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GENERAL & APPLIED ECONOMICS | RESEARCH ARTICLE

Perceived intrusiveness of rich media ads in
online advertising: Evidences from young Indian
travellers
Vinod Madhavan1*, Simon George1 and Gururaj Kidiyoor1

Abstract: This paper examines the interrelated effects of perceived ad intrusiveness
of rich media ads in online advertisements with respect to attitudes towards brands,
online advertisement and the publisher’s website on young Indian travellers.
Despite the widespread use of the term in marketing literature, ad intrusiveness has
received almost no attention in the destination marketing literature especially in
the context of rich media ads. Data have been collected from 304 young Indian
travellers using a structured questionnaire in an experimental design setting.
Results indicate that perceived ad intrusiveness has direct and negative relationship
on attitude towards brand, online advertisement and the publisher’s website.
Results suggest strategies that advertisers may adopt to minimize the negative
influence of intrusiveness in case of direct response when compared to branding
objectives. Various theoretical and managerial implications are discussed with
directions for future research.

Subjects: Brand Management; Consumer Behaviour; Destination Marketing; Marketing
Communications; Tourism Behaviour
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1. Introduction
Tourism is rapidly increasing and so is relative importance of tourism industry as a contributor
to the economy (UNWTO, 2016). According to World Travel & Tourism Council, direct contribu-
tion of travel and tourism sector in year 2017 was INR 5,943 billion or 3.7% of Indian GDP. In
the next decade, India is expected to be ranked as the fourth-largest travel and tourism
economy after China, USA and Germany. Domestic travel spending generated 87.2% of direct
Travel & Tourism GDP in 2017 compared with 12.8% for visitor exports (i.e. foreign visitor
spending or international tourism receipts) which mean “Indians are exploring India”.
Tourism is usually related to international travel, but it could also refer to domestic travel,
which includes travel for the purpose of recreation, leisure, religious visit, family or business
(Baggio, Milano, & Piattellib, 2011). Traditionally, travel destination is decided by searching for
the details of the place, traveller’s feedback or enquiring the travel/tour agents and so on.
People now have become less motivated to read and prefer digital/audio-visual sources to get
the information of the place (Tessitore, Pandelaere, & Van Kerckhove, 2014). According to Pan,
Tsai, and Lee (2011) tourism advertisement videos are a ready reckoner of crucial information
for tourists in deciding a place for visit. The destination’s audio-video advertisement especially
the online advertisement has direct impact on the travellers visit intentions and attitude
formulation.

Every traveller has something to say about their experience, but we captured it to find ad
strategies to suit the young travellers. Young travellers are experience-seekers, ready to experi-
ment new things, they are independent decision-makers with high-spending capacity. Words
spread faster on social media, where they influence, advocate and lure new buyers in case of
good experience or alternatively they decry, oppose and deter potential buyers in case of bad
experience. Would you like to be in loggerheads with such buyers or catch them young! In the
context of tourism, we tried to unlock ad strategies that should be employed for young Indian
travellers in the context of rich media online advertisement.

Online advertisement is gaining lot of importance and acceptability as the power of internet is
growing (Padmanabhan, 2018). According to UNWTO (2016), majority of travellers conduct an
extensive online research of the destination before visiting the place. Observing this trend, travel
brands across the globe are attempting to maximize millennial eyeballs in the online space
(Olenski, 2017). Advertisement expenditure in digital media exceeds other media categories
(Mackey, Cuomo, & Liang, 2015), albeit with criticism that advertisers and publishers in digital
media landscape are forcing advertisement on their audience (Chandrasekaran, Srinivasan, & Sihi,
2018; McCoy, Everard, Polak, & Galletta, 2008; Varnali, 2014). In particular, nature of online
advertisement has been criticized as distinctly intrusive (e.g. Goodrich, Schiller, & Galletta, 2015;
Li, Edwards, & Lee, 2002). Ad intrusiveness may be understood as the degree to which person
thinks presence of ad is hindering his/her goal attainment (Belanche, Flavián, & Pérez-Rueda,
2017a; Li et al., 2002). Therefore, with enormous expenditure, firms need to closely monitor the
effects of their advertising efforts especially in the context of ad intrusiveness and its effect on
attitude towards brand and publisher’s site (Frennea, Han, & Mittal, 2019; Li, Palma, Hall,
Khachatryan, & Capps, 2019; McCoy, Everard, Galletta, & Moody, 2017).

