing the result.  Another aspect related to the findings in the thesis is the fact 
that all interviews were conducted in Swedish in order to allow the subjects to speak more 
freely, which might, in a worst-case scenario, lead to inaccuracy and content being lost in 
translation.  
 
Lastly, the timeframe also limited the author’s possibility to provide an extensive research 
on the topic and thus more focus was put on finding the most suitable subjects instead of a 
wider and more widespread sample.
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7 Appendix: 

7.1 Appendix 1.0 – Figure 1: Structural Guide for Literature 
Study 

 

 

7.2 Appendix 2.0 – (Figure 2. Advertising Avoidance Online 
Model) 
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7.3 Appendix 3.0 – (Figure 3. “Personalization Advertising 
Avoidance Model”) 
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7.5 Appendix 5.0 – Table; Empirical Findings 
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7.6 Appendix 6.0 – Correlation between experience & trust 

 

 
 

7.7 Appendix 7.0 – Empirical Findings 

 
Goal Impediment 
When confronting the subjects about their response to advertising on news sites, the 
distraction and search hindrance became an instant topic and the moderator developed on 
subjects discussion 
 
Deep Interviews 
 
When discussing online advertisement, ID#1, ID#2 and ID#3 that they had several issues 
that was related to negative online advertising perception. All participants elaborated by 
describing how pop-ups in particular caused a sensation of hindrance and irritation, which 
always results in immediate avoidance of such advertisement. ‘On those occasion I do not 
even bother to look at the crap, I simply click it away’ (ID#1). ID#2 further mentions 
previous negative experiences on online news sites where the first click leads to a pop-up 
and the irritation that follows, and emphasize on the tolerance for advertising as long as it 
does not hinder his search attempts,‘As long as I reach and find what I search for, I would 
put up with that’ (ID#2). Another issue the participants described that is linked to Goal 
Impediment was the disruptive nature of some ads. In the context of banner ads, they found 
the ones that had elements of distraction far more irritating and annoying. ID#3 further 
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believes that hindering and distracting ads negatively affects the seriosity of a news site, 
and she could not think of any occasion when she would accept such an advertising 
approach. ID#1 and ID#3 later ranked goal impediment as one of their major concerns that 
results in advertisement avoidance on a news site. (Personal communication, 2016-04-24a; 
Personal communication, 2016-04-24b; Personal communication, 2016-05-01) 
 
Focus Groups 
FG#1 
During both focus group discussions, named ‘FG#1’ respectively ’FG#2’ , when 
discussing advertising online, goal impediment appeared to be a key source of advertising 
avoidance and irritation amongst several of the interviewees. FG#1.1 stated early on that; 
‘I don’t look on the creator of the advertising, but I rather react if it takes much space’ and 
further explains the confusion and irritation when the pop-up appears out of nowhere and 
makes noises. FG#1.6 had encountered several occasions where banners had occurred in 
front of his search goal, hindering him and ultimately caused great irritation. FG#1.6 also 
mentioned examples with advertising that blocks the entire window with a timer and his 
general reaction to such; ‘and then we have the advertising with timers, and then one 
usually opens a new browser tab and does something else during the meantime’. FG#1.6 
later once again came back to the same conclusion that advertising that pops up or appears 
in his way causes a negative advertising experience for him apart from when the 
advertising is being displayed on a ‘expected position’. (Group communication, 2016-04-
27). 
 
FG#2  
During the discussion of the second focus group, goal impediment quickly became an 
evident issue when the group was presented with traditional banner ads and pop-ups. One 
participant described his experience on a particular news site, when banner ads were 
especially hindering and disruptive, ‘Dagens industri has half their page covered, it is 
probably possible to remove it, but I do not know how so I hate that news site 
now’(FG#2.1). His opinion was supported by the other participants in the focus group, with 
one other participant explicitly pointing out that hindrance and disruption was the major 
factor that caused the issue. ‘Half the page is like occupied, they put up a picture slideshow 
and then half the screen is a big advert in your way’ (FG#2.4). The same participant 
simply put it ’Everything that is placed in the way, is annoying’(FG#2.4), while referring 
to the occasions when advertisment in hindered their ability to access content on news 
sites, the previous example being “pop-ups”. Another participant filled in by stating ‘that is 
a typical example when the flow is interrupted, away with it’ (FG#2.3). This perception of 
goal impediment was also present in other forms of online advertisement. One participant 
described the sensation of search hindrance, whenever he clicked on a link on a particular 
sports-news site and advert were constantly blocking the content he sought. ‘Then you get 
crazy irritated whenever you are on “fotbollskanalen” and want to see a goal, then there 
are 2 adverts, and it is every damn time’ (FG#2.2). The group later ranked Goal 
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Impediment as the primary motivator for advertisement annoyance. (Group 
communication, 2016-04-28) 
 
Irritation 
The moderator wanted to understand how Generation Y perceived irritation on news sites 
and what sort of ad caused which sensation of irritation 
 
