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Abstract 
Recent developments in internet technology have ushered in unprecedented change 

when it comes to communication. This change has also given rise to social media, 

which has significantly changed the way modern communication occurs (Rosengren, 

2000; Evans & McKee, 2010; Tuten & Solomon, 2015).  

While social media has gained enormous reach in recent years, with millions of 

new users joining social platforms every year, it has changed company-consumer 

relations as well (Akar & Topcu, 2011; Fan & Niu, 2013; Tuten & Solomon, 2015). 

Marketers are continuously turning towards social media to distribute advertisements 

and gather information (Akar & Topcu, 2011). 

As such, consumers today are bombarded by vast amounts of promotions and 

advertisements on social media. However, consumers are no longer passive observers 

and are increasingly becoming more and more able to edit and control what they choose 

to see online  (Kelly, Kerr & Drennan, 2010). This has led to the decline of social media 

advertising effectiveness, as consumers choose to avoid and ignore more advertisement 

than ever before (Wen, Tan & Chang, 2009; Kelly et al., 2010; Chang, Chen & Tan, 

2012; Khan, Dongping & Wahab, 2016). As such, in order to be able to overcome 

consumer avoidance of marketing messages, it is now more important than ever for 

advertisers and marketers to understand what drives consumers to avoid advertising in 

the first place (Cho & Cheon, 2004; Wen et al., 2009; Akar & Topcu, 2011; Chang et 

al., 2012). 

Therefore, as there is a significant lack of research on these subjects, the authors 

constructed a model based on Cho and Cheon’s (2004) theory that describes the 

antecedents of online marketing avoidance, and sought to test a number of hypotheses 

about the relationships between the antecedents of social media marketing avoidance 

and social media advertising effectiveness.  

To be able to do so, the authors constructed and utilized a survey method and a 

questionnaire. However, while the initial results of the data  gathered by the survey were 

encouraging for the model as a whole, it was ultimately found that only one hypothesis 

was acceptable. 
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1. Introduction 

In this chapter, the authors present how recent advances in communication technology 

have given rise to the phenomena of social media and discuss how social media 

changed the landscape for company-consumer interactions, and problems now facing 

marketers on social media. Finally, the authors argue for researching how antecedents 

of marketing avoidance affect purchase intention and outline the purpose of this study. 

  

1.1. Background 

Over the millennia, people, groups, societies and nations have relied on communication 

in order to be able to transfer messages to one another in various ways - from sticks and 

stones, to parchment and ink, to instant messages. Communication, as such, forms an 

important base for any society and the formation of traditions, languages and more 

(Rosengren, 2000).  

    However, the means of communication have changed significantly with the advent of 

the internet (Rosengren, 2000; Tuten & Solomon, 2015). In particular, more recent 

developments of internet technology have allowed for unprecedented changes to the 

means of communication, this by offering billions of people around the world an easily 

accessible method of two-way communication (Tuten & Solomon, 2015). This has led 

to the development and emergence of social media, which is regarded by many as an 

important “game changer” when it comes to communication (Rosengren, 2000; Evans 

& McKee, 2010; Tuten & Solomon, 2015). 

    Social media is defined by Tuten and Solomon (2015) as being an online means 

which can be utilized by a variety of interconnected and interdependent people, 

communities, organizations or other groups in order to facilitate communication and 

collaboration, enhanced by networks and technology. According to Tuten and Solomon 

(2015) and supported by Evans and McKee (2010), social media has gained enormous 

reach in recent years and has become incredibly prevalent in a very short space of time. 

Today, social media is considered an online social environment used daily by millions 

of people through various platforms, such as Facebook, Instagram, Twitter or Snapchat. 

This new environment offers the unprecedented ability for consumers to share different 

types of content with other people all around the world at greater ease than ever before 

(Akar & Topcu, 2011; Fan & Niu, 2013; Tuten & Solomon, 2015). 

    However, social media has created a shift in company-consumer relations as 

well  (Evans & McKee, 2010; Akar & Topcu, 2011; Tuten & Solomon, 2015). As the 

usage of social media platforms increases, with millions of new users every year, 

marketers are changing their strategies on how to reach out with advertisements, 

campaigns and marketing messages, and are increasingly turning to social media to do 

so (Akar & Topcu, 2011). Kelly et al. (2010) state that, as a result, consumers today are 

bombarded by thousands of advertising messages every day. These messages are no 

longer limited to print, film and other conventional sources, but now take on many 

different forms that are unique to internet and social media advertising - such as 

banners, pre-roll advertisements on videos and advertisements appearing on social 

media games (Evans & McKee, 2010; Kelly et al., 2010; Tuten & Solomon, 2015). 

Such advertisements vary from platform to platform and often are tailored to individual 

consumers through identifying their interests and needs (Evans & McKee, 2010; Tuten 

& Solomon, 2015). 

In this case, social media advertising refers to the use of social media platforms, 

such as Facebook, Instagram, Snapchat or Twitter, to promote a company and its 

products or services. This kind of advertising is a subset of internet advertising and 

often accompanies more traditional methods such as newsletters or online advertising 

campaigns (Akar & Topcu, 2011). In addition to this, marketers often seek to place 
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advertisements on relevant social media platforms, where the proportion of target 

consumers is highest. Blogs, Youtube, Facebook, Twitter and different types of online 

games are examples of communities where social media advertisements are commonly 

placed (Akar & Topcu, 2011). 

  

1.2. Problem discussion 

According to Kelly et al. (2010) and Yaakop, Anuar and Omar (2013), online 

advertising has increasingly fallen under greater scrutiny in recent years. As such, 

consumers have become less receptive to advertising and now tend to be editors for the 

content they wish to see - which often leads to making attempts to avoid advertising 

messages (Kelly et al., 2010). This has led to social media advertising consistently 

underperforming in comparison to other, more traditional forms of advertising, despite 

being more prevalent than ever before (Wen, Tan & Chang, 2009; Chang, Chen & Tan, 

2012; Khan et al., 2016). Unsuitable advertising efforts have only exacerbated the 

problem, causing consumers to feel annoyed at irrelevant advertising, ignoring 

advertising that lacks credibility and avoid advertising that may disrupt their online 

experience (Kelly et al., 2010; Yaakop et al., 2013).  

Moreover, efforts to advertise on social media often fuel consumer wariness of 

future advertising or influence them to spread negative opinions to other consumers 

through social media (Kaplan & Haenlein, 2010; Evans & McKee, 2010; Kelly et al., 

2010; Akar & Topcu, 2011). As such, consumers in the social media space are regarded 

as more than just passive  receivers of informations. Even individual consumers have 

real and lasting influence that can have a significant effect on a company through being 

able to exert pressure or spreading information of positive or negative experiences with 

a given company or brand to other consumers (Kelly et al., 2010; Akar & Topcu, 2011). 

As such, it is of utmost importance for marketers to have an understanding of how to 

effectively advertise to consumers on social media, as poor advertising could have 

significant impact on a company’s or brand’s image or sales, or cause consumers to 

ignore the advertisements altogether (Cho & Cheon, 2004; Akar & Topcu, 2011). 

Ha and McCann (2008) and Kelly et al. (2010), however, state that despite the 

increasing number of consumers that seek to avoid marketing messages and the 

lacklustre performance of social media advertising, the negative relationship between 

marketing avoidance and advertising effectiveness has been seldom researched. Cho 

and Cheon (2004) and Akar and Topcu (2011) consider that marketing avoidance itself 

has remained a topic that lacks explanations and research. According to Kelly et al. 

(2010), even the driving forces behind marketing avoidance have only rarely been 

examined, despite consumer marketing avoidance becoming a greater and greater issue 

for advertisers. This problem is particularly noticeable when it comes to research 

focusing on online advertising, where efforts to explain online and social media 

marketing avoidance have been few and far between and with little empirical evidence 

to support them (Cho & Cheon, 2004; Kelly et al., 2010; Akar & Topcu, 2011; Yaakop 

et al., 2013). 

In response to this lack of research, Cho and Cheon (2004) developed a model to 

attempt and determine the antecedents of online marketing avoidance. Ha and McCann 

(2008) and Kelly et al. (2010) considered that the antecedents defined by Cho and 

Cheon (2004) could be further utilized for trying to explain marketing avoidance on 

social media as well as investigate how the antecedents of marketing avoidance could 

affect social media and online marketing effectiveness. As such, the authors of this 

paper based this study on Cho and Cheon’s (2004) model, as it is currently one of the 

most prominent models in the field. Further, as Cho and Cheon’s (2004) model has so 

far had little empirical evidence to support it so far, as Kelly et al. (2010) states, it was 
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determined that testing separate antecedents, rather than marketing avoidance directly, 

would allow for the authors to determine whether the antecedents used by Cho and 

Cheon (2004) are appropriate to be used for social media.   

However, in order to understand how effective advertising on social media is, 

some form of measurement must be applied (Wen et al., 2009; Akar & Topcu, 2011). 

Mehta (2000), Wen et al. (2009) and Chang et al. (2012) state that one measurement 

used to determine advertising effectiveness is purchase intention. Purchase intention is 

most commonly defined as being customer's willingness to purchase a certain product 

or service in the future (Vila & Kuster, 2012). As such, purchase intention is often 

utilized as a primary measure for understanding advertising effectiveness, both offline 

and online (Wen et al., 2009; Chang et al., 2012). Therefore, the authors utilize purchase 

intention as a measure for social media advertising effectiveness in this research. 

By conducting this research, the authors hope to contribute to researchers in 

understanding marketing avoidance on social media as well as provide insight into the 

relationship between marketing avoidance antecedents and social media advertising 

effectiveness. Further, the authors hope to provide empirical evidence as to the validity 

of using Cho and Cheon’s (2004) model for social media research. Finally, the authors 

seek to contribute insight to advertisers, marketers and managers on how to develop 

more effective advertising and which antecedents of advertising avoidance are the most 

significant in determining the effectiveness of social media advertising. 

  

1.3. Purpose 

The purpose is to explain how antecedents of marketing avoidance affect purchase 

intention on social media platforms. 
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2. Theoretical framework 

In this chapter, several theories that were utilized throughout the study - such as 

antecedents to marketing avoidance, perceived goal impediment, negative prior 

experiences with social media advertising and perceived advertising clutter - are 

explained, identified and elaborated upon. Finally, a model is created and presented, 

along with a number of hypotheses. 

  

2.1. Antecedents of marketing avoidance 

According to Cho and Cheon (2004) and Kelly et al. (2010), there are a number of 

antecedents of marketing avoidance in online and social media spaces. Cho and Cheon 

(2004) define three primary antecedents for advertising avoidance online that are 

predicted to affect advertising effectiveness the most strongly - perceived goal 

impediment, perceived advertising clutter and negative prior experiences with social 

media advertising. 

