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Abstract. 

This study aims to determine the effect of pop-up advertising on perceived intrusiveness, the effect of 

perceived intrusiveness on brand awareness, the influence of advertising on ad avoidance, and the role of 
advertising value on ad avoidance among YouTube users. Primary data is the data used in this research, 

obtained from questionnaire data on 120 YouTube users in Semarang city. The method of data analysis 

used is the Partial Least Square (PLS) analysis tool. The results of the study show that Pop-up Ads have a 
positive and significant effect on Perceived Intrusiveness with an original sample value of 0.311 and a p-

value of 0.000, a standard error value of 0.080 where this value is smaller than the path coefficient of 
0.311. Perceived intrusiveness has a positive and significant effect on ads avoidance with an original 

sample value of 0.648 and a p-value of 0.000, a standard error value of 0.068, which is smaller than the 
path coefficient of 0.648. Perceived Intrusiveness has a positive and significant effect on brand awareness 

with an original sample value of 0.351 and a p-value of 0.000, a standard error value of 0.086 which is 

smaller than the path coefficient of 0.351. Perceived intrusiveness has a positive and significant effect on 
ads avoidance with advertisement value as a mediating variable with an original sample of 0.052 and a p-

value of 0.000, a standard error value of 0.023 where this value is larger than the path coefficient of 
0.052. (P-value <0.05). Data processing proves that pop-up advertisements simultaneously affect 

perceived intrusiveness, perceived intrusiveness simultaneously influences brand awareness, 

advertisements simultaneously influences advertising avoidance, and Perceived Intrusiveness 
simultaneously influences ads avoidance with advertisement value as a mediating variable. Advertisers 

can use this research as a reference in placing pop-up ads so as not to suffer losses caused by internet 
users who do not care about the ads that appear. 
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I. INTRODUCTION 

The modern era is currently progressing, this is evidenced by technology that continues to develop. 

In this modern era is the digital era, with the digital era humans can do any activity. We can search for the 

information we need, share the information we have, we can even do business with the internet. Business 

people can promote their products via the internet to reach a wider audience. By advertising online, business 

people can easily reach the right customers. Online advertising can also provide great benefits, this is 

because internet advertising is able to deliver products directly to customers (Bampo et al., 2008). There are 

many ways to promote business products through the internet, one of which is by using social media. The 

most popular social media that is used is YouTube. YouTube is ranked as the 2nd most visited social media 

in the world with 24 billion visitors per month 61% access YouTube according to APJII (Association of 

Indonesian Internet Service Providers). With these statistics, you can make YouTube a promising medium 

for promoting products.Although using advertising on YouTube is good for reaching a large number of 

consumers, it still has problems. Because most YouTube users/communities have a different attitude towards 

advertising. YouTube users can react positively or negatively to advertisements, most of them choose to 

avoid advertisements rather than watch them (Kamp, 2001).  

Pop-up ads are one of the advertisements that interfere with the activities of YouTube users, they 

prefer to avoid these ads and close them (Chatterjee, 2008). Pop-up ads are considered to be the most 

annoying type of advertising by Internet users (Coursey, 2001). However, according to previous research, 

pop-up advertisements are very effective in attracting the attention of internet users (Campbell and Wright, 

2008). Advertisements that are frequently displayed repeatedly will be easy for customers to remember, this 
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is an advantage for advertisers to increase product sales (McCoy et al., 2008).In previous research, perceived 

intrusiveness makes people want to avoid advertisements, but it could be different if pop-up ads have 

advertising value. The value of advertising is one way for businesses to reduce the sense of distraction from 

advertisements that are felt by internet customers (Ying et al., 2009). When advertisements are considered to 

have important and useful information, they will not interfere with internet users (Pasadeos, 1990). This 

study was inspired by previous research (Cho and Cheon, 2004). What distinguishes this research from 

previous research is the presence of a variable called advertising value. This research tries to find out what 

will happen if there is a relationship between perceived intrusiveness and advertising avoidance. 