Limited studies have examined the role of ad intrusiveness as perceived by young travellers on
attitude towards brand and attitude towards site in destination marketing literature (Chiou, Wan,
& Lee, 2008; Clarke, 2000; Kim, Hwang, & Fesenmaier, 2005; Kong, Huang, Scott, Zhang, & Shen,
2019). This study is an attempt to fulfil this gap in the literature and contribute in formulating ad
strategies to target young Indian travellers. In this study the perceived ad intrusiveness in all the
stages of travel- dreaming, planning, booking, experiencing and sharing as experienced by young
Indian travellers are analysed. The rest of the paper is organised in different sections. Section 2
deals with conceptual background, Section 3 details the research methodology, Section 4 provides
the result, Section 5 outlines the discussion and implication, and finally Section 6 concludes the
research.
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2. Conceptual background

2.1. Perceived ad intrusiveness
Web users have specific task or search for specific information while visiting a website (Bang, Kim, &
Choi, 2018; McCoy et al., 2017). Because of this goal seeking behaviour of web users, any ad placed in
the content is perceived as intrusive by the user. As per Li et al. (2002), ads may be perceived as
irritating or even avoided based on their content, placement over the screen or length of execution
but these ads are first evaluated on their intensity of intrusion or perceived intrusiveness. Ads as such
are not considered intrusive but their act of interrupting the goal of the user is considered as intrusive.

Ha (1996, p. 77), defined intrusiveness as, “the degree to which advertisements in a media vehicle
interrupt the flow of an editorial unit”. Reactance theory could be used to understand the funda-
mental behaviour of the user. Torrance and Brehm (1968), draws that consumer’s response to
persuasion or coercion is determined by the degree to which persuasion or coercion attempts to
intrude on user’s freedom. Ideally, a web user should have expected uninterrupted access to
website content or perform the desired task and if user’s freedom to web content or task is
curtailed then the user is motivated to remove the barrier, which is at best perceived as intrusive
advertisement or in the worst situation avoided completely (Jagan, Mehta, & Panda, 2018; McCoy
et al., 2017; Riedel, Weeks, & Beatson, 2018).

Li et al. (2002), have developed a scale to measure consumers’ perceptions of the intrusiveness of
advertisements. This scale has been tested empirically with a study on antecedents and consequences
of perceived intrusiveness of pop-up ads. McCoy et al. (2008), studied the antecedents and conse-
quences with other ad formats and he argued that intrusiveness impacts the attitude formation.
Perceived ad intrusiveness continues to be researched for different ad formats- pop-up ads, in-line ad
and other online advertisement formats (e.g. McCoy, Everard, Galletta, & Polak, 2004; Morimoto &
Chang, 2006) with focus on better choice of advertising media. Very few studies were focused around
the brand image, intention to revisit the site, brand memory, brand recall, irritation along with
perception of ad intrusiveness (Morimoto & Chang, 2006; Shavitt, Vargas, & Lowrey, 2004; Van
Doorn & Hoekstra, 2013). Recent studies have explored multiple facets of ad intrusiveness such as
effect of ad value, ad placement, ad execution and ad repetition on perceived ad intrusiveness
(Goodrich et al., 2015; McCoy et al., 2017; Wang & Calder, 2006; Ying, Korneliussen, & Grønhaug, 2009).

In comparison to traditional media, online environment is perceived more intrusive (Belanche,
Flavián, & Pérez-Rueda, 2017b). The ad intrusiveness causes irritation and avoidance (Li et al.,
2002) and we end up ill-treating the consumer whom we are supposed to serve. Though
Advertisement is intrusive in nature, but its unintended effects can be minimized by exploring
Perceived ad intrusiveness and taking suitable measures.

