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Ope! ess

Abstract

Internet advertising technology and industry develop rapidly in past decade. However, research-
ers and practitioners doubt of the advertising effectiveness of pop-up ads all along. This study ob-
serves that those judgements were based on an assumption that web browse behavior is goal-
oriented. They consider the pop-up ads impede browsers goal and cause them to perceive the ir-
ritation and intrusiveness. Actually, not all the web browse behaviors are goal- or task-oriented.
Thus, this study conducts an experiment to manipulate the goal/non-goal-oriented behavior. Re-
sults show that non-goal-oriented web browsers perceive lower pop-up ads irritation and per-
ceived intrusiveness than goal-oriented browsers. This study also utilizes the eye tracking device
to record and examines that the non-goal-oriented web browsers’ fixation count and fixation
length on pop-up ads are higher than goal-oriented web browsers. That is, the non-goal-oriented
web browsers’ advertising avoidance behavior is lower than goal-oriented web browsers.
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HE

EHEER, MER) HERRKRATI RN, AHSEERATRE  SHMEXER, R, EEIT
FRRR) " F 2T ERRAFEF L AEAIEIL . AHFRIAPE VXL FUA R E TB 2 TS 5 72 b B
ERREATNE BB T BAn 20, BT B S-SR TE 5 B BT = A RIS S &5
KB E, WEIREEME ERRRATAFIERR RS BEREAES R, Fik, FBRUTERiit, #F
HREWETAZ BfrRAS5E, BiETZREEFREr AN RN TR SHnERNS &
WRLET Bin AN EN, AOTAEDRILRIFRAEZAE IR B i3 A3 3 TRk &
RIBRIREET AR T B RN, R0 P67 B An 3 S T3 S mr &
BRATASIET Bin ARSI

XA
FRRAE, MRERW, TERE, EEA, REREER

1. 518

AR A8 Y, T S A AT IRIN . AR SRR ARSI AR LA ) L AT AN
Tt S OB ETHORAT B RS I E AR G BAR (1 AR AR, FAL ARG TR ) X R S A
WIERE T BT & P PR K . BT S, MR BRI R R B T 1994 Mg R &
HotWires.com, FoRe i 5T _F 2= (AL T AT & T BRAIT 95, IR A FROARER 20 4 (banner advertising)
[1]-[3]e R AZHR, |7 EEU ol KIBME geiE 20 5 i siidi 2 (click-through rate)iZ 0 T i
[4], HLZ I B A8 E Rk EAR T, 2k G UG [5] BI0kE S i 2 (6] 0T A B ik N BRI =0, B
—PRAIFRA “REEE AL (banner blindness) B [7] [8], Bk, AT BRI SRR, &5k
3% AN W IR B oK (5B Java, JavaScript, Macromedia Flash, VRML)R & R, 78 %
MAELE, T Bkl % (pop-up advertising) /& fEIX A (U8 5 R4 BEARSRBk 5 0 I BL - B A
ERGRS 2 0T P i, (R Tt X RS B 1 2 R e B R Y ) B AR L, 4
5y 5| KT A WS 26[9], I ARV 2 SOkt ik S 3R v 2 SRR, a0 A Bt T o
BEaC S AT HoAm A ), b B R m A R, i B T S TR, gy
B AR MU RIR[10], R, g0 20 A R PR 35 i kvl 2 AR R S A i R =R 1] [12],
HELEFTA T SRR, WA 5 R [11], 28R, K2 BHER 8 2 KBS A
S AL 04T ON[10] [13]. HEBkE AR, BRAH: A AR AR 2 E SR, HERIT
TESE5% 52 AR Sk B R AR L AR . TEIRtn, WA PR, Bkl A R R ok
ENHTERFE R, B, TR R T S T A OGSk ) AT R, BARE
VER A 30475 R S R TR B AT N AR, WA 5T 2 2.