 

II.  LITERATURE REVIEW 

Advertisement Avoidance 

Avoidance of advertisements is an unconscious action when internet users feel that the 

advertisements served are not useful (Chatterjee, 2008). Ad avoidance includes all behavior of internet users 

towards advertisements served. This avoidance is focused on advertisements that appear in the form of 

advertising content (Speck & Elliott 1997). Avoidance of advertisements in general is the output of internet 

user behavior in avoiding advertisements that appear by eliciting different psychological reactions (Brehm & 

Brehm 1981). There are three dimensions of ad avoidance, namely cognitive ad avoidance, affective ad 

avoidance, and behavioral advertising avoidance (Cho and Cheon, 2004). Cognitive avoidance is conscious 

avoidance of advertisements, internet users with their behavior do not require a heavy decision to do so, they 

are automatically aroused to avoid advertisements (Guardia, 2012). Affective advertising avoidance is the 

feeling or reaction that comes from internet users to advertisements that appear (Chodan and Cheon, 2004). 

Behavioral advertising avoidance is an action or behavior that is common and certain to be done by internet 

users when they see an advertisement that is displayed (Cho and Cheon, 2004). The results show negative 

attitudes such as advertising avoidance caused by the emergence of advertisements (Edwards et al., 2002). 

The results show that the negative attitude of ad avoidance from internet users is the result of perceived 

intrusiveness (Li et al., 2002). 

Brand Awareness 

Brand awareness is the ability of internet users to identify product brands in conditions that are not 

as common as usual (Keller, 2003). Advertisers have acknowledged that there are negative results in 

advertising on the internet and they admit that there have been many complaints about the content of these 

advertisements (Scott, 2007). However, with complaints from them, it shows that the advertisements posted 

have resulted in effectiveness in advertising (Huber, 2009). Over time, internet users will change their 

attitudes and behavior when they encounter advertisements and will be more positive about the product 

brands in the advertisements, because they have remembered what the advertisements convey, regardless of 

whether they initially liked the product brand or did not like the product brand (Chatterjee, 2008). Brand 

awareness here will change the minds of internet users and will eventually choose products based on brand 

familiarity that they often encounter. Brand awareness itself can cause consumers to choose a product based 

on brand familiarity (Keller, 2003). The memory power of internet users has a key role in the effectiveness 

of an advertisement, this is very useful in their memory by measuring brand name recognition (Li & Lo, 

2014). 

Perceived Intrusiveness 

Perceived Intrusiveness is the psychological reaction of internet users to advertisements that appear 

so that it will interfere with the cognitive processes of internet users themselves when they are using the 

internet (Li et al., 2002). Perceived Intrusiveness can describe the steps in which advertisements can cause 

negative emotional behavior, such as the disturbances felt by internet users (Ying et al., 2009). Perceived 

Intrusiveness can also interfere with the attention of internet users, can limit the information that internet 

users are looking for (McCoy et al., 2007). Perceived Intrusiveness comes from pop-up ads that function to 

interfere with internet use activities (Campbell and Wright, 2008). The most annoying ads are pop-up ads 

which in their performance can interfere with internet users in carrying out their activities on the internet, 

internet users are required to respond quickly to advertisements that appear (Chatterjee, 2008). 
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Pop-up Advertisement 

Pop-up advertisement is a combination of content and media channels (Wang et al., 2002). Another 

opinion states that pop-up advertising is an advertisement that forces internet users to visit the advertiser's 

website, the aim is for internet users to see short commercial messages (Edwards et al., 2002). 

Advertisements basically work by displaying advertisements on the browser screen continuously without 

being able to disappear, advertisements can be in the form of advertisements with full screens or small 

screens, the aim is so that internet users cannot see other content (Ying et al., 2009). Pop-up ads that are 

displayed can get a positive reaction from internet users if the ad has ad value that contains good and 

profitable information (Edwards et al., 2002). 

Advertisement Value 

Advertisement Value can be defined as a buying situation in which advertisements provide specific 

information in accordance with reality and are positive and easy to understand, enabling advertisements to 

get a proactive response (Wang et al., 2002). Advertisements that have content with informative content and 

are in accordance with the website will get a positive value (Ying et al., 2009). Informativeness can be 

defined as the ability of advertisements to provide relevant and effective information (Oh and Xu, 2003). 

Ads will also be easily accepted by internet users if these ads have good quality products, content, sound, 

images (Phillips & Noble, 2007). The use of sound and good animation in advertisements will increase the 

feeling of telepresence of internet users, this can make internet users keep watching advertisements longer 

(Coyle and Thorson, 2001). 

 

III.  METHODS 

This research was conducted in Semarang city with a population of internet users, especially 

YouTube users. The sampling method was carried out by using purposive sampling with a total of 120 

respondents calculated by (Hair et al., 2014). This study uses a form of quantitative methods. Analysis of the 

data used the Partial Least Square (PLS) analysis tool with the help of a Likert scale (Mustafa EQ, 2009). 