2.2. Attitude towards site
Goodrich et al. (2015) acknowledges that if an ad is perceived to be intrusive, the user also experi-
ences a hurdle in the exploration of website content or any defined task. The goal distraction caused
by the ad elicits negative reactions such as denial, anger, irritation, frustration ultimately leading to
unfavourable attitude towards publisher. McCoy et al. (2008) argued that irritation is a direct ante-
cedent of attitude towards website. Van Doorn and Hoekstra (2013), opined that frustrated users
create a bad word of mouth and discourage their peers to visit the website. Moreover, Truong and
Simmons (2010) proved that many ad formats are negatively viewed by audience and has direct
impact on their behavioural intentions for future transactions. Attitude towards website is seen as
behavioural intention towards revisiting the website. McCoy, Everard, Galletta, and Moody (2012)
proposed a model to predict user’s revisiting intention and the user’s ability to complete the goal.

According to both theory of reasoned action (Ajzen & Fishbein, 2000) and theory of planned
behaviour (Ajzen, 2002), intention is mostly driven by attitude. This paper explores whether
attitude towards website will influence the decision of the user to revisit the website or not.
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Website publishing these ads not only earns revenue, but it also threatens the prospect of return of
their users and hence a balanced view is desirable to counter this issue. Hence, its intriguing to
know from destination seeking young travellers about their attitude towards website when
encountered with ad which is perceived as intrusive.

Unlike TV commercials where viewers may ignore the ad (Krugman & Johnson, 1991) or
change the channel, online advertising provide no such alternative, so consumers perceive online
ads more intrusive compared to other media (Li et al., 2002). So, the consumer either watches the
full ad or skips after certain time given the option and then only continues pursuing his goal with
discontent. Specifically, we hypothesize:

H1: Perceived ad intrusiveness is negatively associated with Attitude towards Website

To put it in a nutshell, a shop selling a product could be partially held responsible for curtailing the
customer’s freedom of choice. The feeling of the denial or irritation a customer had to go through
might affect its foot-fall. Similarly, a website serving ad which is perceived as intrusiveness might cause
a negative attitude towards website and hence the risk of lower number of visitors to the website.

2.3. Attitude towards brand and online advertisement
Online advertising is argued to be associated with brand perception of advertised products or
services by linking it with relevant website (Choi & Rifon, 2002; Shamdasani, Stanaland, & Tan,
2001). Intrusiveness is a key characteristic of advertisement and it appears to happen when the
user’s experience is hampered. Several studies have compared ad formats to identify the best fit
for the brand (Cho, Lee, & Tharp, 2001; Diao & Sundar, 2004). However hampering of smooth
experience is observed most of the time. The research on goal pursuit proved that ad intrusiveness
is negatively perceived leading to unfavourable intentions (Hühn et al., 2017; Zhu & Chang, 2016).

As per the reactance theory, when an advertisement is perceived as intrusive, it will challenge
the user’s freedom or goal attainment, and they will try their best to remove the advertisement
(Clee & Wicklund, 1980; Verlegh, Fransen, & Kirmani, 2015). This removal of barrier will lead to
unfavourable intentions towards the advertisement and the brand being advertised (Lessne &
Notarantonio, 1988). Morimoto and Macias (2009) showed that greater perceived intrusiveness will
increase consumer’s reactance level, which causes ad avoidance and negative attitude formation.
Therefore, we hypothesize:

H2: Perceived ad intrusiveness is negatively associated with Attitude towards Brand

Consumers’ attitude towards advertising is a key measure of advertising effectiveness (Mehta,
2000). In online environment, users are goal oriented (Cho & Cheon, 2004), and online advertisement
will keep users away from content, increasing level of intrusiveness and forming negative attitude
towards online advertisement (MacKenzie & Lutz, 1989). Therefore, we hypothesize:

H3: Perceived ad intrusiveness is negatively associated with Attitude towards online advertisement

To summarize, the powerlessness felt by the consumer to not to return to content will lead to an
attitude, which is negative towards the brand shown in the advertisement and eventually, online
advertisement will be deemed meaningless.

3. Methods and data

3.1. Design and procedure
This study was conducted in a lab setting and explored the relationship between perceived ad
intrusiveness (the independent variable) and attitude towards website, brand and online adver-
tisement (the dependent variable). The study uses an experimental research design. Data were
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collected twice - a pilot study of 44 participants and a main study of 304 participants randomly
sampled. The pilot study tested appropriateness of the ad stimuli and checked dimensionality,
reliability of scales used in the main study for construct measurement.

