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Abstract

Using social media advertising avoidance as the theoretical framework, this study explores the
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response characteristic and influence factors of users’ personalized advertising avoidance on
Weibo. The result of the online questionnaire survey shows that young users generally have cog-
nitive and behavioral avoidance of personalized advertisements on Weibo now. The skepticism of
advertising information, the relevance of advertising information, and the credibility of media are
the important factors that affect the avoidance of personalized advertising. Different from pre-
vious studies, the negative experience had no effect. The effect of the skepticism of advertising in-
formation on the cognitive and behavioral avoidance of advertising is found to be significantly
moderated by privacy concerns. Specifically, compared with those with low privacy concerns, us-
ers with high privacy concerns who have higher suspicion of advertising information will have
stronger advertising avoidance in cognition and behavior.
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Table 1. Correlation of variables
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4.2.2. BEIRASHT

Table 2. Regression analysis model

= 2. ElFSHRE

5 A0 [ B I AT A IR A
B SE R’ B SE R’
0.262 4392 0.447 0.247
REAE T 2 5 0.022 0.075
I B 0.196" 0.091 0.148" 0.071
I AR AR S -0.191" 0.078 —0.124" 0.061
I A AT R -0.262° 0.105 -0.228" 0.083

o, ARG A R2N 26.2%, F1H N 7.658 (p < 0.01). BEALI RS 5\ K1 (0] 38 8] 55 2 A F
B3, THE BMEE SN [RGB LS 2 IEASE(b =0.196, p < 0.05). J 55 B SEA T ST S
AN a3k 52 B 2 U (b = ~0.191, p < 0.05; b = -0.262, p < 0.05). {7 N[BT R2A 24.7%, FAEN
7.610 (p < 0.01). J 3515 SREE S\ A [a] 38k 2 1225 TEAH G (b = 0.148, p < 0.05). |~ %15 EAH P RGEA 7T
SEME S AT (A8 R 2 FU (b = -0.124, p < 0.05; b =-0.228, p < 0.01).

4.2.3. FRFAKERIBTER

BT EVASEER, |5 E R WS [ 55 AR 5 A o] S 5 N FURAT Jy [ 2 ]33
BRFMR. #—, BEMRRRIGEFR AL & K 3 A1) 5 [l 2 8] 2 BAAE R ER . A
S B IBESE N[ 1918 TR 2 b 7732, DL 45 D@ gl T AR &, Bl OV &) 45 [ml ik e [R]
T A Uy 2 A SR

[E] U 73 A 45 B BoR (6 3), AN EIBERE AL R? DN 0.256. X 1545 JEVPR B8 B oo\ 0 [ 3 A I [ S 2 it
YERI(B =0.155, p < 0.05), ARSI KN[EEETC 52 0. BRINA2 LI )R, R* N 0.328, RARL
79°0.072 (p < 0.01). J7 515 EPRSE T I H [a] 3 ) 1 1) TN E FH AT R 235 (B = 0.156, p < 0.05). BEFAIGIE
TE) 545 BMRGE B 5D\ 0 [RLgE ] i 5 7E 2 B2 198 = 0.178, p < 0.01). 17 N[FIEAA R*M 0.238. X
AT ERGE BT O Bl A O ) R S T, R AR R S R [RLEE G 3 S (B = 0.094, p < 0.05).
I BB E, RN 0312, R¥EN 0.074 (p < 0.01). [ 545 SPREE XA 0 [0 38% ) 1F ) T A

DOI: 10.12677/ass.2020.910219 1571 FES R ERTH


https://doi.org/10.12677/ass.2020.910219

R

ISR B2 (B = 0.102, p < 0.05). FEFARIELE] 545 PR BEE- 547y [ 38k 8] ) 3 45/ 2 R 25 I (B = 0.164,
p < 0.01). fEFRRESPERER, SIRERRER(BRIERMETHEMLEL, SRS (B
RUER T EE)) T 5 S B REs, HAARIANAT Dy [ml 8 e BT 5 2 o