The conceptual framework for the hypothesized problem in this study is shown in Figure 1. 

 

III.  RESULT AND DISCUSSION  

 Respondent Description 

 The data in this study were obtained through questionnaires from respondents, distributed to 

YouTube viewers who had been more than 1 year, and used YouTube at least 3 times a week, and were not 

content creators. 

Table 1. Respondent Demographics by Gender 

Number Demographics Criteria   Quantity             Percent (%) 

1 

              Gender 

Male   59 49,17 

Female   61 50,83 

Total 120 100,00 

Table 2. Demographic Data of Respondents by Age 

       Number           Demographics Criteria   Quantity 
            Percent 

(%) 

2 

<20 years old         7 5,83 

21 – 30 years old        10 8,33 

31 – 40 years old        30 25,00 

41 – 50 years old        23 19,17 

> 50 years old        50 41,67 

Total    120             100,00 

Table 3. Demographic Data of Respondents by Occupation 

       

Number           
Demographics Criteria   Quantity 

            Percent 

(%) 

3 
Employee 86 71,67 

Student 1 0,83 
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College student 8 6,67 

Others 25 20,83 

Total 120 100,00 

Table 4. Respondents' Demographic Data Based on YouTube Watching Intensity 

       

Number           
Demographics Criteria   Quantity 

            Percent 

(%) 

4 

the intensity of visiting YouTube in a week 

1 times 9 7,50 

2 – 3 times 20 16,67 

More than 3 times 91 75,83 

 Total 120 100,00 

5 

Types of content viewed on YouTube   

Entertainment 64 53,33 

Information 50 41,67 

Others 6 5,00 

 Total 120 100,00 

6 

Length of YouTube access time per day 

≤ 1 hour 66 55,00 

2 – 3 jam 39 32,50 

> 3 jam 15 12,50 

 Total 120 100,00 

Data Analysis Results 

In this study, the Partial Least Square (PLS) technique was used. In this analysis, there are two tests 

or evaluations of the analysis model, namely the measurement model (outer model) and the structural model 

(inner model). After both model tests have been carried out, the next step is to test the hypothesis of each 

relationship between the independent variables on the dependent variable.  

 

 

 

 

 

 

 

 

 

 

 

Fig 1. Hypothesis Models 
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Table 5. Outer Loading Convergent Convergent Validity Test Results 

indicators Outer loading Parameter Result 

Pop-up Ads (X1) 

X1.1 0.872 ≥ 0.7 Fulfilled 

X1.2 0.819 < 0.7 Fulfilled 

X1.3 0.891 < 0.7 Fulfilled 

X1.4 0.765 ≥ 0.7 Fulfilled 

X1.5 0.712 ≥ 0.7 Fulfilled 

Perceived Intrusiveness (X2) 

X2.1 0.857 ≥ 0.5 Fulfilled 

X2.2 0.848 ≥ 0.5 Fulfilled 

X2.3 0.747 ≥ 0.5 Fulfilled 

X2.4 0.818 ≥ 0.5 Fulfilled 

X2.5 0.885 ≥ 0.5 Fulfilled 

X2.6 0.911 ≥ 0.5 Fulfilled 

X2.7 0.921 ≥ 0.5 Fulfilled 

Advertisement Value (Z) 

Z.1 0.679 ≥ 0.5 Fulfilled 

Z.2 0.921 ≥ 0.5 Fulfilled 

Z.3 0.922 ≥ 0.5 Fulfilled 

Z.4 0.882 ≥ 0.5 Fulfilled 

Z.5 0.667 ≥ 0.5 Fulfilled 

Z.6 0.651 ≥ 0.5 Fulfilled 

Z.7 0.688 ≥ 0.5 Fulfilled 

Z.8 0.631 ≥ 0.5 Fulfilled 

Ads Avoidance (Y1) 

Y1.1 0.879 ≥ 0.5 Fulfilled 

Y1.2 0.780 ≥ 0.5 Fulfilled 

Y1.3 0.778 ≥ 0.5 Fulfilled 

Y1.4 0.831 ≥ 0.5 Fulfilled 

Y1.5 0.798 ≥ 0.5 Fulfilled 

Y1.6 0.842 ≥ 0.5 Fulfilled 

Y1.7 0.787 ≥ 0.5 Fulfilled 

Brand Awareness (Y2) 