A website containing tourism videos was created. Tourism videos contained general information
like nearest airport, places of interest, best time to visit the place and so on. Rich-media adver-
tisement ingrained alongside tourism video content was used for both the studies. Brands used in
the advertisement were based on the ad spent by industry, distribution of digital advertisement
spending in India in FY 2018 (Diwanji, 2019). Top spending industries are e-commerce, FMCG and
telecom and corresponding brands are Flipkart, Airtel, and ITC, respectively. These three brands
appear in the report published by Kantar and WPP, 2018 as one of the Top 75 most valued Indian
brands and their likelihood to appear as rich media ad on such a website is high (KANTER, 2019).

Respondents willing to participate were asked to browse tourism website to research about one
travel destination. There were total 10 destinations available and were zeroed down based on the
popularity among the young Indian travellers (Ministry of Tourism, 2018). The study was conducted
from July 2018 to October 2018 in a natural setting computer lab. The lab was designed to resemble
to a typical computer centre in any academic institution. This allowed us to minimize the respon-
dents’ bias that may come from unnatural settings. This study was conducted in the southern part of
India. The population for the study was infinite and researchers have taken utmost care in selection
of the appropriate sample. This study has used the simple random sampling to select the appropriate
sample. Popular education institutes and few reputed corporate houses have been selected, and
samples were drawn at random. The control variables used in this study are age, gender, income and
education of the respondents. The study was conducted on 304 respondents.

All respondents were technology savvy, and proper briefing on the task was provided. The total
time devoted for task was 15 min, and each respondent received INR 150 coupon to be spent on
popular hangout outlets. While the respondents were collecting information via browsing videos,
un-skippable rich high definition video advertisements streamed randomly. The ads used were like
the ones on YouTube and all participants were exposed to one advertisement at random. The ad
disrupted their activity and blocked their view to the original video. Participants had no control over
the ad and the tourism content could be viewed only after ad has been streamed. After all the
participants completed watching tourism videos, they were asked to fill an online survey.

3.2. Measures
Established scales in the field of advertising have been employed to measure the constructs used
in this study and adapted to the current context without major modification.

3.2.1. Perceived intrusiveness of the ads
Perceived ad intrusiveness (PI) was measured using scale given by Edwards, Li, and Lee (2002). The
7-point Likert scale measured respondents’ attitude from “Strongly Disagree-Strongly Agree”.
Participants responded to the statement “When I saw the ad, I thought it was:” 1. Distracting 2.
Disturbing 3. Forced 4. Interfering 5. Intrusive 6. Invasive 7. Obtrusive. This scale proved reliable in
both main study (α = 0.93) and pilot study (α = 0.96). Exploratory factor analysis of pilot study data
exhibited that all items were able to load into single factor with all loadings > 0.7 with Cronbach
alpha coefficient of 0.89 implied scale is reliable.

3.2.2. Attitude towards site
Attitude towards site (ATS) (α = 0.83) was measured using scale given by Wu (1999) and imple-
mented as a 7-point scale and participants responded to the statement “Overall reaction to the
site:” with following end labels—Terrible to Wonderful, Frustrating to Satisfying, Dull to
Stimulating, Difficult to Easy, Inadequate design to Adequate design, Rigid to Flexible, Difficult to
exposure to Easy to exposure. (Main study: α = 0.91; pilot reliability test: α = 0.81)
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3.2.3. Attitude towards brand
Attitude towards Brand (ATB) (α = 0.81) of advertisement was measured using scale given by Lee
(2000) and implemented as five item scale (Pilot study: α = 0.83)

3.2.4. Attitude towards online advertising
Attitude towards online advertising (ATOA) (α = 0.85) of advertisement was measured using scale
given by Cho (1999) and implemented as five item scale (Pilot study: α = 0.85)

