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Abstract

With the advent of the Internet era, pop-up advertisements were once widespread, just like the
“moss” that could not be shut down, driven away or avoided, causing harassment and hidden dan-
ger to the normal network life of users. In response to this phenomenon, we adopted online re-
search, questionnaire surveys and in-depth interviews and other research methods to carry out
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in-depth research and analysis, and found that there was not a lack of domestic legislation, but the
effect is not good, the regulation is not unable to be resolved through technology, but by the huge
interests behind the network and the complexity of the subject of the obstacles. Based on this pain
point, we propose to couple technology and law, and take a two-pronged approach to rectify the
excessive intrusion of illegal and invalid pop-up ads into people’s lives.
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Table 1. Progress of the content of legal regulation of pop-up ads, 2011~2022
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Table 2. Summary of foreign pop-up advertisement regulation means
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Figure 1. Histogram of the distribution of the frequency of pop-up advertisements on the Internet
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Figure 2. Pie chart of users’ motivation to click on pop-up ads on the Internet
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Figure 3. Voronoi diagram of the types of pop-up ads users encounter online
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Figure 4. Pie chart of users’ perceptions of the role of pop-up ads
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Figure 5. Histogram of the distribution of responses regarding users’ reactions after closing pop-up advertisements
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Figure 6. Pie chart about whether pop-up ads affect users’ access to the Internet
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Figure 7. Pie chart regarding users’ spontaneous seeking of pop-up ads closing settings
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Figure 8. Histogram of the distribution of surveys about the chances of users finding and successfully closing
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Figure 9. Histogram of the distribution of information about the use of user-blocking software
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Figure 10. Pie chart regarding user demand for pop-up ad setting buttons
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Figure 11. Display of pop-up ads business model
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AT HEIBUGESER AR BRI E S B GENTa12s. MR TS, REESTNABESL
FEEAFENBOFESRIEE, DMEETE M, 250ERE. M2 EimEr SaEn
W B AT SRR WA 2 B N B s TS R AL E KB .
4.5. | E WA EEREEI

IE RS 2 BT UAME, — T RONEE ST MR, LR R oy s o5 W
ARBESRE IR, MO HATEE RN R D, ®E ARSI, TEE T S rEm
AT RNBAT IR AN PEA] . FRATT T BTN\ R BAR W IR T T R B e W i AT AT B i O
H5H#AT[14].
5. 4578

T

PRE T EAE NG S MBS IR BEME G O P SR AR AR IR S5 T Rl
WigE, AR R —, K EIRR L R R S . L B AR AR IR,
fETHE SRR MN AR TP AR, SErBEmE. T E AR IR ERS . EH N

T E R TR SRR, RS ERAER S AER. S S#E) S AR
XTSI 5 Rt MV I RS I (R 0 2% 2 ) LA BRI AR S

SRET)T I K 2 TT R R AR, WP A A T M B ORI R TR P R B
HLZ H AT EA T & BRI T [F 22— S EX T o a5 KRB R I S 0, JATN B
Ry T SR ST G SUE, HESIE R ST B ST BRI R SR R, R e
F I IE BN A RS i AT, R S BRI R B A S R T A RO

=
Bl R K2 A A B G- &I SCRF I E (202313021053) .
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