  

 
Fig. 1. Cho and Cheon’s (2004) model for the antecedents of marketing avoidance 

online 

  

H1-. Antecedents of marketing avoidance have a significant negative impact on 

purchase intention. 

     

2.1.1. Perceived goal impediment 

According to Li, Edwards and Lee (2002), users on the internet are often more task-

driven and goal oriented than when using other media, such as television. As such, Li, 

Edwards and Lee (2002) and Cho and Cheon (2004) state that advertisements online are 

often seen by consumers as being more disruptive and intrusive than more traditional 

counterparts, such as billboards or posters, due to hindering consumer efforts to perform 

desired tasks. Cho and Cheon (2004), therefore, describes perceived goal impediment as 

being the consumer perception of advertising impeding their ability to perform tasks or 

achieve goals. 
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Cho and Cheon (2004) states that perceived goal impediment is primarily 

indicated by search hindrance, disruption and distraction. Search hindrance is explained 

as being anything that hinders user efforts to utilize an online service, such as 

preventing or slowing down browsing, hindering navigation of web pages and so forth. 

Disruption is described as anything that interrupts user perusal of desired content. 

Finally, distraction refers to anything that diverts user attention from viewing desired 

content or performing tasks and goals online (Cho & Cheon, 2004).   

    Cho and Cheon (2004) and Kelly et al. (2010) state that advertising online often 

requires consumer attention to remove and otherwise detracts from the consumer 

experience of utilizing the internet or social media. Li et al. (2002), Cho and Cheon 

(2004) and Kelly et al. (2010) explain that this often leads to undesirable outcomes for 

advertisers, such as consumer irritation and disinterest. Kelly et al. (2010) considers that 

this is particularly noticeable online, where consumers often click away or delete 

advertisements that interrupt their activities immediately without paying attention to 

advertising content. As such, Cho and Cheon (2004), consider that perceived goal 

impediment can have an impact on advertising avoidance online. Kelly et al. (2010) 

concurs, and states that this may have impact on advertising on social media as well. 

  

H1A-. Perceived goal impediment has a negative relationship with purchase 

intention. 

  

2.1.2. Perceived advertising clutter 

The rapid growth of online usage and increasing amount of online content has 

significantly increased demand for online advertising. As advertising is seen as the most 

important revenue stream for most consumer websites, websites and social media are 

becoming increasingly utilized as an advertising medium. The quantity of 

advertisements and promotions that appear online has increased so much that many 

consumers and advertisers considered it to be overbearing and undesirable, even 

cluttered (Speck & Elliot, 19972; Cho & Cheon, 2004; Ha & McCann, 2008; Kelly et al., 

2010). 

Speck and Elliot (19972) define perceived advertising clutter as being a belief 

that advertising is excessive within a given medium. Perceived advertising clutter in an 

online context may be further operationalized as being a conviction concerning the 

number of various advertisements - messages, banners, text boxes, posts and so forth -

  that a given consumer can see on an internet page (Cho & Cheon, 2004; Kelly et al., 

2010).  

Cho and Cheon (2004) describe that perceived advertising clutter consists of a 

number of important elements - excessiveness, exclusiveness and irritation. 

Excessiveness relates to whether consumers find the amount of advertising excessive, 

exclusiveness refers to the perception that an online platform is used only as a means to 

advertise, and, finally, irritation refers to the annoyance of users with the amount of 

advertising (Cho & Cheon, 2004; Kelly et al., 2010). 

Speck and Elliot (19972), Cho and Cheon (2004) and Ha and McCann (2008) 

state that perceived advertising clutter has a significant impact on attitudes and the 

development of attitudes. Further, according to the study conducted by Speck and Elliot 

(19972), perceived advertising clutter can significantly lower the opinion of consumers 

in regards to not only towards the advertising on a given form of medium, but also 

towards the medium itself. Cho and Cheon (2004), Ha and McCann (2008) and Kelly et 

al. (2010) further state that consumer irritation with advertising and perception of the 

internet being used as solely an advertising medium may contribute to negative attitudes 

towards advertising in online spaces, and impact the effectiveness of advertising.  
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H1B-. Perceived advertising clutter has a negative relationship with purchase 

intention. 

  

2.1.3. Negative prior experiences with social media advertising 

Prior experiences with advertising has been explored to some extent in the past (Speck 

& Elliot, 19971; Shavitt, Lowrey, & Haefner, 1998; Mehta, 2000; Ramaprasad, 2001). 

However, the effect that prior experiences might have on purchase intention has largely 

not been considered (Shavitt et al., 1998; Mehta, 2000; Cho & Cheon, 2004).  

Smith and Swinyard (1982) explain that consumers who experience direct 

contact with advertising form beliefs that are held very strongly, with consumers 

believing those beliefs to be highly certain and reliable. This certainty in information 

leads to the development of further attitudes and beliefs, which consumers tend to hold 

in higher regard than opinions from external sources, thusly making beliefs and attitudes 

formed through direct experience the strongest of all beliefs (Smith & Swinyard, 1982). 

However, as consumers today are increasingly forced to come into contact with 

advertising online through means such as pop-up advertising, this has led to a rise in 

negative beliefs and attitudes towards online advertising (Ha & McCann, 2008). Mehta 

(2000) and Cho and Cheon (2004) therefore believe that prior experiences with a brand 

or advertisement are an important element that influences a consumer’s information 

processing ability, such as comparisons and evaluations of competing brands, or 

feelings and beliefs towards advertising.  

However, the majority of studies to date, such as Speck and Elliot (19971) and 

Shavitt et al. (1998) reported that consumers generally distrusted advertisement and 

marketing, often due to it being irrelevant to their interests or poor prior experiences. 

Ramaprasad (2001), noted that advertisements were perceived by some to have 

entertainment or informative value, but an overall dubious impact on society partly 

based on the poor experiences that customers had with advertisements before. Cho and 

Cheon (2004) and Kelly et al. (2010) therefore consider that negative experiences 

towards advertising are likely to have the biggest effect in regards to advertising 

effectiveness, especially online and on social media. 

Negative prior experiences with advertising, as such, are considered to be an 

important element in determining how consumers react and behave towards online and 

social media advertising, and one of the most important elements that may affect 

advertising effectiveness (Cho & Cheon, 2004; Kelly et al., 2010). According to Cho 

and Cheon (2004), there are three important elements of prior experience with 

advertising online - dissatisfaction with advertising, perceived lack of incentive to 

interact with advertisements, and a perceived lack of utility in interacting with 

advertisements. 

  

H1C-. Negative prior experiences with social media advertising have a negative 

relationship with purchase intention. 

  

2.2. Purchase intention 

Purchase intention is, according to Vila and Kuster (2012), a given consumer’s 

willingness to purchase a certain product or service, and the prediction of what 

customers are willing to buy in the future.  

The process behind purchase intention is deeply rooted in consumer attitudes 

and perceptions about products and services offered, and can be stimulated by many 

different external effects, such as effective advertising, brand reputation, and even 

product or service reviews (Kotler & Armstrong, 2010). Salisbury, Pearson, Pearson 
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and Miller (2001) state that  an individual's purchase intention can be influenced by 

prior attitudes and experiences as well. As Dehghani and Tumer (2015) state, purchase 

intention can even be dependent to a large degree on what opinions other consumers 

share about a product or service. Other consumer values and recommendations are of 

great importance in a consumer’s decision making process, especially on social media 

(Dehghani & Tumer, 2015). Salisbury et al. (2001) further asserts that as reasoned 

actions are founded on previous attitudes, attitudes can even be used to predict future 

purchase intention. 

Moreover, purchase intention is considered to be strongly tied to an individual’s 

buying behavior and a good indicator of their true opinions, barring external effects 

(Kotler & Armstrong, 2010; Vila & Kuster, 2012). Purchase intention can be used as a 

tool in research and as an indicator of a company's success in advertising, particularly in 

the online space (Wen et al., 2009; Chang et al., 2012; Vila & Kuster, 2012).  

Barber, Kuo, Bishop and Goodman (2012) also explain that the purchase 

intention of a product or service and the actual purchase behaviour can at times differ 

and be two separate things. For example, a given consumer’s purchase intention for a 

product may be impacted when the consumer’s willingness to pay is less than the actual 

price of the product - and the result of the scenario is that the consumer will likely 

purchase another product that is more suitable (Barber et al. 2012).  

  

2.3. Conceptual model 

This study is largely founded on the basis of Cho and Cheon’s (2004) model for the 

antecedents of marketing avoidance online (Fig.1). According to the aforementioned 

model, three independent variables form the cornerstone of marketing avoidance online 

- prior negative experiences, perceived goal impediment and perceived advertising 

clutter.  

Based on Kelly et al. (2010), the authors extended and modified the antecedents 

presented by Cho and Cheon (2004) to focus on social media advertising instead of 

generic online advertising. Furthermore, as Ha and McCann (2008), Kelly et al. (2010) 

and Akar and Topcu (2011) claimed that Cho and Cheon’s (2004) model could be 

utilized to study the relationship between antecedents of marketing avoidance and 

advertising effectiveness, the authors modified the dependent variable - marketing 

avoidance - to be a measure of advertising effectiveness instead, in this case, purchase 

intention.  

Moreover, while the original model focused on solely trying to describe the 

relationships between the independent and dependent variables, the authors of this study 

modified the expected relationships to better reflect the criticisms and advances that 

Kelly et al. (2010) and other researchers (Ha & McCann, 2008; Akar & Topcu, 2011; 

Yaakop et al., 2013) have made. Finally, as the model posited by Cho and Cheon (2004) 

has not been empirically tested or validated, the authors considered it important to also 

consider the combined impact of  the independent variables on the dependent to 

ascertain whether they were most  appropriate to use in a social media context. 

Thusly, the following model was devised to reflect the changes and 

modifications that the authors made to Cho and Cheon’s (2004) model. This model was 

further amended to reflect the hypothesized relationships that the authors predicted to 

exist between the three antecedents to social media marketing avoidance and purchase 

intention. 
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Fig. 2. Theoretical model for how antecedents of marketing avoidance may 

influence purchase intention 
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3. Methodology 

In this chapter, the authors present, justify and explain the research approach that was 

utilized throughout the study. Furthermore, the authors explain how the survey used to 

gather data in this study was constructed and the methods by which the gathered data 

was obtained and analyzed. Finally, possible ethical concerns that may arise during 

this research are addressed. 

  

3.1. Research approach 

Before conducting research, it is necessary to establish a structure and strategy to follow 

and evaluate and choose the most appropriate methodology to be utilized to fulfill the 

purpose of a given study (Bryman & Bell, 2015). As such, the authors carefully selected 

the most appropriate methods and approaches to be utilized in this study and outlined 

and justified further in this chapter.  