4. Results
A total of 326 completed questionnaires were filled for the main study. Out of these, 18 responses
were incomplete or had no variance, hence these were removed from analysis. Using Pallant
(2016), four responses were identified as outliers and removed from further analysis. Therefore,
the final usable sample size was reduced to 304 (207 males and 97 females; ages 18–26 with 88%
and rest were between 26–40). As per the (https://www.iamai.in), 73% of internet users fall within
the 18–40 age bracket. This validates two things namely, one the study has captured majority of
the internet users and two the sampling method used in this study. To examine differences in
response to the independent and dependent variables among the age cohort, ANOVA test SPSS
22.0 was conducted with age group as the fixed factor. Results indicated that responses did not
methodically fluctuate by age cohort [F (4, 301) = 1.37, Pillai Trace = 0.10, p > 0.05]. Exploratory
factor analysis was conducted to study the structures of the factors and enhance the precision of
the composite variables. Results showed that all factors were unidimensional and no anomalies
were observed. The initial measurement model, analysed using SMART PLS 3.0, displayed good fit
(Bagozzi & Yi, 1988), and this established the sturdiness of the model. The chi-square value was
significant, and measures of goodness-of-fit highlighted the data fit with the model (CFI = 0.92,
RMSEA = 0.05, TLI = 0.96, SRMR = 0.059). Please refer to Appendix 1 for items used in this study.

4.1. Reliability and validity of measures
Fornell and Larcker (1981) endorsed calculating composite reliability (CR) scores for measuring the
internal consistency of all indicators. CR is an important measure that highlights the extent of
representation of common latent constructs. As per Bagozzi and Yi (1988), CR scores greater than
0.60 is accepted for social science research. In this study, all the constructs exceeded 0.70 CR
score. Next, convergent and discriminant validity were checked to get the support for construct
validity. Results indicated accepted level of convergent validity, as all factor loadings exceed 0.64
and were significant in nature. Moreover, the average variance extracted (AVE) for all the con-
structs was higher than 0.5 signifying that the measurement items converge on all distinct
construct (Bagozzi & Yi, 1988). Table 1 provides the Summary result of the measurement model
and convergent validity. Discriminant validity (Table 2) as the square root of the AVE scores are
more than the inter-construct correlation estimates for all the latent dimensions (Fornell & Larcker,
1981). The issue of multicollinearity was not observed in the data as per the variance inflation
factor (VIF) values (Refer Table 3). All the VIF values were less than 10 and as per hair, the problem
of collinearity is not present. Thus, the data collected are suitable for further investigation and
analysis.

4.2. Model and hypothesis tests
For estimating the structural relationships, bootstrapping method (on 500 re-samples) was carried
out to generate t-statistics and standard errors using PLS 3.0 software package. The structural
model revealed that the PI and ATB have a direct and significant relationship, resulting in
supporting for H1. So consistent with the literature, this study also confirms that PI directly and
negatively influences the ATB. In addition, the direct path between PI and ATW; PI and ATOA was
also found to be significant, supporting H2 and H3. We can conclude that PI directly and negatively
influences ATB and ATOA. Table 4 shows the summary of the statistical tests and indicators of
hypothesis H1, H2 and H2.
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5. Discussion and implications
Tourism research is rich with data and a lot of studies have been carried out in tourism advertise-
ment effectiveness, modelling, forecasting but studies on perceived ad intrusiveness are still an
untouched area (Chiou et al., 2008; Clarke, 2000; Kim et al., 2005; Kong et al., 2019). This study
becomes more so important because the basic purpose of tourism is recreation and leisure, which
in a way is moving away from chaos, is defeated with perceived ad intrusiveness in the minds of
young travellers. Perceived ad intrusiveness and attitude towards online advertising, brands being
advertised, and the website is empirically tested in the context of young Indian travellers. The
findings indicate that perceived ad intrusiveness is directly and negatively associated with online
advertising, brands being advertised, and the host website.

Table 1. Summary result of the measurement model and convergent validity

Construct Items Mean SD CR AVE

Attitude towards publisher site 7 6.17 1.02 0.89 0.66

Perceived ad intrusiveness 7 5.21 0.99 0.92 0.65

Attitude towards brand 3 5.85 1.09 0.88 0.65

Attitude towards web advertising 5 5 1.02 0.9 0.77

Note. CR = composite reliability; M = mean; SD = standard deviation; CFI = 0.92, RMSEA = 0.05, TLI = 0.96,
SRMR = 0.059.