Y2.1 0.887 ≥ 0.5 Fulfilled 

Y2.2 0.813 ≥ 0.5 Fulfilled 

Y2.3 0.832 ≥ 0.5 Fulfilled 

Y2.4 0.830 ≥ 0.5 Fulfilled 

Y2.5 0.871 ≥ 0.5 Fulfilled 

Table 6. Results of Convergent Validity Test of Average Variance Extracted (AVE) 

Variables AVE Criteria Result 

X1 Pop-up Ads 0.663 ≥ 0.5 Fulfilled 

X2 Perceived Intrusiveness 0.735 ≥ 0.5 Fulfilled 

Y1 Ads Avoidance 0.663 ≥ 0.5 Fulfilled 

Y2 Brand Awareness 0.717 ≥ 0.5 Fulfilled 

Z Advertisement Value 0.585 ≥ 0.5 Fulfilled 

Table 7. Discriminant Validity Test 

Indicator 
Pop-up 

Ads 

Perceived              

Intrusiveness 

Ads 

Avoidance 

Brand              

Awareness 

Ads 

Value 

X1.1 (0.872) 0.266 0.185 0.411 0.375 

X1.2 (0.819) 0.232 0.175 0.397 0.440 

X1.3 (0.891) 0.278 0.195 0.462 0.423 
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Indicator 
Pop-up 

Ads 

Perceived              

Intrusiveness 

Ads 

Avoidance 

Brand              

Awareness 

Ads 

Value 

X1.4 (0.765) 0.257 0.168 0.199 0.391 

X1.5 (0.712) 0.228 0.096 0.253 0.291 

X2.1 0.274 (0.857) 0.676 0.337 0.306 

X2.2 0.232 (0.848) 0.664 0.251 0.317 

X2.3 0.206 (0.747) 0.537 0.274 0.193 

X2.4 0.354 (0.818) 0.623 0.363 0.169 

X2.5 0.295 (0.885) 0.652 0.369 0.267 

X2.6 0.262 (0.911) 0.696 0.293 0.280 

X2.7 0.237 (0.921) 0.757 0.223 0.330 

Y1.1 0.166 0.671 (0.879) 0.196 0.362 

Y1.2 0.274 0.612 (0.780) 0.240 0.255 

Y1.3 0.110 0.619 (0.778) 0.215 0.275 

Y1.4 0.096 0.694 (0.831) 0.241 0.278 

Y1.5 0.185 0.633 (0.798) 0.205 0.333 

Y1.6 0.146 0.588 (0.842) 0.166 0.280 

Y1.7 0.192 0.559 (0.787) 0.347 0.252 

Y2.1 0.261 0.338 0.249 (0.887) 0.114 

Y2.2 0.354 0.260 0.161 (0.813) 0.159 

Y2.3 0.448 0.300 0.250 (0.832) 0.137 

Y2.4 0.348 0.264 0.232 (0.830) 0.123 

Y2.5 0.407 0.314 0.284 (0.871) 0.247 

Z.1 0.564 0.102 0.100 0.293 (0.679) 

Z.2 0.364 0.346 0.418 0.110 (0.921) 

Z.3 0.348 0.369 0.414 0.097 (0.922) 

Z.4 0.341 0.266 0.313 0.046 (0.882) 

Z.5 0.480 0.062 0.057 0.334 (0.667) 

Z.6 0.515 0.102 0.091 0.335 (0.651) 

Z.7 0.481 0.111 0.107 0.321 (0.688) 

Z.8 0.461 0.073 0.080 0.303 (0.631) 