  

3.1.1. Deductive approach 

In any study, one of the key elements in determining a research methodology is 

selecting an approach in how data and empirical material is handled and developed 

(Bryman & Bell, 2015). On such way is known as the deductive approach, which is 

defined as being a way of drawing logical hypothesis from pre-existing theoretical 

constructs, which can then be examined and tested (Neuman, 2003; Bryman & Bell, 

2015). Bryman and Bell (2015) further state that deductive research, in general, focuses 

on studying and testing the relationships between various variables to understand how 

they interact.   

As Bryman and Bell (2015) explain, the process of deductive research could be 

divided into a number of linear steps, - presenting theories that were used, developing 

hypotheses from the presented theories, collecting data to test those hypotheses, frame 

the findings obtained from the data, confirm or reject the hypotheses and to then, 

finally, revise the original theories (Bryman & Bell, 2015). 

According to Neuman (2003) and Bryman and Bell (2015), there are a number 

of advantages to utilizing a deductive approach, as well as some disadvantages. As 

deductive research approach draws primarily on existing literature rather than hands-on 

investigation,  making it generally quicker and more direct, with little in the way of risk 

of failure or uncertainty. Further, deductive research is generally easily generalizable, 

making it easily applicable to many situations. 

As the authors in this study drew upon existing theory posed by numerous 

authors, such as Cho and Cheon (2004) and Kelly et al. (2010), to develop a model and 

hypotheses for how numerous variables interacted with one another, the deductive 

research method is considered to be appropriate. 

  

3.1.2. Quantitative research  

According to Bryman and Bell (2015), quantitative research is a research method 

wherein theories are tested through gathering and analyzing large amounts of data. This 

often leads to results which are primarily given in the form of statistics or large number 

sets and can usually be generalized for a larger population (Bryman & Bell, 2015; 

McCusker & Gunaydin, 2015). 

    Further, quantitative research most often focuses on developing hypotheses based on 

pre-existing theory in order to define what the researchers seek to verify. Statistics and 

numerical analysis methods are the most common methods utilized to test these 

hypotheses and ensure that results are as objective, measurable and unambiguous as 

possible (Bryman and Bell, 2015; McCusker and Gunaydin, 2015). As such, 

quantitative research is considered to be most suitable for defining attitudes, analyzing 
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behaviours, relationships and intentions, as well as determinants that may predict 

behaviour patterns which can be projected on a greater scale (Bryman & Bell, 2015; 

McCusker & Gunaydin, 2015).   

    The authors of this study drew from already existing research in order to develop a 

model and a number of hypotheses, a methodology consistent with quantitative 

research. Moreover, as the authors sought to explain the relationships between different 

variables through the testing of numerous hypotheses and sought to create generalizable 

conclusions, a quantitative research methodology was considered to be the most 

appropriate.  

     

3.1.3. Explanatory research design 

According to Neuman (2003), explanatory research is a type of research design that is 

utilized when seeking to find find answers and solutions to various research problems 

that exist within a field of study. Explanatory research, as such, is therefore most often 

based on already existing theories which have yet to be adequately understood (Bryman 

& Bell, 2015).  

In essence, the goal of any explanatory research study is to find answers to the 

question of why something happens and to understand the deeper reasons for why 

something occurs. By doing so, a clear understanding of a specific situation or 

phenomena can be developed (Neuman, 2003; Bryman & Bell, 2015) 

An explanatory research design works most commonly by connecting various 

variables and seeking to test and understand how different variables interact and what 

different effects each interaction brings about (Neuman, 2003). In doing so, the 

researchers hope to get a clearer understanding of the causes of these interactions. As 

explanatory research uses past research to define the expectations for how these 

variables interact, a significant amount of work must already have been undertaken in 

exploring and describing the problems that explanatory research seeks to understand 

(Bryman & Bell, 2015). 

In this study, the authors sought to gain a deeper understanding of how 

numerous variables interacted - in this case, Cho and Cheon’s (2004) antecedents of 

online advertising effectiveness and purchase intention. Further, in attempting to define 

the expected relationships, the authors drew upon prior research, such as Cho and 

Cheon’s (2004) model and Kelly et al.’s (2010) criticism and development of said 

model. As such, an explanatory research design was chosen. 

  

3.1.4. Cross-sectional research design  

According to Bryman and Bell (2015), a cross-sectional design research is one of 

several different research techniques utilized to analyze data that is collected from a 

given population. Cross-sectional research focuses on gathering data on a number of 

cases at a specific point in time, in order to be able to analyze data for patterns and 

tendencies that relate to a phenomena of interest (Neuman, 2003; Bryman & Bell, 

2015).  

This research design is most useful when used to determine and understand 

relationships between different variables (Neuman, 2003; Bryman & Bell, 2015). It is 

also considered to be the least costly in terms of time and resources of various research 

designs available, as well as versatile enough to fit both a quantitative and qualitative 

approach, as it encompasses only capturing data sets at one point in time (Neuman, 

2003).  

Therefore, as the the authors seek to analyze a data set in order to study the 

relationships between a number of different variables, and are constrained by time, a 

cross-sectional research design is considered appropriate to utilize.   
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3.2. Primary data 

Primary data, as described by Bryman and Bell (2015), is any and all data that is 

gathered by researchers for a particular study. As Hox and Boeije (2005) further 

explain, this is done by utilizing appropriate means of research for gathering the data 

that fit the research best. Primary data typically takes the form of surveys, experiments, 

interviews, focus groups and , and can be both qualitative and quantitative in nature 

Hox and Boeije (2005).  

    This form of data can be gathered for a multitude of purposes, such as in order to 

answer specific questions that have not been covered by other researchers previously, 

reanalyze past findings, comparative research in order to compare two data sets, or to 

test new research designs. The principal advantage of this method of data gathering is 

the ability to tailor the data gathered and the method used to the particular study or 

research question (Hox & Boeije, 2005). 

    During the course of this study, it was found that existing data on the subject of how 

antecedents of marketing avoidance affect purchase intention on social media was 

insufficient to explain the relationships between the different variables. Moreover, 

existing studies that delved into either subject were found to have been relatively old 

and thusly likely not representative of the sample used in this study. Therefore, the 

authors used primary data as a means to collect relevant, current data that would 

correspond with the study’s purpose. 

  

3.3. Survey  

As described by Cooper and Schindler (2014), surveys are a highly structured data 

collection processes. Surveys utilize various degrees of complexity, some forms even 

involving an interviewer. However, in order to simplify the process and increase 

collection speed, interviewers are often excluded from the data collection process and 

surveys are completed by the respondents themselves (Cooper & Schindler, 2014; 

Bryman & Bell, 2015) Surveys are, in many occasions, used together with a 

questionnaire. A questionnaire meant to be completed by the participants themselves 

without any help from a researcher is called a self-completion questionnaire (Bryman & 

Bell, 2015).  

According Cooper and Schindler (2014) and Bryman and Bell (2015), a survey 

is conducted with carefully chosen and specific questions for the respondents to answer. 

Surveys are normally utilized in order to gather a large quantity of information from a 

large population. Further, Cooper and Schindler (2014) explain that the development of 

a survey should be done through the use of a structured method. Rattray and Jones 

(2007) claim that the most basic method when conducting a survey is to determine the 

survey's purpose, and afterward, create scales to measure various aspects that are 

connected to that purpose, followed by generating items and wording, and pre-testing 

the questionnaire to make certain of its validity before it is distributed to the 

respondents (Rattray & Jones, 2007).  

    As Cooper and Schindler (2014) and Bryman and Bell (2015) claim, surveys are 

ideally used to gather characteristics data from large populations. The advantage of 

utilizing surveys is greater degree of representability and generalizability of the 

findings, as well as producing precise, easily quantifiable data (Cooper & Schindler, 

2014; Bryman & Bell, 2015).  

    In this study, the researchers utilized a survey with a questionnaire as a tool to collect 

data. A survey is considered to be a relevant tool for this study as the authors sought to 

collect a large amount of precise and quantifiable data from a large population for 

further analysis. In order to further narrow down participants to the selected sample and 
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speed up collection rates, the authors utilized an online-only approach to survey 

distribution. 

  

3.3.1. Survey design 

A questionnaire can consist of close-ended or open-ended questions, or a mix of these 

two alternatives (Neuman, 2003; Bryman & Bell, 2015). Close-ended questions only 

have a set of alternatives to answer from and are often used when gathering a large 

amount of data. Open-ended questions, on the other hand, give the participants a chance 

to answer more freely to a question and there are no set of answer alternatives to choose 

from (Neuman, 2003; Bryman & Bell, 2015).When using close-ended questions, 

collecting data is generally less costly and less time-consuming, with the resultant data 

being easily quantifiable and easy to analyze, while using open-ended questions takes 

more effort from the researchers and requires a nuanced analysis process, though the 

data is more precise and reliable as a result (Neuman, 2003).  

    In order to measure each variable in the questionnaire, two different types of 

measurement scales were utilized - nominal and ordinal. Nominal scales use categorical 

variables, assigning a specific value to a given object in order to classify it within a 

given category (Zikmund, Babin, Carr & Griffin, 2009; Bryman & Bell, 2015). Ordinal 

scales, on the other hand, are most often used when the ranking of the question is 

significant, but the difference between each value is not precisely known. An ordinal 

scale is most often utilized when seeking to quantify more complex concepts, such as 

feelings (Zikmund et al., 2009; Bryman & Bell, 2015). 

Further, a Likert scale was utilized in this research as a way to measure 

consumer feelings. According to Cooper and Schindler (2014), Likert scales are a 

questionnaire design technique that rely on close-ended questions, typically asking 

respondents to identify whether they agree or disagree with a given statement or 

sentiment and to what degree. Likert scales are considered to be simple for respondents 

to understand and answer, and result in quantified, easily comparable data (Cooper & 

Schindler, 2014; Bryman & Bell, 2015). While the majority of Likert scales utilize a 

system based on 5 distinct values, it’s relatively common to see Likert scales that use 7 

or even 9 distinct values in order to provide consumers with greater variation in answers 

and obtain more precise measurements (Cooper & Schindler, 2014).  

The questionnaire utilized in this study was an online-only self-completion 

questionnaire with only close-ended questions. This approach was chosen in order to 

collect a large amount of data relatively quickly and have it be easily quantifiable and 

comparable for further analysis.  

Two initial filter questions regarding social media use and age were devised 

utilizing a nominal scale of measurement, as the authors sought to categorize 

respondents into groups to exclude those that did not meet the base requirements of 

participation. All other questions utilized an ordinal scale of measurement in order to 

quantify consumer feelings on the different variables. All questions that utilized the 

ordinal scale also utilized a seven-point Likert scale in order to measure each stated 

item. The researchers used this approach to obtain precise, quantified data that could be 

further analyzed. 