Deep Interviews 
 
Several emotions and perceptions, that ID#1 had previously tied to Goal Impediment, ID#1 
also linked to Irritation. As when she was describing why she prefered static banner ads 
over moving ones, she explained that the latter were both irritating as well as disruptive in 
its nature of presentation. ID#2 directly associates online advertisement with irritation as a 
natural response, as was evident by his perception about online advertising on news sites 
and in general, where his immediate answer was; ‘I find it a bit irritating’. ID#2 and ID#3 
later elaborated however, stating that this irritating sensation arises from the perceived lack 
of relevance of traditional online adverts, rather than the adverts themselves ‘It is mostly 
annoying because of the fact that I do not have any interest in it’ (ID#2). ID#1 and ID#3 
expressed that if they perceived an advert aesthetically unappealing, they finds it annoying 
and consequently automatically avoid it. ‘It looks very ugly side by side, appears cheap 
and it feels like I am on a website from 10 years ago, feels very outdated’ (ID#3). 
Especially pop-up ads caused these sort of irritation emotions for all participants, also tied 
to Goal Impediment.  ‘Considerably more irritating, no no no, it is too much at times, they 
can hinder access, and thus become a lot more difficult to deal with’(ID#2) 
 
ID#2 did express that his issue with irritation had diminished on news sites, since news 
sites have improved their ability to integrate ads with the content on the site. ID#3 was of 
the opposite impression, saying that in comparison, her preferred E-commerce site had ads 
that were ‘Less messy, not as much stuff that moves, spin and so on’. She however 
elaborated, by stating that this impression could vary depending on the news site in 
question, as the sites could vary in overall quality. In addition, the fact that ID#2 and ID#3 
are currently using AdBlock, has diminished the previous issue of Irritation. ‘I used to try 
and avoid it as much as possible, until I got AdBlock’ (ID#3). In the direct context of news 
sites, all participants associated those sites that utilized this sort of advertisement, 
especially those that also have an excessiveness of ads, as lower quality sites. When 
directly asked if irritation was a major contributing factor to his advertisement avoidance, 
all participants answered that irritation in combination with potential excessiveness was 
one of their major concern and issue with online advertisement on news sites. (Personal 
communication, 2016-04-24a; Personal communication, 2016-04-24b; Personal 
communication, 2016-05-01) 
 
Focus Groups 
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FG#1 
When the group was first introduced to banners ads, and asked to describe thought and 
emotions that they could relate to what they saw, the first comment that was uttered was 
‘Irritation’ (FG#1.4). The group did go on to describe that the issue of Irritation was not so 
present on News sites, as in comparison to other websites that utilized the same sort of 
advertisement. ‘If one compare sport sites, betting sites and news sites, then news sites 
come across as more serious with the advertisement that is displayed’ (FG#1.4). They 
agreed upon the notion that banner ads that is sponsored by acknowledged companies in 
combination with the best placement, could decrease the sensation of irritation and thus be 
less likely to be ignored, since they come across as the most expensive and also most 
appealing 
 
‘The best banners are usually placed on the sides, because they are the most expensive for 
the companies that advertise on a website, so those sort of adverts and products are 
usually the best, and are the ones I find most interested if any’ (FG#1.3).  
 
(Group Communication 2016-04-27) 
 
 
 
FG#2 
The group had similar issue with Irritation, as those they had described with Goal 
Impediment, however there were strong indication that the issue was larger with Goal 
Impediment, since the participants had developed an automatic behaviour of avoiding the 
ads that they considered unappealing, which only became an actual issue when the ads 
were unavoidable, as in the case with pop-up ads and/or distracting banner ads. (Group 
Communication 2016-04-28) 
 
Ad Clutter 
The moderator wanted to understand how Generation Y perceived ad clutter on news sites 
and their response the different presented scenarios 
 
Deep Interviews 
 
ID#1 and ID#3 explained that in their opinion, excessiveness of ads leads to the sensation 
that the news sites were “cheaper” and more “profit above all” orientated. ‘I have had that 
sensations sometimes, when entering cheaper sites that simply wants to make money’ 
(ID#1). In these occasions, the participants usually disregarded and consequently avoided 
the adverts, ‘If we take “Aftonbladet” as an example, I usually never look at it’ (ID#3). 
ID#2 expressed that his issue with excessiveness had diminished, since news sites have 
improved their ability to integrate ads with the content on the site. He preceded by 
explaining that he had seldom experienced an issue with excessiveness on news sites, and 
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it was more common as an issue on forums and other, less credible sites, and that that 
excessiveness had resulted in both irritation and search goal impediment.  
 