Source: Developed by authors

Table 2. Discriminant validity

ATS PI ATB ATWA

Attitude towards publisher site 0.78

Perceived ad intrusiveness 0.47 0.77

Attitude towards brand 0.52 0.56 0.87

Attitude towards web advertising 0.45 0.46 0.6 0.87

Note: Highlighted diagonal numbers are the square root of the AVE. All correlations significant at p < 0.01. CFI = 0.92,
RMSEA = 0.05, TLI = 0.96, SRMR = 0.059.

Source: Developed by authors

Table 3. VIF aCDOM λ3ð Þ þ aTSS λ3ð Þ þ achl�a λ3ð Þ � aw λ3ð Þ
ATS PI ATB ATWA

Attitude towards publisher site

Perceived ad intrusiveness 1.000 1.105 1.100

Attitude towards brand

Attitude towards web advertising

Source: Developed by authors

Table 4. Path estimate results for final model

Hypothesis Path Path
Coefficient

Standard
Error

t-Statistic Decision

H1 PI—> ATB 0.508 0.065 7.839* Supported

H2 PI—> ATW 0.519 0.054 8.456* Supported

H3 PI—> ATOA 0.432 0.057 11.302* Supported

Source: Developed by authors
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Attitude developed by young travellers towards brand is a key component in destination market-
ing experience. As the intensity of perceived ad intrusiveness goes up, attitude developed by young
travellers towards brand is impacted negatively. The relationship between perceived ad intrusive-
ness by young travellers and attitude towards brand as perceived by young travellers has not been
established in destination marketing literature (Kim et al., 2005). This finding is a major contribu-
tion to the body of knowledge about intrusiveness in destination marketing literature.

Additionally, attitude developed by young travellers towards brand will translate into negative
attitude towards host website in the minds of young travellers. This has been tested empirically in
destination marketing context. Theorizing about attitude towards host websites by exposing these
ads to young travellers in destination marketing is a contribution of this paper. Negative attitude
towards website could also be attributed to spillover effect of negative effect of online advertising.
This negative attitude has led to ad-avoidance attitude towards online advertising, which is an
alarming situation for host-website as well as the brand (Kelly, Kerr, & Drennan, 2010).

Extant literature on perceived ad intrusiveness, attitude formation and other constructs like ad
length, ad frequency, ad recall, buying intent in product advertising literature is present even though
clear consensus is lacking (Rasty, Chou, & Feiz, 2013). In the context of tourism, studies should
confirm the findings theorized in advertising literature like ad intrusiveness as the importance of
tourism and travel is growing (Xiang, Magnini, & Fesenmaier, 2015). Perceived ad intrusiveness by
young travellers is strongly and negatively related to attitude towards brand as supported by this
study. The study also supports the finding that young travellers’ perception of ad intrusiveness has
negative response towards attitude towards host website exposing the advertisement which inter-
rupts the original goal towards seeking a destination in their planning stage (Mason, 2015). It is
important to revisit these findings as advertising technology is evolving quickly.

The study showed that perceived ad intrusiveness by young travellers is one of the key factors
for negative attitude formulation towards online advertising, brand being advertised and the host
website. Since perceived ad intrusiveness is all pervasive and can’t be mitigated completely, the
managerial aim should be to reduce the effect of perceived ad intrusiveness of young travellers
who come across such ads in pursuit of finding a destination. Ying et al. (2009), suggest ads, which
provide value to the user is perceived less intrusive ads provide value in the form of information or
entertainment. Ads which are not entertaining may be designed to provide related information of
the product. For example, a de-tan lotion ad may inform the benefits of exposure to sun or
a contraceptive brand may inform it’s not fool-proof or an office-furniture brand may inform
ergonomically correct sitting posture.

Slowly but steadily advertisers are moving from skippable ad to non-skippable ad (Belanche et al.,
2017b). Non-skippable ads are rich-media ad formats appearing pre, mid, or post-roll while viewing
original content. The online advertisers have taken back control from the user to skip the ad after
certain time-duration. Its length usually varies from 15 to 20 s depending on geographical location of
user. It mandates the viewer to watch complete ad before original content, which improves brand
recall but also brand is associated with intrusiveness which ultimately leads to form a strong negative
attitude towards the brand. To get rid of negative attitude towards brand, ads should serve better
user experience, which could be achieved either by giving back the control to the user to skip the ad or
shortening the length of the ad without diluting the message.