  

3.3.2. Pre-test 

In order to make certain of the validity of a given questionnaire prior to distribution, 

pre-testing can be employed (Liedtka, 1992; Rattray & Jones, 2007). Rattray and Jones 

(2007) and Bryman and Bell (2015) describe pre-testing as being a method of testing a 

questionnaire’s validity by distributing it to a limited range of respondents with which 
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the researchers have direct contact in order to receive feedback on whether any issues 

arose.  

According to Bryman and Bell (2015), pre-testing an interview guide or a 

questionnaire useful to do prior the actual data collection in order to avoid problems 

concerning the survey questions. When utilizing a self-completed questionnaire, pre-

testing is of even greater importance, as the researchers will not be able to be present 

with the participants to address potential uncertainties (Bryman and Bell, 2015). Rattray 

and Jones (2007) and Bryman and Bell (2015) further claim that pre-tests help 

researchers find problems, such as difficulties in understanding questions or questions 

that lack adequate answer alternatives. 

    By obtaining results from a test group, researchers can identify whether answers 

could be considered to have general tendencies to a larger group of people (Rattray & 

Jones, 2007). In other words, the data gathered from the sample may help the 

researchers to illustrate a larger population’s preferences (Rattray & Jones, 2007; 

Bryman & Bell, 2015). Bryman and Bell (2015) further explain that it is important to 

exclude the participants in the pre-test from the actual data collection sample to increase 

the validity of the research. 

    In this study, a pre-test was conducted in order to increase the validity of the research 

and ensure that the questionnaire was understandable for possible respondents and 

provided adequate answer alternatives for respondent to choose from. 

  

3.3.2.1. Pre-testing procedure 

In this study, the researchers pre-tested the questionnaire on a sample consisting of 20 

random respondents, who were all social media users. The questionnaire was distributed 

online in a self-completion form to individual respondents who were then asked to 

provide feedback to the researchers. The pre-test was conducted in order to highlight if 

there were any difficulties for consumers in understanding questions, such as if 

questions were contradicting or could be interpreted in different ways. 

Prior to the pre-test, a professional within the field of quantitative research 

methodology approved of the questionnaire. This was done to ensure that the 

questionnaire was valid enough to be passed on to consumers for pre-testing. 

The results of the pre-test were universally positive, with little confusion 

amongst respondents. Following the pre-test, only one change was made to the 

questionnaire - the addition of numerous examples to help further clarify the questions 

asked, as requested by several respondents. 

  

3.3.3. Survey operationalization  

Component Construct Sub-construct Question(s) 

Antecedents to 

advertising 

avoidance 

Perceived Goal 

Impediment 
Search 

Hindrance 

1. I feel that social media advertising makes it more 

difficult for me to use social media. (For example, by 

making pages harder to navigate, making it harder to 

post or view content...) 

2. I feel that social media advertising slows down my 

social media activities. (For example, by interrupting 

or distracting constantly, by advertising making 

pages slower to load...) 
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Disruption 

3. I feel that social media advertising disrupts my 

ability to view the content that I want to see. (For 

example, being forced to watch advertising before 

viewing a video, pop up advertising interrupting 

reading of text...) 

Distraction 

4. I feel that social media advertising often distracts 

me from doing what I want. 

Perceived 

advertising clutter 

Excessiveness 5. I think that there is too much advertising on social 

media. 

Irritation 

6. The amount of advertising on social media irritates 

me. 

Exclusiveness 7. I think that social media is only used as a means to 

advertise to people. 

Negative prior 

experiences with 

social media 

advertising 

Dissatisfaction 8. I don't enjoy interacting with advertisements on 

social media. 

Perceived lack 

of utility 

9. I think that most social media advertising is 
irrelevant to me. 
10. I often feel that interacting with social media 

advertising isn't worth my time or effort. 
11. I often feel that social media advertising doesn't 

help me in any way. 

Perceived lack 

of incentive 
12. I often feel that there's no reason for me to 
interact with social media advertising. 

Social media 

advertising 

effectiveness  
Purchase intention 

Purchase 

Intention  

1. I am likely to purchase products based on social 

media advertisements. 
2. I am likely to use services based on social media 

advertisements. 
3. I am more willing to purchase a product if I see it 
advertised on social media. 
4. I am more willing to use a service if I see it 

advertised on social media. 
5. I find social media advertising important whenever 

I want to purchase a product or use a service. 

  

  

3.4. Sampling  

According to Malhotra (2010) and Bryman and Bell (2015), sampling is a research 

method by which researchers select individuals from a whole population for use in 

research. The intention of sampling is to be able to draw conclusions about a population 

from a small segment of the chosen population. Sampling is a common procedure to 

gather data within scientific research as it can be both inconvenient or infeasible to 

gather data from an entire population, if the population is sufficiently large (Bryman & 

Bell, 2015). 
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3.4.1. Sampling frame 

Since the purpose of this paper is to explain how antecedents of marketing avoidance 

affect purchase intention on social media platforms, the researchers decided to only 

focus on the responses gained from social media users. Non-users were considered to 

not be of importance in this study, as the fact that they do not use social media 

platforms would not assist in attaining insight into antecedents of social media 

marketing avoidance or the effect said antecedents have on purchase intention.  

In order to sort out users social media platforms, two questions were added to 

the survey to filter responses. The first question was used to determine whether a 

respondent was a social media user, while the second question was used to determine 

whether the respondent was of appropriate age to not require parental consent. All the 

responses that indicated that the participants did not use social media platforms or were 

beneath the minimum age set were taken out from the results. 

  

3.4.2. Sampling technique 

Zikmund et al. (2009) claim that a sample must include the populations all different 

characteristics in order to be truly representative. In quantitative research, random 

sampling, or also called probability sampling, is a method that gives all individuals 

within a population an equal chance of be chosen and participant in a study (Adams, 

Raeside & White, 2007; May, 2011). The opposite method of probability sampling is 

non-probability sampling, which, as Saunders, Lewis and Haefner (2016) explain, is a 

method used when every individual in a population do not have the same and equal 

chance of being chosen. 

    Due to the specific direction and aim of the sample in this survey, the method of 

using a probability sample was unachievable. Instead a non-probability sample was 

implemented in order to gather results from a more specific sample group - social media 

users above the age of 18. 

According to Neuman (2003) and Bryman and Bell (2015), there are numerous 

of techniques of how to collect a sample, and it is vital to utilize a sampling technique 

that suits the goals of the research. The three most common non-probability sampling 

techniques are known as snowball sampling, quota sampling and convenience sampling 

(Neuman, 2003; Malhotra, 2010; Bryman & Bell, 2015). Within this research, the 

researchers decided on using snowball sampling as one advantage that Bryman and Bell 

(2015) describes snowball sampling as having is the ability to reach specific target 

groups. Therefore, as the authors sought a very specific target group - social media users 

above the age of 18, - only snowball sampling was utilized. 

    Snowball sampling is a form of convenience sampling, which is characterized by the 

approach of researchers contacting smaller sample groups that are relevant for a given 

study and then asking respondents to refer new participants to the researchers. Thusly, 

the researchers can build up a large number of respondents that fit certain criteria 

(Bryman and Bell, 2015). Utilizing snowball sampling allows researchers to include 

respondents that might otherwise be impossible to reach, or who may be inclined to 

distrust the researchers directly, as well as build up a specific sample efficiently 

(Bryman & Bell, 2015). However, while snowball sampling has a number of 

advantages, it is also subject to significant bias if initial respondents are not selected 

extremely careful - which may be sometimes beyond the researcher’s control (Bryman 

& Bell, 2015).  

For this research, the authors are utilizing a snowball sampling technique by 

delivering a survey to individuals that are users of social media platforms. The 

researchers asked the participants to share the survey on social media platforms in order 

to get as many respondents that fit the criteria as possible. 
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3.4.3. Sample size determination 

The size of a sample is important, as appropriate sample sizes, if a survey of the full 

population cannot be attained, can lend depth and validity to a study by providing more 

accurate and reliable results (Morgan & Van Voorhis, 2007). According to Morgan and 

Van Voorhis (2007), when it comes to determining sample size, the following formula 

is used very commonly by researchers as a guiding rule of thumb. 

 

N > 50 + 8m  

N: Sample size  

m: Number of independent variables  

  

In this case, as the authors utilized three independent variables, the formula yields a 

minimum sample of 74 participants - which is determined to be the minimum that must 

be attained for this study in order to consider it valid. However, to ensure even greater 

validity and reliability, the authors sought a sample of 100 respondents, which was 

considered to be feasibly attainable. 

  

3.4.3. Data collection procedure 

In order to collect the data for this study, the authors utilized a survey service called 

Google Forms to create a survey that was planned to be distributed to respondents using 

online-only methods such as e-mail and instant messaging. By doing so, the authors 

expected to be able to further narrow down the possible respondents by excluding 

offline research methods. 

The authors first created a test survey which was utilized in the pre-test to 

determine whether Google Forms was suitable for use and did not cause confusion to 

participants. As all pre-test respondents did not indicate any discomfort or confusion, 

Google Forms was approved as being appropriate. After the conclusion of the pre-test, 

the researchers then distributed the surveys. 

After the data was gathered, the authors transferred the statistical results from 

Google Forms to a spreadsheet, from which the authors drew and calculated the survey 

results (See Appendix 2). The data was then transferred from the spreadsheet to SPSS, 

where the authors performed the data analysis. 

   

3.5. Data analysis method 

In order to analyze the large amount of gathered data, the authors coded the data into 

SPSS and employed several analysis techniques. The primary techniques used are 

common techniques used in quantitative data analysis - descriptive statistics, correlation 

analyses, multiple regression analyses and reliability tests (Saunders, Lewis and 

Thornhill, 2016).  

  

3.5.1. Data coding and entry 

According to Bryman and Bell (2015) data coding is seen as the preparation of collected 

data from a source, such as a questionnaire, for further analysis. As such, all responses 

from the questionnaire were gathered and the authors proceeded to insert the raw data 

into SPSS, a statistical analysis software program, and code it into a number of 

variables and scales. 

    Firstly, the questions were grouped and coded based on the construct they were 

operationalized as belonging to. Questions belonging to the variable perceived goal 

impediment were marked PGI1 through PGI4, while questions that belonged to 

perceived advertising clutter were labeled PAC1 through PAC3. Questions that related 
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to negative prior experiences were labeled PE1 through PE5 and questions regarding 

purchase intention were labeled PI1 through PI5.  