‘It was more because of other types of web sites other than news sites that had an excessive 
amount of adverts, and it was more because of those sites that I installed AdBlock’ (ID#2) 
 
As far as exclusiveness is concerned, none of the participants was under no influence that 
news sites were used as a marketing tool, but had respect for the co-dependent relationship 
between news sites and advertising providers, and the necessity of ads for any website to 
stay financially viable and not as advertisement tool. Although, ID#1 perceived the sites 
she considered “cheaper” to have some indications that they did not care if they were 
perceived as exclusive. (Personal communication, 2016-04-24a; Personal communication, 
2016-04-24b; Personal communication, 2016-05-01) 
 
Focus Groups 
FG#1 
When presented with the traditional banner ads, the group did not find the sheer number of 
ads on display to be much of an issue, because they have experienced a lot worse on other, 
non-news sites. As far as exclusiveness is concerned, the group was under the impression 
that ads existed as means for the news site to stay viable, not as an advertisement tool. ‘You 
understand why it is necessary for them to have the ads their’ (FG#1.1). (Group 
Communication 2016-04-27) 
 

FG#2 
 
The sensation of clutter, in particular excessiveness could be recognized by the group, 
when in combination with personalization. As one participant had experienced when she 
got the sensation that a company was stalking her through advertisement, ever since she 
had googled that company prior to a job application. 
 
‘I agree, it is incredibly irritating. The only thing I see wherever I am is “Meltwater”. 
Wherever I go, there is “Meltwater” like apply, apply apply, it is incredibly annoying 
really’ (FG#2.5) 
 
Another participant had a similar example when he had searched for a pair of shoes, and 
wherever he went it was the same advert for the same shoes.  
 
‘It is the same shoes that keeps coming up, you have already seen these damn shoes. There 
is no additional promoting with a selection of shoes, but the same damn shoes or that 
particular jacket I already looked at, I already know that it exist!’ (FG#2.2) 
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The group also discussed the notion that the cluttering factor of ads would lead to the 
perception of exclusiveness, in means that news sites would be simply be a platform for 
adverts. This was however something that the group completely disregarded, as one 
participant put it. 
 
“I accept that sites… sites needs to be financed somehow, and since we seldom pay 
anything for the things we do online, advertisement is a great way to make it viable” 
(FG#2.4).  
 
(Group Communication 2016-04-28) 
 

Privacy Concerns 
The moderator asked the subjects about their privacy concerns online and how they 
perceive the vast amount of information being collected 
 
Deep Interviews 
ID#1 and ID#3 had dividing opinions on their thoughts on how information is stored online 
and how targeted online advertising on news sites affects their privacy concerns. ID#2 
states that privacy online is not something that bothers him at all and he actually appreciate 
the targeted advertising online apart from the irrelevant ones that otherwise would appear. 
However, all of the participants explains that privacy is something that not necessarily 
bothers them in the context of the advertising being shady, but rather the use of 
information against them. ID#1 clarifies her opinion in regards to information usage by 
saying ‘No, exactly. Not when they exploit the information collected on me to their 
advantage’(ID#1). ID#2 further explains that he has a broad knowledge on what is being 
stored online and how to avoid it if necessarily and that he does not have any problems 
with it, ‘Well, I do think it is alright, since they are clearly stating that they do it’(ID#2). 
ID#1 and ID#3 does not like the vast amount of information that is being collected and 
feels some discomfort of what they might be able to collect in the future and who draws 
the line. However, both ID#2 and ID#3 also mentions their trust in news sites to be reliable 
internet domains, and that they strongly believe that news sites act within the lines of laws 
when they operate and therefore feel calm when visiting news sites online. ID#2 and ID#3 
privacy knowledge has however not always been as high and they think that their 
knowledge and trust has increased as he has spent more time on the internet, something 
that ID#3 believes is typical for our generation. All participants were aware of the 
information the internet stores and appreciates when the advertising is personalized to their 
advantage, ‘I like it. That the advertising is directed personally towards me’(ID#1). 
However, in the context of personalized advertising, ID#1 would like more information 
regarding how the information was collected in order to fully appreciate it. (Personal 
communication, 2016-04-24a; Personal communication, 2016-04-24b; Personal 
communication, 2016-05-01) 
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Focus Groups 
FG#1 
During the perceived control and privacy discussion in the first focus group, the opinions 
was fairly unanimous and they all explained their adaption to today's society. When 
discussing the privacy concerns  FG#1.2 stated that ‘One put all information about one’s 
life online anyway in today’s society’, and was supported by the other members stating that 
they know more information is being collected than ever, but do not feel any discomfort 
since they realize that their information is available everywhere through their social media. 
#1.4 also related to the adaption process, ‘You are screwed anyway, you just have to accept 
it’, and suggested that one are used to today’s reality regarding available information 
online and therefor do not perceive is to be a major concern. The trust regarding the laws 
on the was also brought up in the discussion and FG#1.1 stated the she trust the usage of 
the information and that she would have the law on her side if it ever were to be misused. 
(Group communication, 2016-04-27) 
 