Table 3. Stratified regression analysis
= 3. S REYVASH

5 A [ B Y FAT A B

B SE R’ B SE R’

JifE 1 0.256 0.238
IS B 0.155"™ 0.053 0.094" 0.053
IR B -0.101" 0.046 -0.059 0.046
]S I AT S -0.053 0.052 -0.059 0.052
FaFASRYE 0.248 0.051 0.205 0.051

JitE2 0.328 0312
I B 0.156" 0.065 0.102° 0.052
IR RSy EES -0.130" 0.063 -0.075 0.050
I A AT EE -0.031 0.071 —0.034 0.056
FaFASTE 0.204" 0.063 0.170" 0.051
PRBE > [ FL 0.178" 0.060 0.164" 0.048
AH A B AL 0.050 0.061 0.018 0.049
CIEAEREF N -0.004 0.069 -0.030 0.055

5. &5

AHEFUEM 1) 5 E RIS T &5 SAH R MEANEEA w) SEPE S o | i [l R 3, B 1
Louise Kelly FIA- S @A 455 a8k BE 18 By — & MR ARG HIE o T H i 6 (il o5 AR SR 1k B A5
ST SEVE BN R AR I, U R IRTE TSN T IR, s s AT AR BRI A g A, W R
fE RSk, DA HER LR, QDR S A, ST R

RIS, AR DR RIS AT, BEAE T AR B8 AN 2 X S A RIAAT Dy [l g ) B B2 PR 3R . X AT
Sl A SRR A G . DOR ARG &, A A 2 DUE B BN SR IE Y H Y
TR . BT & BA BRI, @ IRALEE B, A AR T

SEAN, AW FEIRTT TR IER TR . G5, FRAA TR M S M BR BE AN DA R [e]
JeAT el 2 AN 32 25 T RN o BARKERAIRTE R, IR AL ITE S () 55 R PR R HL T S AR T
(RSB SE B 2o T H TS, R R O A S 5 S R BB L Sy, PRIRAE R i sk A
PREERT, WAEREE TEom P ) 5 [l SN o B8 e A B RA R PERE R SRR ATy, — @R EATR 1A% 45t
) “BRAAIER” o FET U, RIm R AR SinaE P BRRA GR Y, DRAEFT P BRI ATFIEYT, AER P il 5
TR BB LB, B LA SN, R E AR 5 5T AR 2 (- T

6. WEBBRMERARRMITEIW
AU RAFEE SRR Ao B0, (EREAERE b, KR H TR E 22 A,

DOI: 10.12677/ass.2020.910219 1572 FES R ERTH


https://doi.org/10.12677/ass.2020.910219

R

PEAR RO FREA BBy Bl s A . RRIT AT — Dy KAV, SEmbe AR, Lo, e
FeITiE s AU A B A SR AT Sa e, B B ) B RO 2 o X A AR Rl
5 SRR DL (B AT REAF AR ZE o AR U] 45 15 58 PR FEMUR B 7 A 55 05 2K, P A7 08 R BRRRAIE
BEATIRA AT

e, FEWHRARE L, AU FUEBIE N E T SO T R, EAE) T A SR IR R B
FEZFENE,  RORBEFURT A0 K — e e AR PEAL ) BEAT BARBIE T, BB 2 AR AR A AT
B EAFE GG AR 2 .

SE

[17 FEEBEMNZE BT . 2 45 KA E BB & RIR LS [EB/OL].
http://www.cac.gov.cn/2020-04/27/c_1589535470378587.htm, 2020-04-27.

[2] B JEAETTEMME. BIES D] AL B SR AER), 2015, 37(3): 112-118.

[3] KBE, REMW. M e, HohE SR BRI S EREEWR, 2013, 29(5): 40-45.
[4] BFIM, IRE. AT SRR SRR ANEAG. BRI ERET]. BT E SR, 2016(21): 2-10.