    Further, as the authors sought to use whole variables for comparison and in order to 

determine relationships between them, new variables were computed that took a broader 

picture of the whole variable, rather than parts of it. This was accomplished by 

summing up each respondent’s answers to questions within a given variable and 

dividing them by the number of questions, thus getting the average result. As such, the 

variables were title after the variables they represented - the perceived goal impediment 

variable average was titled PGIA, the variable average of perceived advertising clutter 

was labelled PACA, the negative prior experiences variable average was titled PEA, 

and, finally, the purchase intention variable average was titled PIA.  

    Finally, all items within the questionnaire that utilized a Likert scale were coded as 

being on a scale of 1-7, with 1 being “strongly disagree” and 7 being “strongly agree.” 

  

3.5.2. Descriptive statistics 

During the course of this study, descriptive statistics in addition to a regression analysis 

were utilized in order to perform a thorough examination of the data gathered by the 

survey mentioned previously. In order to perform these statistical analyses, the authors 

utilized SPSS. 

Descriptive statistics refers to a number of techniques used to describe sets of 

measurement and summarize and describe important characteristics of those sets 

(Nunnally and Bernstein, 1994; Mendenhall, Beaver and Beaver, 2012). According to 

Nunnally and Bernstein (1994), knowing a variety of descriptive statistics, - such as 

skewness, kurtosis, mean and standard deviation - is key to being able to accurately 

describe the data gathered, but also in order to be able to notice possible influencing 

factors for errors in the data. Further, by knowing these statistics, it is possible to more 

easily determine whether certain questions or elements within gathered data sets may 

affect end results or further analysis. It is because of these benefits that the authors 

chose to utilize descriptive statistics.  

In this case, a number of descriptive statistics were derived from the 

questionnaire data to describe key features of said data, - skewness, kurtosis, mean and 

standard deviation. According to Nunnally and Bernstein (1994) as well as Mendenhall 

et al. (2012), the two most important statistics for determining errors and describing 

obtained results are skewness and kurtosis, as a skewness or kurtosis beyond 

recommended norms may skew data or cause problems with other statistical techniques. 

Nunnally and Bernstein (1994) and Mendenhall et al. (2012) recommend that the 

skewness result should be between -1 and 1, and that the kurtosis should be ideally 

between -1.5 and 1.5. Therefore, the authors endeavoured to ensure that the skewness 

and kurtosis of the data, if possible, meets these recommendations and is between -1 

and 1, and -1.5 and 1.5, respectively. 

  

3.5.3. Multiple regression analysis 

The second method used was a multiple linear regression analysis. According to 

Nunnally and Bernstein (1994), Wang and Jian (2003), Baum (2006) and Yan and Su 

(2009), linear regression analyses are utilized when trying to determine the relationships 

between different variables. Specifically, whether independent variables, known as 

predictors, are able to accurately predict a dependent variable, or criterion (Nunnally & 

Bernstein, 1994, Wang & Jian, 2003). When only one predictor is utilized, it is 

considered to be a simple linear regression, whereas when two predictors are used, it is 

termed as multiple linear regression, though there is no functional difference between 
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the two methods aside from the number of predictors (Nunnally & Bernstein, 1994; 

Wang & Jian, 2003; Baum, 2006; Yan & Su, 2009). 

According to Yan and Su (2009), there are multiple ways of calculating a 

regression analysis - the least squares method being the most common, while other 

methods, such as maximum likelihood, being secondary. . In this study, a least squares 

multiple and linear regression is carried out, as the authors seek to establish and test the 

relationships between several predictors and a criterion, in order to understand whether 

chosen predictors are accurate and to what extent they effect the criterion. 

According to Wang and Jain (2003) and Baum (2006), there are several 

important elements in a regression analysis. However, two primary elements are 

relevant when examining a regression analysis - the beta coefficient and adjusted R 

squared (Wang & Jain, 2003). The beta coefficient determines how important a variable 

is relative to other used variables, that is, how great an effect a predictor has on the 

criterion (Wang & Jain, 2003; Baum, 2006). The adjusted R squared, on the other hand, 

determines how well a model explains gathered data. A high adjusted R squared value, 

which is generally considered to be above 0.600, generally shows that a model explains 

data to a great degree, whereas a low adjusted R squared, typically beneath 0.300, 

generally shows that a model is insufficient to explain all the data (Wang & Jain, 2003). 

As these are considered to be the three most generally important characteristics when it 

comes to describing the outcome of a regression, the authors focused on finding them 

through a regression analysis and the creation of a regression matrix (See Appendix 4). 

  

3.6. Quality criteria 

In this study, the authors utilized a number of criteria and several quality assurance 

methods to ensure that the results of the data gathering and analysis are valid, reliable 

and as high quality as can reasonably be achieved.  

  

3.6.1. Content validity 

According to Hayne, Kubany and Richard (1995), content validity refers to the degree 

to which elements of a given data collection method are relevant to and representative 

of the targeted construct for a specific assessment purpose. Elements, in this case, refers 

to anything that might impact the data gathered - such as the questions asked, the 

instructions given and so forth -, and the targeted construct refers to what is being 

measured by a particular element or group of elements (Hayne et al., 1995). 

    Content validity is considered to be an important element of empirical research 

(Wynd, Schmidt & Schaefer, 2003). It is considered an important first step to ensure 

content validity when developing an empirical measuring device, as it ensures that 

abstract constructs are measured in a way that is both accurate and representative of 

what is being measured (Hayne et al., 1995; Wynd et al., 2003; Yaghmaie, 2003).  

There are three common ways of ensuring content validity - through utilizing 

pre-existing literature, through consulting representatives of the target population and, 

finally, through consulting experts in the field (Hayne et al., 1995; Yaghmaie, 2003). 

While the ideal solution is to use a multi-method approach and apply all three methods 

separately and through different stages of the study, occasionally this approach is not 

likely due to time or material constraints (Hayne et al., 1995).  

In this study, a two method approach was used due to convenience. Firstly, the 

questions utilized in the survey were based on questions utilized by Cho and Cheon 

(2004) and Kelly et al. (2010). Further, the authors consulted an expert on quantitative 

research methodology for a review of the survey questions and pre-testing material prior 

to use, in order to ensure a baseline of content validity and that the modifications made 

to the questions were appropriate.  
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3.6.2. Construct validity 

Measures often reflect not only a theoretical concept, but also a certain amount of error. 

In order to minimize error and other potential threats to the usefulness and validity of a 

particularly study or measurement system, it’s important to ensure construct validity 

(Bagozzi, Yi & Phillips, 1991). 

    Construct validity is defined as being the extent to which an operationalization 

measures the concept that it is supposed to measure (Bagozzi et al., 1991). Cronbach 

and Meehl (1955) and Nunnally and Bernstein (1994) further explain that construct 

validity is a condition whereby all the measures of one construct are considered together 

and validated to ensure that they provide a reasonable operationalization for that 

construct.  

    Construct validity has a wide variety of measures and approaches, including multi-

method approaches that can help ensure even greater validity. However, the most 

common, way to measure construct validity is to conduct a correlation analysis 

(Cronbach & Meehl, 1955; Bagozzi et al., 1991; Hair, Anderson, Babin & Black, 2010). 

Thusly, the authors utilized a correlation analysis during this study in order to ensure a 

reasonable level of construct validity.  

In essence, as Nunnally and Bernstein (1994) state, a correlation analysis to 

determine construct validity focuses on establishing whether there exists a connection, 

known as a correlation, between individual measures and how strong said correlation is. 

If the correlation between all measures is high, then it means they all measure the same 

thing - an ideal state if a single construct is validated. If the measures split up into 

clusters that are highly correlated, but poorly correlated to members of other clusters, 

then a number of different things are measured. Finally, if the measures do not correlate 

at all with one another, then they measure different things entirely - which is largely 

undesirable when dealing with construct validity (Nunnally & Bernstein, 1994). 

However, such correlations can be highly contextual and, as such, must be carefully 

considered (Nunnally & Bernstein, 1994; Hair et al., 2010) 

In this paper, the authors used a Pearson correlation analysis to determine 

whether the measures related to different constructs correlate, as is standard in the field 

(Nunnally & Bernstein, 1994; Hair et al., 2010). As Nunnally and Bernstein (1994) 

outline, it is important to first make note of the significance level of the correlation - a 

significance level lower than 0.05 indicates a correlation, while a significance level 

lower than 0.01 indicates a very strong correlation. Finally, a Pearson correlation is 

limited to results between -1 and 1, with the strength of the correlation being weaker 

closer to 0 and stronger closer to either -1 for a negative correlation or 1 for a positive 

correlation (Nunnally & Bernstein, 1994; Hair et al., 2010). Results that are above 0.8 

or below -0.8 are considered to be very strongly correlated, whereas results that are 

between 0.3 and -0.3 are considered to be very poorly correlated (Chan, 2003; Hair et 

al., 2010). As such, the authors sought to increase construct validity by making sure that 

the measures for each construct are strongly correlated with one another, at least at a 

0.05 significance level with a Pearson correlation result between  0.8 and 0.3 or -0.3 and 

-0.8. 

  

3.6.3. Criterion validity 

DeVon, Block, Moyle-Wright, Ernst, Hayden, Lazzara, Savoy and Kostas-Polston 

(2007) define criterion validity as pertaining to evidence of a relationship between 

different elements in a developed measurement method with performance on another 

variable. Hair et al. (2010) add to this, stating that criterion validity is often used as a 

predictive tool, in order to gauge whether a measurement method’s operationalization 
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performs as expected in relation to other variables. According to DeVon et al. (2007), it 

is important to measure criterion validity to reduce errors that might exaggerate 

correlations between variables and criteria, creating false results. Criterion validity can 

be measured in a variety of ways, but it is primarily done by utilizing correlation 

analyses (DeVon et al., 2007; Hair et al., 2010). Thusly, the authors utilized a 

correlation analysis to increase criterion validity.  

    While a correlation analysis performed for criterion validity shares many similarities 

with the correlation analysis performed for construct validity, there are a number of key, 

fundamental differences (Nunnally & Bernstein, 1994; DeVon et al., 2007; Hair et al., 

2010). A correlation analysis for the purposes of criterion validity focuses on the 

correlation between constructs, rather than measures within constructs, and how 

strongly predictors relate to criterions. A strong correlation between a predictor and a 

criterion shows that the predictor is a good indicator of the criterion, while a weak 

correlation shows that the predictor is a poor predictor of a criterion (Nunnally & 

Bernstein, 1994).  

Thusly, the authors utilized a Pearson correlation to determine the correlation 

between three predictor variables - perceived goal impediment, perceived advertising 

clutter and negative prior experiences with social media advertising - with one another 

and with the criterion, purchase intention. Identical criteria were used for this 

correlation analysis as for testing construct validity, with the researchers seeking to 

determine whether the predictor variables correlate with the criterion variable at least at 

a 0.05 significance level with a Pearson correlation result between 0.8 and 0.3 or -0.3 

and -0.8. 