FG#2 
When the moderator brought up the subject regarding websites storing information and the 
perceived trust the second focus group all understood the increased information 
availability, but did still not perceive it as a problem when visiting the news sites, ‘I 
actually do not have any problem with that. What is personal is protected by the personal 
data act and similar’(FG#2.4). When discussing the increased usage of cookies from news 
sites, the subjects stated that accept it and appreciate the transparent approach and also 
emphasize on the active choice for the consumer to decide whether to confirm or not, ‘You 
do not have to confirm, you only say ‘I understand’, and if you do not, you have to make an 
active choice and opt out’ (FG#2.3). However, even though most subjects shared the same 
views regarding cookies, some dissatisfaction was also apparent, ‘I believe that cookies is 
bad, but you just have to accept it, otherwise you can not use the Internet at all’ (FG#2.1). 
FG#2 further discussed that if their trust were affected by a commercial on a news site, 
they would rather blame the news site than the advertising due to their lack of living up to 
the perceived trust,  
‘The news site, the company is not on my mind since it is still personal and i have looked at 
it, but the news site who choose to accept the advertising, that is what would irritate me’ 
(FG#2.5). 
 
(Group communication, 2016-04-28) 
 
 

Perceived Personalization 
As the discussion regarding privacy and information collection was brought to light, the 
moderator steered the questions towards the subjects view on personalization in 
advertising through information tracking. 
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Deep Interviews 
When discussing the privacy sensation and perceptions on personalization in advertising 
on news sites, all participants shares the same views as when discussing the overall privacy 
concerns. The participants clearly states that they enjoys the sensation when the advertising 
is targeted towards their individual preference when asked by the moderator, ‘Yes, then a 
company might have an offer for me on exactly what I look for’ (ID#1). ID#2 and ID#3 
explained that regular banner ads were often irrelevant and thus avoided, and personal ads 
were more likely to be relevant and thus more appreciated. However, ID#1 and ID#3 likes 
the more relevant and personal advertising, but when personalization is used in the 
advertising, they would like to have an information box stating, in a more transparent way 
how the information was tracked in order to personalize the advertising. Even though the 
participants had no major issues with personalization, ID#3 understand that people might 
feel offended by this type of advertising, that it might feel a bit intriguing. (Personal 
communication, 2016-04-24a; Personal communication, 2016-04-24b; Personal 
communication, 2016-05-01) 
 
 
Focus Groups 
FG#1 
When the first focus group were to analyze their feelings to personalized advertising 
online, they perceived it to be an understandable development due to the vast amount 
of  cookies and they agreed that relevant advertising was a preferred option. 
 
‘I like it though, that they check, because the advertising becomes more relevant. I have no 
problem with them knowing what I look on, that they know that about me’ (FG#1.5).  
 
Other subjects also joined in and agreed that ‘It is better that something that one is 
interested about comes up, rather than something else…’ (FG#1.1). This was something 
that was in line with their opinions on their increased online experience and their 
consciousness about their digital footsteps. (Group communication, 2016-04-27) 
 
FG#2 
The second focus group also shared some opinions regarding the tradeoff between 
personalized advertising and privacy concerns. As the previously qualitative findings 
concluded, the second focus group also had opinions regarding personalized advertising as 
something preferred in order to not actively avoid advertising, 
 
‘When they are tailored after yourself, I think absolutely, then it is really something that 
can appear that is interesting for on yourself, but I do think that it should be developed 
even further’ (FG#2.2). 
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FG#2.4 also developed on the discussion regarding tracking based advertising, and also 
joins in by saying that the most noticeable advertising is the one most relevant to him and 
that originates from his behaviour, however, he also wishes it to be more suggestive as he 
already posses the information regarding what shows up in the advertising. (Group 
Communication, 2016-04-28) 
 

Prior Negative Experience 
After all prior areas had been covered, the area of Previous Negative Experience was 
covered within the answers of those previous areas already discussed 
 
Deep Interviews 
 
ID#1 and ID#3 had no actual experience with online ads on news sites, apart from pressing 
them accidentally or unknowingly, and they were filled with instant regret on those 
occasions. “I press “back” as quick as possible” (ID#3). ID#2 had actually pressed an 
online ad, and it had even led to a purchase that he was satisfied with. However, since this 
was just one occasion, ID#2 did not actually reflect on his experience when deeming his 
perception of online ads.   
 
Focus Groups 
FG#1 
All participants answered that they had pressed on online adverts, but just as in the case 
with most interviews, they had never resulted in an actual purchase. Instead, the adverts 
were treated with a general sensation of avoidance. Even before several of the participants 
had installed AdBlock, they had paid no attention to online advertising. ‘Well it was 
nothing you focused on anyways, it was outside your focus, no difference’ (FG#1.5) 
FG#2 
In the second focus group, the participants were of the same opinion as the previous group. 
Some of them had actually pressed on a online advert, but none of those had led to any 
actual purchase ‘I would not press the link, I would just… well alright, I would remember 
it, but I would not press it’ (FG#2.5). 
 