Table 8. Reliability Test Results 

Variable 
Cronbach’s 

Alpha 

Composite 

Reliability 

Crite

ria 
Result 

X1 Pop-up Ads 0.871 0.907 ≥ 0.7 Fulfilled 

X2 Perceived Intrusiveness 0.939 0.951 ≥ 0.7 Fulfilled 

Z Advertisement Value 0.927 0.917 ≥ 0.7 Fulfilled 

Y1 Ads Avoidance 0.915 0.932 ≥ 0.7 Fulfilled 

Y2 Brand Awareness 0.901 0.927 ≥ 0.7 Fulfilled 

Table 9. Results of the Hypothesis Test of the Direct Effect 

Hypothesis 𝑡𝑣𝑎𝑙𝑢𝑒𝑠 p-values 

Pop-up Ads 🡪 Perceived Intrusiveness 3.902 0.000 

Perceived Intrusiveness 🡪 Ads Avoidance 9.566 0.000 

Perceived Intrusiveness 🡪 Brand Awareness 4.100 0.000 

Table 10. Results of the Indirect Effect Hypothesis Test 

Hypothesis 𝑡𝑣𝑎𝑙𝑢𝑒𝑠 p-values 

Perceived Intrusiveness 🡪 Advertisement Value 🡪 Ads 

Avoidance 
2.225 0.027 

Table 11. Results of Testing the SEM-PLS Hypothesis Model Analysis 

Hypothesis 
Original 

Sample 

Standard 

Error 

P 

Values 
Conclusions 

𝐻1
 

Pop-up Ads 🡪 Perceived 

Intrusiveness 
0.311 0.080 0.000 

Hypothesis 

accepted 

𝐻2
 

Perceived Intrusiveness 🡪 Ads 

Avoidance 
0.648 0.068 0.000 

Hypothesis 

accepted 
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𝐻3
 

Perceived Intrusiveness 🡪 

Brand Awareness 
0.351 0.086 0.000 

Hypothesis 

accepted 

𝐻4
 

Perceived Intrusiveness 🡪 

Advertisement Value 🡪 Ads 

Avoidance 

0.052 0.023 0.000 
Hypothesis 

accepted 

By looking at Table 11, it can be concluded that: 

H1: Pop-up ads have a positive and significant impact on Perceived Intrusiveness. This can be seen 

from the results shown, namely the path coefficient (original sample) of 0.311 (positive) and the p-value of 

0.000. Because the p-value is < (0.05), these results can also be seen at the standard error value of 0.080, 

which is smaller than the path coefficient (0.311). The path coefficient value of 0.311 means that every 1% 

increase in pop-up ads value can have an effect on increasing the perceived intrusiveness value of 31.10%. 

H2: Perceived intrusiveness has a positive and significant impact on ads avoidance. This can be seen 

from the results shown, namely the path coefficient (original sample) of 0.648 (positive) and the p-value of 

0.000. Because the p-value is < (0.05), these results can also be seen at the standard error value of 0.068, 

which is smaller than the path coefficient (0.648). The path coefficient value of 0.648 means that each 

increase in the perceived intrusiveness value of 1% can affect the increase in the value of ads avoidance by 

64.80%. 

H3: Perceived Intrusiveness has a positive and significant influence on brand awareness. This can be 

seen from the results shown, namely the path coefficient (original sample) of 0.351 (positive) and the p-value 

of 0.000. Because the p-value is < (0.05), these results can also be seen at the standard error value of 0.086, 

which is smaller than the path coefficient (0.351). The path coefficient value of 0.351 means that every 1% 

increase in the perceived intrusiveness value can have an effect on increasing the brand awareness value of 

35.10%. 

H4: Perceived intrusiveness has a positive and significant impact on ads avoidance with 

advertisement value as a mediating variable. This can be seen from the results shown, namely the path 

coefficient (original sample) of 0.052 (positive) and the p-value of 0.000. Because of the p-value < (0.05), 

these results can also be seen at the standard error value of 0.023 where this value is larger than the path 

coefficient (0.052). The advertisement value is able to moderate the relationship between perceived 

intrusiveness and ads avoidance indirectly, and the coefficient value is 0.052 where this value is smaller than 

the coefficient value in the direct relationship between perceived intrusiveness and ads avoidance, which is 

0.648 so that the advertisement value (as a moderating variable) can weaken the relationship between 

perceived intrusiveness by ad avoidance. 

The Influence of Pop-Up Ads on Perceived Intrusiveness 

Pop-up Ads have a positive and significant influence on Perceived Intrusiveness. The findings of this 

researcher are in line with the research conducted by Chatterjee et al., (2008) which showed the results that 

pop-up advertisements have an effect on intrusive perceptions, because they need to be distracting to attract 

consumers' attention. Pop-up ads have an intrusive format that interferes with browsing activity. Similar 

results were also shown in a study conducted by Edwards et al., (2002) which showed that the forced display 

of pop-up ads produces perceived intrusiveness. Users are very frustrated with annoying ads such as pop-up 

ads, because for users pop-up ads are an unwanted distraction (Chan et al., 2004). This research provides 

evidence that pop up ads are considered annoying, cause feelings of irritation, and advertisements are 

avoided. 