Ad breaks in long video is also prevalent due to which users develop negative attitude towards
brand (Gill, Grossbart, & Laczniak, 1988). In long form videos (generally greater than 10 min) ads
may be enabled “mid-roll” (middle of the original content), not just at the pre-roll (beginning of the
original content). “Mid-roll” ads are more intrusive compared to “Pre-roll” ads. In common par-
lance, it is like getting disturbed by someone when you are in the middle of something versus
getting disturbed before you have started the work. It breaks the flow of the content and
diverts the attention of the user elsewhere. To improve user experience, acceptable middle ground
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is to show part of the advertisement in pre-roll and pick-up from where user skipped the ad in the
“mid-roll” ad break.

This study also shows perceived ad intrusiveness has strong and negative effect on attitude
towards the host-website. As already mentioned, website publishing these ads though earn
revenue but also threatens the prospect of return of their users. Hence, a balanced view is required
to counter this issue (McCoy et al., 2017). One possible way out is placing congruent ads as per the
original content streaming on the website. For example, for a destination video, an outdoor travel
gear ad of trekking and hiking equipment is congruent, but a cosmetic ad is a misfit. This approach
will not only reduce perceived ad intrusiveness but also improve intention to buy advertised
product. Managers could use these ad strategies and minimize the negative influence of
intrusiveness.

6. Conclusion
This research contributes to travel advertisement literature and unearths how young travellers
perceive advertisements when they search for destination and its impact on attitude formation
towards online ads, brands shown in the ad and hosting website. Ad-strategies have been
formulated by providing value and control to the consumer, tackling ad-breaks in long videos
and placing congruent ads.

Like any research study, this paper too has few limitations, and these act as pathways for future
research work. Firstly, means to reduce the perception of ad intrusiveness has been suggested as
ads should be entertaining or informative but actual behaviour could not be tested. Future studies
could validate actual behaviour by exposing entertaining or informative ad to the viewer along
with an ad which are neither entertaining nor informative and measure perceived ad intrusiveness
in both cases. Secondly, result of such a study could help refine the suggested means to reduce
perceived ad intrusiveness. Thirdly, the focus of this study was to find how perceived ad intrusive-
ness and attitude towards ad and website are correlated, this study could examine only attitude
and not actual behaviour by young travellers which could be a potential area for future study.
Fourth, longitudinal study could be pursued to achieve behavioural validity. And lastly, “Pre-roll”
and “mid-roll” ads are considered to cause intrusiveness, but their individual effect has not been
measured so far. Future studies may attempt to explore which serves better to customer, brand
and host website by measuring various aspects of advertisement like ad intrusiveness, brand
recall, attitudes towards brand or site and purchase intention.

This is a never-ending game of cat and mouse in marketing communication. Marketers on one
hand create a persuasive brand advertisement and on the other hand customers will find a way to
“ad avoidance”. Such a pursuit indicates that advertising will continue to advance in the way it is
viewed and will remain to be a topic of interest. Rule of thumb is to reach the targeted customer
without being offended.
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Appendix 1. Measures used in in final data analysis

Ad Intrusiveness

Measured by a 7-point scale with labelled ends “Strongly Disagree–Strongly Agree”. Participants
respond to the statement “When I saw the ad, I thought it was:”

1. Distracting

2. Disturbing

3. Forced

4. Interfering

5. Intrusive

6. Invasive

7. Obtrusive

Attitudes towards site

Measured by a 7-point scale with the following end labels; participants are responding to
a statement “Overall reactions to the site:”

Terrible Wonderful

Frustrating Satisfying

Dull Stimulating

Difficult Easy

Inadequate design Adequate design

Rigid Flexible

Difficult to explore Easy to explore

Attitudes towards Brand

The brand in the ad is likely to possess the stated ad claims.

I react favourably to the brand.

I feel positive towards the brand.

I dislike the brand.

Attitudes towards online advertisement

Web advertising provides valuable information in general.

Web advertising is irritating in general.

Web advertising is entertaining in general.

Web advertising is valuable in general.

Advertising is necessary on the web.
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