R i85 FH o T ot ek 2 A e 2 SR B G W R B A R Sk PRI B AT Bl k> B L
FTT T, IXLEHEE R 4 % (advertising avoidance) (IR IR[14], P A . & SO ALK
T8, J@& T INEnET 45 8 % (cognitive ad avoidance), M B4 3¢ I 5 M0 T 2 & T B BRI T 4 8 S
(physical ad avoidance) [9] [15]. VA %% Z At LA ) ki b, Forb— AN B 25 R 2 ) 25 1o % (adl irritation)),
WHERT T 5 BRI, DA R AN TR AT 7= A B AU [16] [17], 249 S0 T 25 12 B i i AR
FEE vy, DBk 2 0 ) e G 5 [17] 0 SR, 36 T BT R I R, S 2 12 P (intrusiveness),
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IX/E 5 1A Bauer 5 Greyser IR FTHE CHAIA[16]. FTiERYL, BRHE Ha [18]105E SR & e — Nk iy
FIWr 7 — AN R T IRE, B, — N HERNE RA RSN, RN AX T &4k
HHPRAT Z R AT [13], BTl — R e sl OB 45 IR 17], a2t WHENT &5
F9L 12 (perceived intrusiveness), SEEURT AN NBIEMAIWT, FHALTERGRESE. BrEL, TELE
FLECREIEN, T S 2 I B AR T BT R0 BB E R PR RE, (HRAHE TS EARES T, W AR
BT 9 1) B AR IR Z BT HREERG, PP A ERINEE . MBI SEd A EFH K
FRNHIHE H br LS (Perceived goal impediment) [4]. TIAHE 7S AL, B T3k 250 78 WX B A8 FH AT 0 5 X %
IR IR AT, 2 0 TR I AR LA G A4 B D H b (goal-) 4155 (task-) B 7 i3 W] (information-oriented)
B [4] [17] [19], BTRA, FEXAMBIRCAE T, BT A Mg & B SRH 2 FT -5 BEAS I 02 0 a3 1 H A%,
W) S ARAE G A AR ST 507, JUH A R A L 3 o TR s Bk, IR MEA B
WA A & TG e AT, R A AN SRR 2 A e FA, A R 22 1 190 2% A FH 25 76 4 FH 190 2%
B, FEA AR R eSS, M2k bR SR (non-goal oriented) F13 ¥, ¥ 3734 1R AT B8 AR MEHb ) b
OR8N e L e BB P e S A T L TS ) B DR B R 4 -, B AR RO FT R RI[20]. BT RA,
AW FEIN T B AE IR LR H R 1 R I B0 AT g, R 2 1R HH BRI AS 23 v 7 B PR e AR sk
WA SS, BT AR RN B B 5 W B 2 A, A U, ¥ 9 5 7R H AR -3 1 (R 9 g ol WA 35 T
XF Tkl A ke, SR T/ERA BRI MBS R EIE S, # 2RI BAR AT N |, e
B2 W) 5 &AL (] (fixation length)5 Y& % (fixation count).

AR FPAT LI, B WA, A R T Sk, IR S AT N
ARSI, @ESZRE T SRR, BT AN T BRI R IR R RN AT A LA R, [
B AR AR B SRS AE I AR BT, RIS R T 5 a2 80 BRI 20 2 i b i R AT i 5, T A2
K HHR B (eye tracker)ic3x 3 b 2 HR BR 2 bR A T Sk =X DX kB S 1) ] . AW 9 2 B 2 AR I
IGAUEE B AR S 1 0 S o Tk 5 R MR ST BAR S R R, B I (R
= T HERRRNE . 5UARFRAHEIE, RFEATLMER e, -, dZE 5Tk
T BT, H R T o M B SR AT N B B AR AR SRR MRS &4, RIS 1St
FU4E ST ) SR sk T S A OB S AT R ROV, FEEE b, W SR B R B AT A R AR B AR S AE
23100, B, ARHFFNGR ERIESE AR SRR IS T, ) e R S AR T H AR5 v R A 15
5, ARBE S R IR BRAS 2h BT ROk RS S SN, — 7 T A] PASRAS B O RS sz N 2R T sk
AT ERAEB RN, U7, WREEEAREREEET N NS, WA, ARutrgiRib)T
B FAFUL T AT LR (s AR, AT IR B RS, 8 A PR R R 1 R
BRI AR R T B S5 EWMIRNAT A EZ N, S sfpk sl &R a A 2 d& u i,
AR RER UL, Xt T DA AR DT N AR I AR e SR AT ZE Y, A RN (B K
b,

2. MEKIRIT SRR
2.1. MIBEI&

FTiET 45 (advertising) /& 48 FARE & B RS 2, 3B ik 5 QAR SR I8 L 7 o BRI 25 A T ko T ) e
IREAETT[21]0 #5 ARG AR R S F T BRI B AR 2, IR T (web advertising) . KF)
H I T M T, JHH AR IR E B P R, e AR SR I AT AR i B AL B TR
[6] [9]. Myl ZeE SMEET 15 Eae& LA ER: R T (preattentation) . 737 (attention) 5 s i ik
R (click decision) [6], JREPHARR)) 15 > 5tiE i & fr kW oV P e R, et — B3R B0H 2 1 sl
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DAL o ik 45 22 B B 2 H e B 1 PRI 7 DA AR B R A

EH T 0 % PRI 1) 55 TR P v, AR B AR S AR AN e g, B DA 4 X R =t 2 EB H =
W A A N B . LA e e i X (B A R T i ——display ad). SREETE)T
(pay-per-click ad =¥ 244 F-——paid-search). Hi-FHRF 5 (email ad). [ 7T %%Bfi(website sponsorship)-
k2 (pop-up ad). SCFIESET A (text link ad). [ iRk (advergame) . 4240 45 (button ad), L EE
A B AR )R [21]-[24]. o) S MBS an T ARk, X T 5 T DA T 23 D Y I Bl X e
AR AEEREE SR SRAREE SN, g A EEEE SRR, RIS iR TR
M, #EhHiE R EWE S REE, BlnsiR % AR SR, 28 A I
WEMINEATS), HREGERLEER,  Hrbi BARER PRt 2 s Bk = 2 [9]