Ad Scepticism & Deceitfulness 
As with Prior Negative Experience, the information regarding the participants perception 
of Ad Scepticism & Deceitfulness had already been covered in previous discussions in 
other areas. Although some new aspects were more specially covered in this area. 
 
Deep Interviews 
 
As previously mentioned in the “Privacy Concern” and “Personalization” section, both 
ID#2 and ID#3 trust in news sites to be reliable internet domains, and they strongly believe 
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that news sites act within the lines of laws when they operate and therefore feel calm when 
visiting news sites online. They mentions their vast experience with the internet as a 
contributing factor to why they trust the news sites and the various types of advertisement 
that are on display there. ‘But at the same time I do not have any issues with, because oh 
well, then I am still aware of what is going on’ (ID#2). ID#1 although, have little trust in 
online advertisement in general. ‘I seldom do that with advertisement actually, they just try 
to make money’ (ID#1).  All participants would prefer to have more information regarding 
what sort of information personalized ads are based on, to further diminish their Ad 
Scepticism. However, all participants had scepticism towards personalized ads that were 
used against them, such as in the case of airline tickets triggered prices based on cookies. 
‘And it is being used against you in a way… I do not really know what I actually think 
about that... eeh…. I think it is a bit ugly… actually’ (ID#2) 
 
Focus Groups 
FG#1: 
As mentioned in the “Privacy Concerns” section, the participants expressed the fact that 
since they behave so trusting towards other online mediums, such as social media, it is 
pointless to act sceptical towards online advertising. As expressed by one participant, the 
only incentive to start being sceptical, were if one actually experienced an occasion when 
the information one distribute online would actually be turned against you. 
‘I think you first have to be victimized of something in order to start caring of what kind of 
information one gives away online, beforehand one does not care that much, you just let it 
roll on’ (FG#1.4). 
 
Otherwise, the participants were so used to today’s reality regarding available information 
online and therefor do not perceive is to be a major concern. Furthermore as previously 
described, the trust in the legal system have further diminished any perceived Ad 
scepticism and deceitfulness. 
 
FG#2: 
The second focus group also described in previous sections, that if they found the found 
the website reliable, which they usually did with news sites, they also trust the 
advertisement. ‘As long as you feel safe on the website and now that there is not any crap, 
then I feel no threat from the advertisement’ (FG#2.5). 
 
Emerging Alternatives 
 
After a thorough discussion on perception on advertising and the major concerns related 
to why people avoid advertising, the moderator wanted to study the subjects perception on 
the alternative emerging tactics such as Native Ads, Whitelist and similar 
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Native Advertising 
 
Deep Interviews 
 
ID#2 was able to distinguish the Native ad as an advert fairly easy, but he also instantly 
recognized their resemblance to articles as a negative aspect, or a little bit more like a love-
hate relationship. ID#1 found Native Ads to be very deceitful and not an improvement at 
all. ID#1 and ID#2 did not feel that it was an honest approach by the news sites and thus 
preferred almost all other types of advertisements instead ‘Well...I do think that they try to 
fool you somehow’ (ID#2). ID#2 perceive  native advertising as hindering of his navigation 
on website and thus creates some frustration, since the advert is placed in the midst of the 
sites content. When the moderator asked ID#1 if it solves any of her proposed problems 
regarding advertising, she stated ‘No, I do not think that’ (ID#1). However, ID#1 and ID#2 
stated that the native advertising was preferred above pop-ups as it causes less irritation, 
seemed more professional and were less messy. ID#3 perceived Native Ads as less 
irritating in terms of Goal Impediment, since the fact that they are more in line with the 
articles makes them less distracting, disruptive and hindering in comparison to Traditional 
Ads. “It blends in, it is more estatically appealing and… well it is not as bothering so to 
speak”. Nor did ID#3 perceive Native Ads as deceitful or misleading, at least not when 
exposed to a Native Ad on one of her prefered news sites. She also said that the senders of 
these sort of Ads usually are more professional and/or serious companies, in comparison to 
the senders of Traditional Ads. 
 
‘It is not those gambling companies, but it feels like it is more those serious companies like 
“Microsoft”, “SEB”, companies that are leaders within their industries and feels reliable 
and somewhat more relevant’ (ID#3) 
 
She did however state, that even though she considered these sort of adverts less as an 
issue in terms of Goal Hindrance and Ad Clutter, they would still not succeed in attract her 
attention. . Even though the perception of deceitfulness was not an issue of her own, she 
could still relate to others who might be tricked by this sort of adverts. Although she also 
thought that in this case, the responsibility to adapt was placed on the consumer. 
 