  

3.6.4. Reliability 

According to Tavakol and Dennick (2011), reliability is considered to be one of the 

most important aspects of creating a study or empirical measurement. Reliability is 

closely linked to validity, and can be considered to be how consistent a given 

measurement method is. Indeed, as DeVon et al. (2007) and Tavakol and Dennick 

(2011) further state, reliability is a prerequisite for validity - if a measurement method is 

not reliable, it is also invalid.  

    According to  DeVon et al. (2007) and Tavakol and Dennick (2011), the most 

common measurement for ensuring reliability is known as the Cronbach’s Alpha. As 

such, the authors of this paper utilized Cronbach’s Alpha in order to ensure an 

acceptable degree of reliability in the study. Nunnally and Bernstein (1994) and 

Petersen (1994) assert that the minimum acceptable Cronbach’s Alpha coefficient 

should typically be between 0.6 and 0.8, with a recommended minimum of 0.7. 

Therefore, the authors sought to have a Cronbach’s Alpha coefficient that is above 0.7, 

but with a minimum acceptable level of 0.6. 

     

3.7. Ethical concerns 

According to Bryman and Bell (2015), there are four primary ways in which researchers 

can breach respondent trust or ethical guidelines. These are considered to be doing harm 

to the respondents, deceiving the respondents, invading the privacy of respondents and, 

finally, not seeking out informed consent from respondents. 

    Doing harm to respondents is considered by Bryman and Bell (2015) to be anything 

that may damage respondents physically, developmentally, encourage stress or poor 

self-esteem, damage future career prospects and so forth. This can also be extended to 

encompass the researcher as well, when considering methods that might bring 

emotional, physical or professional damage to the researcher (Bryman and Bell, 2015). 
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    The second major facet is deception. As Bryman and Bell (2015) define the concept, 

it relates to leading the respondents to believe that the research is something else than 

what it actually is. Deception is considered to strongly breach respondent trust, as well 

as damage the reputation of researchers and fields they work in (Bryman & Bell, 2015). 

    The third facet is invading the privacy of the respondents. This concept is tied deeply 

with informed consent, as respondents are expected to be informed of what questions 

researchers seek to answer and allowed to refuse or accept the terms of the research. 

Covert research methods, as such, are considered to be unethical if they do not inform 

or give respondents the right to refuse, reveal private or confidential information that 

would not have been given if the respondents were informed and so forth (Bryman & 

Bell, 2015). 

    Finally, informed consent is considered to be the final facet of common ethical issues 

by Bryman and Bell (2015). It is considered important to allow respondents to be given 

as much information on the research as possible in order to allow them to make an 

informed decision about whether to participate in a study or not. As such, failure to seek 

out such consent is considered a breach of ethics (Bryman & Bell, 2015). 

    As such, the researchers in this study sought to perform an ethically appropriate study 

by taking into account the various facets as described by Bryman and Bell (2015). In 

order to avoid possible ethical issues, the researchers firstly excluded all respondents 

below the age of 18, as otherwise that would generally require the authors to obtain 

permission from the parents or legal guardians of the respondent (Bryman & Bell, 

2015). Further, the authors informed respondents of the purpose and general 

background of the research and obtained informed consent. Finally, the responses were 

made anonymous to ensure that all respondents remained anonymous and 

unidentifiable. 
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4. Results  
In this chapter, the authors discuss and analyze the results of the questionnaire using 

methods outlined in the previous chapter. The chapters is divided into different  parts 

which consist of quality analysis, descriptive statistics and regression analysis. 

  

4.1. Quality analysis 

In order to assess the quality of the data gathered, the authors utilized several correlation 

analyses to measure construct and criterion validity. Further, the authors utilized a 

reliability analysis using Cronbach’s Alpha to assess the reliability of the gathered data 

(See Appendix 3 for the full matrix of the construct analysis).  

Firstly, the authors correlated the questions within each construct to one another 

to ensure that the questions measured each construct adequately. The PGI group of 

questions was found to correlate very significantly at the 0.01 significance level, with 

all questions falling within expected Pearson correlation result parameters. Similarly, 

the PAC group of questions correlated significantly to one another at the 0.01 level and 

results fell within expected Pearson correlation parameters. The PE group of questions 

was found to also correlate significantly with one another at the 0.01 level, with no 

abnormalities in regards to the Pearson correlation score. Finally, the PI group of 

questions was also correlated to one another and were found to correlate very 

significantly at the 0.01 level, with one abnormality, as questions PI3 and PI4 had a 

Pearson correlation results of 0.863, which indicates a very strong correlation.  

Secondly, in order to ensure the maximum amount of construct validity, the 

authors conducted a correlation analysis of all independent variables to one another (For 

the full results of the analysis, see Appendix 3). All of the questions from the PGI, PAC 

and PE groups of questions were found to correlate significantly with one another, 

while the PI group of questions was found to correlate insignificantly with PGI and 

PAC group questions. The PI group of questions was found to correlate significantly 

with the PE group of questions.  

Thirdly, a criterion analysis was performed by correlating PGIA, PACA, PEA 

and PIA constructs (See Table 1). PGIA, PACA and PEA constructs were all found to 

correlate positively at a 0.01 significance level, while PGIA and PACA constructs 

correlated negatively with PIA at a significance level of 0.05 level. PEA and PIA 

constructs were found to correlate very significantly at a 0.01 significance level. 

  

    PGIA PACA PEA PIA 

PGIA Pearson Correlation 1 0.565 0.493 -0.223 

Significance level   0.000 0.000 0.024 

PACA Pearson Correlation 0.565 1 0.511 -0.222 

Significance level 0.000   0.000 0.025 

PEA Pearson Correlation 0.493 0.511 1 -0.450 

Significance level 0.000 0.000   0.000 
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PIA Pearson Correlation -0.223 -0.222 -0.450 1 

Significance level 0.024 0.025 0.000   

  

Table 1. Criterion validity correlation table 

  

Finally, a reliability analysis was carried out, utilizing Cronbach’s Alpha (See 

Table 2). As shown, all variables were found to be of acceptable reliability, and most 

are well above even the recommended minimum of 0.7 outlined by Nunnally and 

Bernstein (1994) and Petersen (1994). As such, all questions were accepted as being 

appropriate. 

  

Variables Cronbach’s Alpha Score Items 

PGI .827 4 

PAC .719 3 

PE .873 5 

PI .867 5 

Table 2. Reliability analysis results 

   

4.2. Descriptive statistics 

In order to better understand the data gathered, the authors analyzed the 102 responses 

gathered in terms of determining the most relevant descriptive statistics - skewness, 

kurtosis, mean and standard deviation. Table 3, located below, fully outlines the 

findings of this analysis. 

    The highest mean was found to belong to question PGI3 at 5.83, with questions 

PAC1 and PE3 displaying likewise high means at 5.55 and 5.51, respectively. The 

lowest means were found to belong to question PI1 at 2.20, with questions PI2 

displaying a similarly low mean of 2.26. The most highly skewed variables, which 

exceeded normal skewness parameters were found to be PGI3, PE3 and PI1 at -1.515, -

1.022 and 1.262, respectively. PAC1 and PE5 displaying similarly high skewness scores 

at -0.904 and -0.902, but were within standard parameters, that is to say, between -1 and 

1. Finally, PGI3 also had the highest kurtosis at 1.883, exceeding normal parameters, 

which were expected to be between -1.5 and 1.5. PI1 was also found to exhibit a 

kurtosis greater than 1.587, similarly exceeding normal parameters.  

  

  Mean Standard Dev.  Skewness Kurtosis 

PGI1 4.82 1.601 -0.592 -0.218 

PGI2 5.09 1.549 -0.786 0.128 

PGI3 5.83 1.523 -1.515 1.883 
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PGI4 4.25 1.619 -0.036 -0.637 

PAC1 5.55 1.390 -0.904 0.338 

PAC2 5.01 1.644 -0.534 -0.545 

PAC3 3.97 1.697 0.047 -0.837 

PE1 5.29 1.633 -0.711 -0.225 

PE2 4.84 1.693 -0.511 -0.683 

PE3 5.51 1.303 -1.022 0.918 

PE4 5.29 1.526 -0.836 -0.023 

PE5 5.28 1.619 -0.902 0.137 

PI1 2.20 1.275 1.262 1.587 

PI2 2.26 1.297 0.798 -0.302 

PI3 2.71 1.513 0.620 -0.521 

PI4 2.70 1.501 0.571 -0.495 

PI5 2.61 1.599 0.800 -0.197 

Table 3. Descriptive statistics  

  

  

4.3. Multiple regression analysis 

To test the hypotheses outlined previously, a multiple regression analysis was 

conducted through SPSS (See Appendix 4 for full result table). Each model represents a 

separate test conducted to determine what effect a particular variable has on the 

dependent. Models 1 through 3 test each hypothesis and variable separately, while 

Model 4 combines them for a comprehensive analysis. 

    According to the results of Model 1, the first independent variable PGIA was 

significantly negatively correlated with the PIA variable at the 0.05 level, with a Beta 

value of -0.203 and R-squared and Adjusted R-squared values of 0.050 and 0.040, 

respectively. When taking into account the PGIA variable in Model 4, where the 

variable was analyzed alongside the PACA and PEA variables, the significance level 

became 0.952 instead and the Beta value dropped to -0.006, which is very far below the 

expected low bar of 0.3 or -0.3. 

As described in the results for Model 2, the independent variable PACA was 

significantly negatively correlated with the PIA variable at the 0.05 level, with a Beta 

value of -0.204 and R-squared and Adjusted R-squared values of 0.049 and 0.040, 

respectively. When taking into account the PACA variable in Model 4, where the 

variable was analyzed alongside the PGIA and PEA variables, the significance level 

became 0.905 and the Beta value became 0.013. 

In Model 3, the independent variable PEA was very significantly negatively 

correlated with the PIA variable at the 0.01 level, with a Beta value of -0.413 and R-

squared and Adjusted R-squared values of 0.203 and 0.195. Evaluating the PEA 

variable in relation to Model 4, where the PEA variable was analyzed alongside the 
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PGIA and PACA variables, the significance level did not change and the variable 

remained very significantly correlated with the PIA variable, while the Beta value 

changed to -0.416.  

Model 4, where all variables were considered alongside one another to 

determine the combined, was found to have R-squared and Adjusted R-squared values 

of 0.203 and 0.178, respectively. The model was further found to be very significantly 

correlated with the dependent variable PIA at a significance level of 0.01.   
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5. Discussion 

In this chapter a discussion concerning findings thats been presented in the results is 

conducted. The chapter revolves around rejection and the acceptance of the different 

hypothesis. Further, the chapter are containing a discussion regarding the additional 

findings described in the part of the results. 