(5] W77, M, TFE KBRS m L E RSB AT, BiE S5 AE38 7, 2015, 22(8): 98-106.

[6] SBiute. BEARKRIE NG & e SRR [T]. H7 i K27, 2015(3): 130-133.

[7] Skmedl. JETRUIRH S DOEBER A AT S HEEFT R [D]: (208 30]. Bifg: RRITE R, 2014,

(8] XUz, AN AAE T E——) H R LR HET %, 2011(6): 120-123.

[9] Abernethy, A.M. (1990) Television Exposure: Programs vs. Advertising. Journal of Current Issues and Research in
Advertising, 13, 61-77. https://doi.org/10.1080/01633392.1991.10504959

[10] Speck, P.S. and Elliott, M.T. (1997) Predictors of Advertising Avoidance in Print and Broadcast Media. Journal of
Adbvertising, 26, 61-76. https://doi.org/10.1080/00913367.1997.10673529

[11] Cho, C.H. (2004) Why Do People Avoid Advertising on the Internet? Journal of Advertising, 33, 89-97.
https://doi.org/10.1080/00913367.2004.10639175

[12] Kelly, L., Kerr, G. and Drennan, J. (2010) Avoidance of Advertising in Social Networking Sites: The Teenage Pers-
pective. Journal of Interactive Advertising, 10, 16-27. https://doi.org/10.1080/15252019.2010.10722167

[13] EWZE, KH, XF. B EERBERBUE ST shit A2 M4 H P 2 5302 5 B R 7T —— DUBT R AU
BT, EIRENE, 2017, 35(12): 108-114.

[14] Tk&F, BE, HEMS. B P BBRA I M LR 7T[T]. SRS 550, 2017, 40(6): 40-43.

[15] EHEE, I, RKE, QT B MRS H B L0585 E ot R )], BREHRTIE, 2016,
60(22): 126-134.

[16] XUEAT. MM 2 G—— i REER AR R BRI [7]. S5, 2018, 26(9): 40-42.

[17] HE;. PSS BRRRAIE S MR T LR KA I 0 % 7). EBRHE R, 2013, 35(2):
120-129.

[18] Baek, T.H. and Morimoto, M. (2012) Stay Away from Me. Journal of Advertising, 41, 59-76.
https://doi.org/10.2753/JOA0091-3367410105

[19] JEAEME, RS, K. WSS A SR EL R R R [T]. GOERAEHR, 2005, 37(2): 268-274.

DOI: 10.12677/ass.2020.910219 1573 FES R ERTH


https://doi.org/10.12677/ass.2020.910219
http://www.cac.gov.cn/2020-04/27/c_1589535470378587.htm
https://doi.org/10.1080/01633392.1991.10504959
https://doi.org/10.1080/00913367.1997.10673529
https://doi.org/10.1080/00913367.2004.10639175
https://doi.org/10.1080/15252019.2010.10722167
https://doi.org/10.2753/JOA0091-3367410105

	社交媒体个性化广告回避影响因素研究
	摘  要
	关键词
	A Study of the Influence Factors of Social Media User’s Personalized Advertising Avoidance
	Abstract
	Keywords
	1. 研究背景
	1.1. 社交媒体营销时代个性化广告兴起
	1.2. 个性化广告的负面争议
	1.3. 社交媒体广告效果研究空缺

	2. 研究问题及假设
	2.1. 社交媒体广告回避模型
	2.2. 隐私关注

	3. 研究设计
	3.1. 研究方法
	3.2. 变量测量及信度检验

	4. 研究结果
	4.1. 广告接触行为
	4.2. 广告回避行为影响因素
	4.2.1. 相关分析
	4.2.2. 回归分析
	4.2.3. 隐私关注的调节作用


	5. 结语
	6. 研究局限性及未来研究建议
	参考文献