‘The reason why one could be confused is because of what you are used to, but it is a 
question of habits, and I think that it is a habit that one could easily change. If one is stuck 
in their old ways, then perhaps one should stay on “Aftonbladet” in that case’ (ID#3) 
(Personal communication, 2016-04-24a; Personal communication, 2016-04-24b; Personal 
communication, 2016-05-01) 
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Focus Groups 
FG#1: 
As the moderator presented the first focus group with examples of native advertising the 
response was immediate and fairly unanimous, ‘Deceptive, in my opinion’ (FG#1.3), ‘Yes 
exactly, because it ends with you reading it’ (FG#1.1), ‘You feel a bit deceived like, that is 
my worst fear. When you are a consumer, but get like deceived’ (FG#1.2). However, all 
participants did not share mindset with the first responding subjects and instead perceived 
the esthetic feeling of native advertising as providing a better flow and more appealing 
than banner ads. The subjects also perceived native advertising as a more comfortable way 
of reading and swifting through the articles on news sites and mentioned that the small 
effort to scroll past it outweighs the benefits of escaping the advertising clutter. However, 
although some perceived native advertising as a step in the right direction, they still get the 
sensation of irritation when exposed to advertising ‘It is a little bit like different degrees of 
hell, you get irritated either way and all advertising is irritating so…’(FG#1.2). (Group 
Communication, 2016-04-27) 
 
FG#2: 
The group considered Native Ads as less problematic in terms of Goal Impediment, 
Irritation and Ad Clutter, since the advert were more presented as the content they sought, 
and therefore was not perceived as bothering. “I totally agree, you get attracted to what 
you find interesting, and if the advert is interesting, then I click it you know, it does not 
bother me at all”(FG#2.2). However, the trust level of Native Ads could vary, depending 
on how the ads themselves had been structured and developed. 
“My opinion is that for example “SEB”, are to selling in their approach. I mean, it looks 
like an article, and then you think that this might be nice to read, but then they end the 
whole article by saying “SEB can help you with this and that, press this link to know 
more”, then they are perceived as to sell orientated in order for me to believe the content 
of the article” (FG#2.4) . 
 
The discussion went on, and there was something of a division in the group, with some 
participants claiming that they perceived issues of Ad Clutter, in particular as 
excessiveness, if the Native ads appeared in a bundle. That clutter could lead to Goal 
Impediment in terms of Disruption. As one participant stated: 
 
‘For example on “Aftonbladet”, they are utilizing a lot of these ads, but they appear 
further down, perhaps after 2-4 articles, then you arrive to this cluster of ads before 
another article, and then another ad cluster. Then it is like, one article, one ads, it is a bit 
of a hassle. Because then you feel like, ‘where am I going?’, and you scroll up and down, 
and then perhaps you miss something that is in between these Native ads as a 
result’(FG#2.1). 
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Eventually the group could agree upon the notion that they would have a more positive 
perception of Native Ads and their senders, if the Adverts would be developed as more of a 
collaboration between the news site and the company displaying the ad ‘Then it is not as 
partial either’ (FG#2.3) (Group communication 2016-04-28). 
 
AdBlock “Whitelist” 
As Whitelist is a relatively fresh concept, few of the subjects was aware of how it operated 
and had to respond to the idea of the concept when described by the moderator 
Deep Interviews 
 
As ID#1 and ID#3 was presented with the whitelisting concept and asked if they believes it 
to be a good initiative, they responded positively, even though they had never actually 
experienced it.‘Yes, I really think that sounds good’ (ID#1). When the moderator further 
asked if the initiative was a move in the right direction to accept advertising on news sites, 
ID#1 responded by saying ‘Yes exactly, because then I have the active choice and it makes 
it harder for the companies to exploit it. Then the it kind of feels like the power lies at the 
consumer’ (ID#1). ID#2 and ID#3 saw some flaws with the action taken by adblock and 
raised a concern for the potential of companies exploiting it through their financial 
strength. ID#2  responded that he felt some discomfort with the concept and that he uses 
the ad blocking tool to erase ads, not to eliminate just a few, and he had some 
dissatisfaction with adblock being the creator and that they exploit their power position in 
the market. However, ID#2 and ID#3 started to understand the upside of the initiative and 
mentioned that if the advertising then was more targeted and less disturbing, they would 
not have anything against accepting it on news sites, but ID#2 was concerned about how 
long it will last. (Personal communication, 2016-04-24a; Personal communication, 2016-
04-24b; Personal communication, 2016-05-01) 
 
Focus Groups 
FG#1 
The first focus group felt that there has to be a more restricted way for advertising to be 
presented, but did however see some flaws for how the concept would work for news sites 
since the term “relevance” is fairly hard to distinguish when relating to news sites. (Group 
Communication, 2016-04-27) 
 
FG#2 
The second focus group was not familiar with the new whitelisting approach either, but 
seemed to be positive about how it was going to be used. They felt that the restrictions set 
by adblock were intertwined with what they deemed bad with advertising and that it met 
their preferences. 
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‘Well, I think that as long as the advertising is not in the the way it is alright, then 
regarding the company (news site)...well they might need to finance themselves in some 
way, so I think that is okey’ (FG#2.2) 
 
Furthermore, they mentioned that advertising in a more controlled setting would be 
preferred and thus not destroy the flow of the content, keep the site running and prevent 
pop-ups. However, there were also some comments about the fact that AdBlock provided 
the solution for their own issue.(Group Communication, 2016-04-28). 