  

5.1. Quality discussion 

While the content validity is expected to be reasonably high due to a two method 

approach undertaken prior to survey distribution, wherein questions were drawn from 

theory, modified to suit the social media context and further validated by an expert in 

quantitative study methodology, the same cannot be said for construct and criterion 

validity, which requires further evaluation and contextualization.  

    In regards to the construct validity, while it was found that individual questions 

within each independent variable correlated significantly with one another (See 

Appendix 3), this is not unexpected as the variables were previously used by Cho and 

Cheon (2004) as measures of a single construct - marketing avoidance online Similarly, 

while the PE independent variable was found to correlate significantly with the PI 

dependent variable, this acceptable, as a predictor, such as PE, is expected to correlate 

with a dependent. Similarly, the construct correlation analysis showed that most 

constructs were correlated, likely due to the three independent constructs - PGIA, PECA 

and PEA - being antecedents of marketing avoidance and being predictors for the 

dependent variable PIA. 

    However, in the descriptive statistics analysis, several questions - PGI3, PE3 and PI1 

- showed a large degree of skewness and kurtosis. As such, a non-normal distribution is 

indicated, which could have affected the results of the analysis to some degree.   

  

5.2. Results discussion 

As the results of the regression analysis (See Appendix 4) indicate, there are significant 

shortcomings to utilizing Cho and Cheon’s (2004) model for antecedents of marketing 

avoidance online and applying it to social media. As Kelly et al. (2010) predicted in her 

criticism  of Cho & Cheon’s (2004) model, the model’s antecedents are largely 

irrelevant to social media users, with negative prior experiences being the only relevant 

antecedent that had any effect. 

    Hypothesis H1-, which considered that the three antecedents of marketing avoidance 

developed by Cho and Cheon (2004) as antecedents of online marketing avoidance 

would affect purchase intention significantly negatively was disproven by the regression 

analysis. As the full model only had a R-squared value of 0.203 and an adjusted R-

squared value of 0.178, it is considered to be able to explain only an insignificant 

portion of the data gathered according to Wang and Jain (2003). It is further disproved, 

as the fourth model in the regression analysis indicates that the PACA variable had a 

positive effect on the dependent, even if it only had a Beta value of 0.013, which is 

considered far below acceptable levels by Nunnally & Bernstein (1994). 

Similarly, hypothesis H1A- was found to be not significant enough to accept, 

even though the initial results of the regression and data gathering indicated that it 

might have been accepted. While survey results showed that it corresponded to Cho and 

Cheon’s (2004) predicted relationship, following the regression analysis of the full 

model, it was found that perceived goal impediment had an overall Beta value of -0.006 

and a significance value of 0.952, which fell well below standard results. 

The third hypothesis, H1B- was also found to be not significant enough to 

accept, even though initial results were also encouraging. While the survey results and 

initial regression analysis indicated that the hypothesis might have been accepted, albeit 
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at only a 0.05 significance level, it became apparent when analyzing the full model that 

the variable had a significance level of 0.905 and a Beta value of 0.013, which were 

outside acceptable parameters. As the result was positive, it is assumed that it may be a 

statistical error or that Cho and Cheon’s (2004) assumptions about the influence of 

perceived advertising clutter were ultimately incorrect. 

Finally, the last hypothesis, H1C-, was found to be significant enough to be 

accepted, which indicates that negative prior experiences with social media had a 

negative effect on purchase intention. While the regression indicated a Beta value of -

0.416, which according to Wang and Jain (2003) is a rather weak correlation, it was 

nonetheless identified as being very significantly correlated with the dependent. This 

result supported the criticism of Kelly et al. (2010) and Ha and McCann (2008) towards 

Cho and Cheon’s (2004) model as applied to social media, as it was predicted that only 

prior experiences would have any significant effect.  
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6. Conclusions 

In this chapter, the conclusions of the study, founded upon the purpose, the analysis and 

discussion preceding, are explained.  

 

The purpose of this study was to explain how antecedents of marketing avoidance 

affected purchase intention on social media platforms. Utilizing existing theory and the 

model of online marketing avoidance devised by Cho and Cheon (2004), the authors 

devised a modified model of how antecedents of marketing avoidance were expected to 

affect purchase intention on social media number and created a number of hypotheses.  

By compiling a survey and analyzing data gathered through the use of a 

questionnaire by way of numerous quality analyses, as well as an analysis of descriptive 

statistics and a multiple regression analysis, the authors tested the hypotheses and found 

that all hypotheses, with the exception of H1C-, were either insignificant or otherwise 

flawed and had to be rejected. 

As such, it can be seen that Cho and Cheon’s (2004) model is not suitable for 

use on social media platforms as Kelly et al. (2010) predicted in her criticism of Cho 

and Cheon’s (2004) model. Further, due to perceived advertising clutter apparently 

having a positive correlation with purchase intention, Cho and Cheon’s (2004) and 

Kelly et al.’s (2010) assumptions about the effect of perceived advertising clutter may 

be flawed and need to be reassessed. 
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7. Implications 

In this chapter, a number of implications that this study may hold for managers and 

researchers are explained. 

  

7.1. Implications for managers 

The implications for managers are fairly straightforward, but nonetheless important. 

Despite predicted results indicating that all three antecedents should have significant 

influence on the dependent variable of purchase intention on social media, this study 

found that advertising clutter and goal impediment are generally irrelevant when it 

comes to consumer purchase intention or marketing avoidance on social media, and, as 

such, reducing the amount of advertising on social media or making it less intrusive will 

likely not have an appreciable effect on the purchase intention of customers.  

The most significant contribution is the indication that prior negative 

experiences with social media advertising have an appreciable negative effect on 

purchase intention. Though it is not a very strong correlation, it is very significantly 

correlated and, as such, it indicates that advertising that is unsatisfying, does not provide 

enough incentive or utility to consumers negatively affects consumer purchase 

intentions. 

  

7.2. Implications for researchers 

This study has some implications for researchers and academics as well, in that it serves 

as a test of Cho and Cheon’s (2004) model of antecedents to online marketing 

avoidance used outside the model’s original context and applied to social media, as 

Kelly et al. (2010) and Akar and Topcu (2011) believed could be done. Having 

conducted rigorous testing, most of the hypotheses and expectations built upon Cho and 

Cheon’s (2004) original theory were found to be misleading or erroneous.  

Further, the results of this study indicates that unlike Cho and Cheon’s (2004) 

and Li, Edwards and Lee’s (2002) prediction that consumers are goal-driven on the 

internet, this theory may not be as applicable to social media, as perceived goal 

impediment, despite encouraging initial results, was proved to be almost entirely 

insignificant. Moreover, this study may also indicate that the beliefs outlined by Speck 

and Elliot (19972), Cho and Cheon (2004), Ha and McCann (2008) and Kelly et al. 

(2010) that consumers take significant notice of the amount of advertising on social 

media may be misleading. Indeed, the results of this study indicate that perceived 

advertising clutter may even have a positive relationship with purchase intention - 

which could indicate that more advertising online may, in fact, result in greater purchase 

intention. However, this relationship is highly uncertain and, as such, needs to be 

studied further.  

Finally, this study adds to the empirical material that support Cho and Cheon’s 

(2004) and Kelly et al.’s (2010) theory that prior experiences affect social media 

advertising effectiveness. It may also indicate that Cho and Cheon’s model, at least, in 

part may be applicable for social media advertising. 
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8. Limitations and future research 

In this chapter, a number of limitations are discussed, as well as a few suggestion for 

future avenues of research in this field. 

  

8.1. Limitations 

A great limitation of this study was that the theory was heavily based on Cho and 

Cheon’s (2004) model for antecedents of marketing avoidance online. As predicted by 

Kelly et al. (2010), the majority of antecedents utilized by Cho and Cheon (2004) 

proved to be insignificant when applied to social media. 

Moreover, the operationalization of the variables and the questions devised, as 

they were based primarily on questions developed by Mehta (2000), Cho and Cheon 

(2004) and Kelly et al. (2010) may be poorly modified and, thus, not representative. The 

usage of purchase intention as the only variable of social media advertising 

effectiveness is also questionable.  

The sample size of this study was also relatively small, given that the population 

of social media users numbers in the millions and due to the non-normal distribution of 

the data set, it is expected that the research may have a significant margin of error in the 

statistical analysis. As such, the results of this study are not extremely reliable overall, 

and may need to be verified in a larger study to be considered useable.   

Finally, the usage of only close-ended questions and a 7-point Likert scale with 

no control variables may also have had an affect on the precision, spread and 

distribution of the data and the regression.  

   

8.2. Future research 

The authors of this study suggest that future research be undertaken in determining how 

antecedents of marketing avoidance and marketing avoidance itself affect purchase 

intention and other measures of social media advertising effectiveness. Through 

surveying the existing literature, the authors noted that there is very little empirical 

evidence or scientific studies that consider this topic, and most are on a small scale.  

Further, as the results of this study were made with a very small sample size 

compared to the population, a larger study should be undertaken to attempt and 

determine whether the relationships outlined in this study are accurate and 

representative of the actual situation.  

    Finally, it is recommended that researchers attempt to utilize both Cho and Cheon’s 

(2004) and Kelly et al.’s (2010) models as models for the antecedents of marketing 

avoidance on social media in order to verify their validity of use in such a context. 

Finally, researchers should also attempt to perform similar studies to this using both 

Cho and Cheon’s (2004) and Kelly et al.’s (2010) models in order to ascertain which is 

more accurate and which could have bigger implications for what affects social media 

advertising effectiveness. 
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Appendices 

 

Appendix 1 - Survey 

Hello! We're students from Linneaus university, currently working on our thesis on 

social media advertising. We would really appreciate it if you could help us by 

participating in this quick survey. Thank you! 

Social media advertising, in this case, refers to any and all promotions for products or 

services (such as banners, videos before a youtube video and so forth) that you see on 

social media (such as Facebook, Twitter, Snapchat or Youtube), whether on a 

smartphone, mobile phone or online on a computer. 

Any information gathered during this study will remain anonymous and will not be 

utilized in any way beyond research purposes. 