Effect of Perceived Intrusiveness on Ads Avoidance 

Perceived intrusiveness has a positive and significant impact on ads avoidance. The findings of this 

researcher are in line with the research conducted by Cho et al., (2013) which showed that perceived 

intrusiveness has an effect on ad avoidance, and these results are in accordance with previous research on ad 

avoidance. This perceived intrusiveness can in turn lead to negative attitudes and subsequent advertising 

avoidance (Cho et al., 2004). Similar results were also shown in research conducted by Li et al, (2002) who 

found that consumers develop negative attitudes such as avoiding advertisements for digital marketing that 

they find disturbing. Li et al. (2002) stated that online consumers are goal-oriented and perceive online 

advertising as more intrusive than in other media. Advertisements must be considered as disturbing to the 
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viewer's goals, considered as disturbing (Ying et al., 2009). Previous studies have examined consumer 

attitudes, behavior and perceptions of online advertising, finding that consumers develop negative attitudes 

towards advertisements so that they avoid them whenever possible, due to the distraction of advertisements 

(Mc Coy, 2004). 

The Influence of Perceived Intrusiveness on Brand Awareness 

Perceived Intrusiveness has a positive and significant influence on brand awareness. The findings of 

this researcher are in line with the research conducted by Chatterjee (2008) which shows the results that over 

time, consumers will have a more positive attitude towards the brand they remember, regardless of whether 

they initially liked the ad or not. Research on memory and attitude persistence in attentive and systematic 

coding situations indicates that inferences based on familiarity-based effects of sleep (Moore & Hutchinson 

1985) can be used to explain impacts on advertising recall, recognition, advertising and brand attitudes 

(Chatterjee, 2008). Brand awareness alone can cause consumers to choose a product based on brand 

familiarity (Keller, 2003). Furthermore, brands that may appear familiar may not be recalled (Chatterjee, 

2008). Research on memory and attitude persistence in attentive and systematic coding situations suggests 

that inferences based on familiarity-based effects of sleep (Moore & Hutchinson, 1985) can be used to 

explain impacts on advertising recall, ad recognition and brand attitudes (Chatterjee, 2008). Advertisements 

that are more intrusive get more attention, and are therefore more clearly remembered (McCoy et al., 2008). 

Effect of Perceived Intrusiveness on Ads Avoidance With Advertisement Value as A Mediating 

Variable 

 Perceived intrusiveness has a positive and significant impact on ads avoidance with advertisement 

value as a mediating variable. Perceived intrusiveness of advertising can be affected when the ad offers 

viewers both utilitarian and aesthetic value, or provides consumer value from the ad (Ying et al., 2009). Lee 

& Lumpkin (1992) found that advertising avoidance is moderated by the extent to which people perceive the 

ad as useful information. Advertisers should increase the informativeness of the ad for the viewer, and lead 

to increased advertising value and reduced distraction with the ad, which will keep consumers on the ad 

(Phillips & Noble 2007). As long as advertisements are perceived as informative and entertaining, feelings of 

distraction decrease (Ying et al., 2009). Entertainment and informativeness of advertisements are important 

for advertising effectiveness and it shows a direct influence on customer perception (Blanco et al., 2010). 

 

IV.  CONCLUSION  

Based on the results of the research that has been carried out as well as the discussion of previous 

chapters regarding the effect of pop-up advertising on perceived intrusiveness, the effect of perceived 

intrusiveness on brand awareness, the effect of advertising on ad avoidance, and the role of advertising value 

on ad avoidance among YouTube users in Semarang. the writer can draw some conclusions and give some 

suggestions as input as follows:The results showed that Pop-up Ads had a positive and significant effect on 

Perceived Intrusiveness. This is based on pop-up ads that have a distracting format that interferes with 

YouTube usage activities, pop-up ads are considered annoying, and ads are avoided by YouTube 

users.Perceived intrusiveness has a positive and significant impact on ads avoidance. 

 This is based on the behavior of YouTube users who have a negative attitude, such as avoiding 

advertisements for advertisements that they find disturbing. The attitudes, behavior and perceptions of 

YouTube users react negatively to advertisements so that they avoid them, because of the distraction from 

these advertisements.Perceived Intrusiveness has a positive and significant influence on brand awareness. It 

is based on the idea that over time, consumers will have a more positive attitude towards the product brands 

they remember, regardless of whether they initially liked the ad or not. Brand awareness itself can cause 

consumers to choose a product based on brand familiarity.Perceived intrusiveness has a positive and 

significant impact on ads avoidance with advertisement value as a mediating variable. It is based on the 

Perceived intrusiveness of advertising that can be affected when the advertisement offers viewers both 

utilitarian and aesthetic value, or provides consumer value from the advertisement. 
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