7.8 Appendix 8.0 – Interview Guide 
1st phase:  

Once the actual focus groups are assembled and the session begins, the sample group will 
begin by individually fill out an overreaching and quick questionnaire, which require them 
to provide the following information:  

• The gender that the participant identify themselves with   

• The age of the participants   

• Their current occupation and/or studies   

• How frequently they access online news sites   

• Which news-sites they frequently and/or usually visits   

• How frequently they press, read or otherwise interact with online ads   

• If an online ad has persuade them into an action, such as a purchase   

• Experience with AdBlock software’s   

•  

The purpose of this questionnaire would be to further categories and distinguish the 
different participants of the sample group, and which narrowed down segment they are 
most likely to represent. The authors have decided to initiate the focus group sessions with 
this questionnaire, since they predict that the participants might arrive with a few minutes 
difference, and that they need some time to get relaxed and in the desired mindset. The 
authors believe that this will further enhance the mentioned flow, harmony and openness 
that they strive for in these sessions, while simultaneously adapt the mindset of the 
participants to a preferable state before the discussion to come.   

 

 

2nd phase:   
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The second phase begins with the authors presenting themselves and provide the sample 
group with a brief explanation of their study. What it is about, what are the interesting 
aspects and so on. Then the authors will proceed by explaining why the people in the 
sample group have been selected, and how their established selection criteria are relevant 
in the context of this study. The authors will then explain the structure of the focus group 
session and how it will be conducted. Such as the different roles of the authors, how the 
moderator plan to act, which phases are included, that the authors strive for the participants 
to act mostly independent from moderator interference and that the discussion will be 
recorded. Finally, the authors will emphasis that they priorities the comfort and relaxation 
level of the sample group throughout the session, in order to ensure personal and impartial 
contributions from the participants.  The purpose of the second phase is to clarify the 
purpose and meaning of the focus groups for all parties. It ensures that the session will 
flow as harmonized as the authors have intended, and increase the chance of reliable and 
relevant results from this method once it is supposed to be analyzed. Furthermore, it will 
increasingly adapt the mindset of the participants to a preferable state for the discussion to 
follow.   

3rd phase:    

The third phase will be performed with the aid of a power point presentation, which 
includes slides that display pictures and scenarios of various kinds of online advertisement 
encounters. For each slide the moderator will provide a short presentation/definition, and 
then ask the sample group to discuss what they think when they encounter that sort of 
online advertisement and how they relate/behave when it happens. If the pictures and 
presentation is insufficient for the participants to understand the displayed concepts, the 
authors will elaborate upon request. As previously stated, the moderator will ask simple 
and open questions with the intent to let the sample group discuss the slides with minimal 
moderator interference. These questions will start simple and open for different dialogue 
direction, and then get increasingly specific yet open. However, if the sample group gets of 
topic, experiences a “power struggle” between participants, or other shifts in balance 
within the group, the moderator will interfere to make sure that the discussion stays on 
topic and that participants get equally represented. Such moderator action could be to 
direct one of the question directly towards a participant, or simply informing the sample 
group that the discussion is getting of topic and ask them to get back on track. If any of the 
questions are sufficiently answered within the discussion of a previous question, it will 
simply be skipped to prevent unnecessary redundancy.  

The slides with accompanying questions are as follows:  

1: “Traditional online banner ads: Online banner ads that usually appear in banner/picture 
form at the sides, tops and bottoms of news-sites. The content of these ads are unspecific”.  

•  “Have you encountered this sorts of advertising”   

•  “What went trough your head when you encountered this advertising”   
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•  “What sort of emotions and/or reactions do you associate with these ads”   

•  “Have you taken any actions towards these sorts of Ads”   

•  “Do you prefer this sorts of ads over other online ads, or vise-verse”  

 2: “Tracking-based online banner ads: Online banner ads that appear in banner/picture 
form at the sides, tops and bottoms of news-sites. The content of these ads are specific in 
relations to your individual search history and similar”.   

•  “Have you encountered this sorts of advertising”   

•  “What went trough your head when you encountered this advertising”   

•  “What sort of emotions and/or reactions do you associate with these ads”   

•  “Have you taken any actions towards these sorts of Ads”   

•  “Do you prefer this sorts of ads over other online ads, or vise-verse”   

3: “Online pop-up advertisement: Online ads that appears in separate windows or filters 
that covers the content on your news-sites. You are required to “close down” or preform a 
similar action in order to remove this ad, before you can proceed to the news-site.”   