  

1. Do you use social media?  

Yes        No 

2. Are you age 18 or older? 

Yes        No 

  

3. I feel that social media advertising makes it more difficult for me to use social 

media. (For example, by making pages harder to navigate, making it harder to 

post or view content...) 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

4. I feel that social media advertising slows down my social media activities. (For 

example, by interrupting or distracting constantly, by advertising making pages 

slower to load...) 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

5. I feel that social media advertising disrupts my ability to view the content that I 

want to see. (For example, being forced to watch advertising before viewing a 

video, pop up advertising interrupting reading of text...) 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

6. I feel that social media advertising often distracts me from doing what I want. 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

7. I think that there is too much advertising on social media. 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

8. The amount of advertising on social media irritates me. 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

9. I think that social media is only used as a means to advertise to people. 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

10. I don't enjoy interacting with advertisements on social media. 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

11. I think that most social media advertising is irrelevant to me. 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

12. I often feel that interacting with social media advertising isn't worth my time or 

effort. 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

13. I often feel that social media advertising doesn't help me in any way.  

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

14. I often feel that there's no reason for me to interact with social media 

advertising. 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

15. I am likely to purchase products based on social media advertisements.  
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Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

16. I am likely to use services based on social media advertisements. 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

17. I am more willing to purchase a product if I see it advertised on social media. 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

18. I am more willing to use a service if I see it advertised on social media 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 

19. I find social media advertising important whenever I want to purchase a 

product or use a service. 

Strongly disagree    1    2    3    4    5    6    7   Strongly agree 
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Appendix 2 - Survey results  
The questionnaire concluded with a total of 109 respondents, however, 7 were 

discounted immediately due to them not being social media users or younger than 18 

years old. As such, only 102 of the respondents answers are considered valid to use 

within this study. 

    Below, the results from the survey are presented variable by variable, with each 

question’s results displayed separately. First the results from the three independent 

variables will be introduced and last the result from the dependent variable. In the 

tables, the responses are given with reference to the utilized Likert scale (1-7) and the 

results from the questionnaire regarding each question are presented in percentage (%). 

  

  1 2 3 4 
  

5 6 7 

1. I feel that social media advertising makes it more difficult for me to use social 
media. (For example, by making pages harder to navigate, making it harder to 

post or view content...) 

3,9 6,9 7,8 17,6 27,5 20,6 15,7 

2. I feel that social media advertising slows down my social media activities. (For 

example, by interrupting or distracting constantly, by advertising making pages 

slower to load...) 

2,9 4,9 8,8 9,8 30,4 23,5 19,6 

3. I feel that social media advertising disrupts my ability to view the content that I 
want to see. (For example, being forced to watch advertising before viewing a 

video, pop up advertising interrupting reading of text...) 

2,9 2,0 4,9 4,9 16,7 21,6 47,1 

4. I feel that social media advertising often distracts me from doing what I want. 4,9 9,8 17,6 24,5 20,6 11,8 10,8 

Table 3. Perceived goal impediment (Independent variable) 

  

In regards to the perceived goal impediment questions, most respondents identified that 

they felt impeded in their use of social media by social media advertising. Respondents 

generally rated impediment highly. In the first question, 36,3% of all respondents 

reported that social media advertising made it more difficult for them to use social 

media. A total of 43,1% felt that social media advertising slows down the activities 

whilst 68,7% are disrupting the content that the participants want to see. Even though 

the generally high percentages from the previous questions, only 22,6% of the 

participants felt that advertising are most often distracting. 

  

  1 2 3 4 
  

5 6 7 

5. I think that there is too much advertising on social media. 1,0 2,0 5,9 13,7 17,6 29,4 30,4 

6. The amount of advertising on social media irritates me. 2,9 4,9 10,8 19,6 15,7 23,5 22,5 

7. I think that social media is only used as a means to advertise to people. 7,8 13,7 18,6 22,5 15,7 13,7 7,8 

Table 4. Perceived advertising clutter (Independent variable) 

  

In regards to the perceived advertising clutter questions, the respondents identified that 

they had different opinions about the amount of advertisements used on social media 

platforms. In the first question, 59,9% of a all respondents reported that they believe 

that there are too much advertisements on social media platforms. 46% of the 
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participants reported that the amount of advertisements are irritating and 21,5% think 

that social media are mainly used to advertise to people. 

  1 2 3 4 
  

5 6 7 

8. I don't enjoy interacting with advertisements on social media. 2,9 2,9 7,8 17,6 18,6 16,7 33,3 

9. I think that most social media advertising is irrelevant to me. 3,9 5,9 14,7 14,7 16,7 26,5 17,6 

10. I often feel that interacting with social media advertising isn't worth my time 
or effort. 

1,0 2,0 4,9 12,7 18,6 38,2 22,5 

11. I often feel that social media advertising doesn't help me in any way. 2,0 2,9 10,8 11,8 16,7 32,4 23,5 

12. I often feel that there's no reason for me to interact with social media 

advertising. 
3,9 2,0 8,8 15,7 12,7 30,4 26,5 

Table 5. Negative prior experiences with social media (Independent variable) 

  

In regards to the prior experiences with social media questions, most respondents 

generally rated highly with a 5 or 6 on each question. In the first question, 50% of a all 

the participants reported that they do not enjoy to interact with social media 

advertisements. Further, 44,1% feel like the advertisements are irrelevant and 60,7% felt 

that the interaction with social media advertisements are not worth the time. 55,9% 

reported that the advertisements was not for any help and 56,9% of all the participants 

feel no reasons for interacting with advertisements on social media platforms. 

  

  1 2 3 4 
  

5 6 7 

1. I am likely to purchase products based on social media advertisements. 35,3 34,3 14,7 9,8 3,9 1,0 1,0 

2. I am likely to use services based on social media advertisements. 37,3 26,5 16,7 12,7 5,9 1,0 0 

3. I am more willing to purchase a product if I see it advertised on social media. 26,5 27,5 14,7 16,7 10,8 2,9 1,0 

4. I am more willing to use a service if I see it advertised on social media. 28,4 22,5 17,6 18,6 8,8 2,9 1,0 

5. I find social media advertising important whenever I want to purchase a 

product or use a service. 
33,3 23,5 12,7 17,6 6,9 3,9 2,0 

Table 6. Purchase intention (Dependent variable) 

  

In regards to the purchase intention questions, most respondents identified that their 

intentions to purchase products and services are not affected by the use of social media 

or by displaying social media advertising. Respondents generally rated the intention 

low. In the first question, 69,6% of a all the participants reported that they were not 

likely to purchase a product based on advertisements on social media platforms. Almost 

the same percentage, 63,8%, goes for the likelihood of using services based on social 
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media advertisements. 54% reported to not be more willing to purchase products, and 

50,9% to not be more willing to use services based on viewed social media 

advertisements. Finally, 56,8% of all the respondents did not find social media 

advertising important when wishing to buy either a product or using a service. 
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Appendix 3 - Correlation matrix
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Appendix 4 - Regression matrix 

  

  Statistic Expec. 

Sign. 
Model 1 

(PGIA) 
Model 2 

(PACA) 
Model 

3 

(PEA) 

Model 

4 

(All) 

Evaluation 

Intercept     3.510 
(0.459) 

3.484 
(0.449) 

4.658 
(0.442) 

0.4658 
(0.516) 

  

Independent variables 

H1A Beta 

Std. 

Err. 

Sig. 

- -0.203 
0.089 
0.024 

    -0.006 
0.104 
0.952 

Rejected 

H1B Beta 

Std. 

Err. 

Sig. 

-   -0.204 
0.090 
0.025 

  0.014 
0.106 
0.905 

Rejected 

H1C Beta 

Std. 

Err. 

Sig. 

-     -0.413 
0.082 
0.000 

-0.416 
0.100 
0.000 

Accepted 

     

R2     0.050 0.049 0.203 .203   

Adjusted R2     0.040 0.040 0.195 0.178   

Std. Error     1.142 1.142 1.046 1.056   

F-value     5.220 5.186 25.399 8.303   

Significance 

level 
    0.024 0.025 0.000 0.000   

df     1 1 1 3   

Table 9. Regression analysis result matrix 
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Appendix 5 - Approach 

Firstly, the theoretical basis of this study was developed from a review of literature 

related to consumer attitudes and social media advertising effectiveness. Through 

analyzing existing theories and past studies, a model and a set of hypotheses are 

developed for how consumer attitudes are expected to effect social media advertising 

effectiveness. 

In this study, the majority of the theoretical sources utilized come from scientific 

articles and associated literature. To ensure quality, the authors applied the technique of 

source criticism towards given sources and evaluate a number of aspects - such as peer-

review status, references, applicability and structure. However, as some of this study is 

based on conceptual theories, not all sources may be subject to the same requirements. 

However, all articles that are non-books or otherwise inapplicable sources were verified 

through Ulrichsweb to ensure their peer-review status. 

Further, the authors used a number of different academic search engines articles 

and sources, including Google Scholar and OneSearch. During the data gathering 

process, a variety of keywords were used to find the most pertinent articles in the field. 

Some examples of the keywords used included: “advertising avoidance”, “consumer 

advertising avoidance”, “marketing avoidance”, “consumer marketing avoidance”, “past 

experiences”, “consumer attitudes”, “advertising effectiveness”, “social media 

advertising effectiveness” and similar phrases and derivatives. 

The authors then obtained data on several consumer attitudes towards social 

media advertising through the use of a survey developed and pre-tested to ensure 

accuracy, reliability and validity. The results of the survey were then analyzed through 

the use of a multimethod approach - descriptive statistics as well as a regression 

analysis were utilized in order to test relationships between the independent and 

dependent variables, as well as the significance of the independent variables in 

determining the dependent variable.  

Finally, the authors examined the gathered data in order to ensure that the 

research conducted is reliable and valid, and determine whether the hypotheses were 

found to be true or false. Conclusions were then be drawn and presented, along with 

examining the recommendations and implications, as well as avenues of possible future 

research.  
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Appendix 6 - Source criticism 

In modern scientific discourse, there is a very large amount of articles, most of which 

are easily available to anyone who uses the internet. Thusly, according to Hjørland 

(2012), it is very important to analyze and evaluate every source, as an article can be 

published almost everywhere and at any time by just about anyone. 

According to Hjørland (2012), source criticism could be defined as a method 

used to evaluate different kind of sources of information. As such, in the field of 

research, it is primarily used to evaluate various documents, individuals and 

observations in order to gain relevant information for a study. As Randolph (2009) 

further explains, this method is extremely important to utilize when determining 

whether or not documents reaches the criteria for quality set by the 

researchers.  Hjørland (2012) adds to this, stating that there are a number of near-

universal facets that are important to take into consideration while evaluating sources, - 

such as who the author is, the purpose of the document, the target group the documents 

was made for, and so forth. 

    In this research, the authors applied source criticism to be able to evaluate the 

credibility of various of sources. A number of different aspect that has to be taken in 

consideration, including the structure and aim of the research, the methods utilized, the 

relevance and credibility of the document and peer-review status. 

Wen et al. (2009), while not being a strictly scientific document that has passed 

through the peer-review process, is from the proceedings of a scientific conference and 

is thusly prepared and reviewed to some extent by experts in the field. As such, the 

authors hold is as a reasonably credible source. 

 