•  “Have you encountered this sorts of advertising”   

•  “What went trough your head when you encountered this advertising”   

•  “What sort of emotions and/or reactions do you associate with these ads”   

•  “Have you taken any actions towards these sorts of Ads”   

•  “Do you prefer this sorts of ads over other online ads, or vise-verse”   

4: General questions:   

• To what degree have any of these discussed ads influenced your 
decision/consideration to download “AdBlock”   

• Do you/Have you downloaded AdBlock to get rid of some of these 
discussed ads   

The purpose of the third phase is to further establishing the correlation between the 
mindset and perceptions of the participants when it comes to online ads, with the mindset 
and perceptions  described in existing literature within this area. This would provide the 
authors with a platform, to later realize if Ad-Blocking is a reaction and/or tool to enable 
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Ad-Avoidance. The final question is significantly more “leading” and direct, considering 
how it is presented to the participants. However, the authors believe that this level of 
direction is necessary in order to establish an accurate answer to the first research question. 
Since it is presented as the final question of this phase, it will not interfere with the 
open/”non-leading” nature of the other questions, and therefore not harm the remaining 
structure or flow of this session.  

The three In-depth Interviews were structured in similar fashion, the only difference being 
that it did not include any questionnaire, and instead of a power point, the interview 
participants were asked to access a news site of their choice via their laptop. If any of the 
interview participants utilized any sort of AdBlock software, they were requested to 
disable it beforehand. Once the participants had accessed a news site of their choice, they 
were exposed to the various forms of online advertising variants. Once a new type of 
online advertising form was encountered, the moderator asked questions and follow-up 
questions, in the same structure and adaptation, as the focus group did with the power 
point.   

4th phase:  

In the 4th phase, the authors will present the sample group with one of the emerging 
strategies that advertisers has began to initiate in order to tackle ad avoidance, in particular 

in the form of ad- blocking. This will overlap into the 4th phase, which will also be 
preformed with the aid of a power point presentation, which includes slides that display 
pictures and scenarios of various kinds of emerging strategies and initiatives that are 
supposed to counter Ad-Blocking and alter the perception of online ads. For each slide the 
moderator will provide a short presentation/definition, and then ask the sample group to 
discuss what they think about these sort of emerging advertisement initiatives and how 
they relate/behave towards them. If the pictures and presentation is insufficient for the 
participants to understand the displayed concepts, the authors will elaborate upon request. 
As previously stated, the moderator will ask simple and open questions with the intent to 
let the sample group discuss the slides with minimal moderator interference. These 
questions will start simple and open for different dialogue direction, and then get 
increasingly specific yet open. However, if the sample group gets of topic, experiences a 
“power struggle” between participants, or other shifts in balance within the group, the 
moderator will interfere to make sure that the discussion stays on topic and that 
participants get equally represented. Such moderator action could be to direct one of the 
question directly towards a participant, or simply informing the sample group that the 
discussion is getting of topic and ask them to get back on track. If any of the questions are 
sufficiently answered within the discussion of a previous question, it will simply be 
skipped to prevent unnecessary redundancy. The slides with accompanying questions are 
as follows:  

1: “Native Advertisement: Online ads that are disguised/redesigned to appear almost as 
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regular articles, that appear in the regular news-flow on your news-site. There are only 
small notions or details that this ad differs from usual articles.”  

• “Have you encountered this sorts of advertising”   

• “What went trough your head when you encountered this advertising”   

• “What sort of emotions and/or reactions do you associate with these ads”   

• “Have you taken any actions towards these sorts of Ads”   

• “Do you prefer this sorts of ads over other online ads, or vise-verse”  

 2: “AdBlocks “Whitelist”: Adblock won't block certain ads if the advertisers met the 
“acceptance criteria” and pay AdBlock a fee. The criteria are listed on AdBlocks website, 
and they argues that their users approves of this initiative. Users can individually white-list 
ads, but through this initiative, some ads become automatically white-listed without the 
users knowledge”   

•  “Given that you currently use AdBlock, would you approve of AdBlocks 
reasoning for enabling corporate white-listing in this sence”   

•  “Have you encountered this sorts of strategy”   

•  “What went trough your head when you encountered/saw this strategy”   

•  “What sort of emotions and/or reactions do you associate with this 
initiative”   

•  “Do you believe that this sorts of initiative/strategy is something that 
would make you consider to disable your ad-block software”  

•  “Do you prefer this sorts of initiatives over other advertisement strategies, 
or vise-verse”   

The purpose of the forth phase would be to establish a foundation to answer the remaining 
research questions, and find out if these strategies and initiatives that advertisers have 
implemented actually succeeds in changing Generation Y consumers acceptance towards 
online ads.  

 5th phase:  

 Once the session is completed and the sample group participants have left, the authors will 
take on new roles, where they will discuss and summarize their own thoughts and 
interpretations, before the focus group session is finalized. The motivation and planning of 
these focus groups have been supported through previously mentioned literate works.   