E— M g, AR A 5 N 0 e N AR LR S A R, R R
EPTESIN G HAx, AW RE RS AZNE . 2B R 5([25], MR S5 AFERH
FEME R AW ARSI, SRR “BERE I [7] [8]. SRT) 2 H H#R =& 23R B 7%
TR SIS, PR 8T W T B RRE AR T DR, BDIE FH R R I AR
FEAR K SR T i 5 B, sk R A e AR R A AR, S A O R
ROy FAE € [26], RA, HHEREZHAHNREAF A, JOVBE SME s, &1
Yo W 7 2 JE AR IR S AR U, BT AR 5 51 R 9 I S 4 [9], I AR RVE 2 SOkt 4R
Bk & AT, B R R s S 4 S Lk ) A 7 IR (1 R AR [10]

22. I'HRB%R

FEAS NAFE R B i A B forh B e ATH B0 25 S o RS b A AR W 4% S 02 P 11 R
AR DL i, DURAEIE B S EYRAET fE T SOE B E A R EPOE B B T 8,
ERRJERE T IAAESTIF M, VAR — RHERI BRI . B — A7l P& AR AR L) 5, JRA 2
PG gt AT S AL, A v] RE 20 BRI A B BRAR M AN L . A8 e . Pod g At s 28 &

LTUH . BRI AN IR, EEE T DVR( U Tivo) sk P44 2 20455 B ok id g ri Al 5 W)
P T MR 7> B O T 5 NELZ FERATI AT, BN A a[14]. BR

F FARAFAE 5 R T P M, (R X T AW A A E[L7], AT 2RI
HRE AT N [27] [28], L2, IS E 2 SR SCER A AR 1 AR F e £ T PR AR FE 2 s BV 2 T e
MRS EE[29]. BbAh, I EWAFE DA N5 8 G2 A R A () B AR A e L, sl 2 U
HARE BB PR & (zapping) B S BTN, SN BB E 5 I o & B i
TE AT REME[14] [30], PAKTEBEARAC S 2 B0, B OB v Bt 1 45 I Ya 14T M [14] [31].

AR T E U 2 20 DU B (B B ) Bk, BOR BN, MMIEARET, SFEA
[F RIS, T AA AN E ) 5l e B [32] . i REEATR T T R RAT R, WARKENR 2 34T IR, i
WIZE 44 1) Speck and Elliott [1410F 5, BP 35K 5k 4247 90T LL4yr Ak (cognitive) . 17414 (behavioral)
L MUk (mechanical) = Fpii e 420, 76 Abernethy [IRFFTHT, K 5 88 G X 73 1 B B4 (physical ) 5 ALK
% (mechanical) [27]. Cheon and Cho [4]U] /232 Hi A K11k (cognitive) . 1% B4 (affective). 47 1% (behavioral)
BEGAT M. LK Chatterjee [9]5 Burke and Srull [15]#5 24 55 ¥ 4 [X 43 el Fa T 25 3 4 (cognitive ad
avoidance) 5 B FL M 45 388 4 (physical ad avoidance). AR &GHFFCIRH T ARMAR 540K, HELEA
WEFEAT AR DS 25 2 R O RE € 5 SR PRl AT 9B, FLSEmT DA T A 38 & 273 FE AN [F) 44 R A
T, VA ZMILENE, MR IE L R RS EA R . AL T ##E] Elliott and Speck [14]()
1T 1B % 5 Abernethy )5 FRPERE4[27], LA Cheon and Cho [4]HI4T A TkisE b, ooz A8 iR 4R 1R 1)
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B4 [ B T Elliott and Speck [14] LA 8%, 55 Abernethy (AL 8% [27], LA Cheon and Cho
[A] 00015 B 3B s, H T A2 AR A [ MR 2 (1) 38E 5 S B . {ELAZ Ellliott and Speck [14]%F F-47 g P8k 40 5 ML It
BT ARE, FLse AT R T Chatterjee [9]55 Burke and Srull [15] 5 B 5 8t 2 2 L ST RHZ T .

FHECT A Guliad, W BRI 26 ) B R B M s, I HLECA AR AR 0, (673 % O —A
BARREY, HPTRERIITHAERE TG, T i 4. 2. B, B0 6 1k
4] [33], Frie RIS R AW 2R A, I ERESG T it 5 BatE, Bk, X7 3—
J7R AT, TTREELE T 2 SCHR AT X 4 0 R R DA Bk G B S, B v B A I DT AR A A
(scroller) T ikt G )" MW, FERELL/r2Krh, WP THUMIERE S, TR o] SR TAT P, (R 2
B2 [FIVAZE T8 587 %€ X Chatterjee [9]45 Burke and Srull [15]2 BRI 4, 765 X 518 SRR
b, BN S AR R R P VR SRR R LR A . TR, AR 9T 32 5k T B3 T IR T 11k 4 Y
3, BMHiA L Chatterjee [9]5 Burke and Srull [15]f 1A &N 7% ¥ % (cognitive ad avoidance) 5 & BE M 15
1 4 (physical ad avoidance)Z — 43253 T I8

BB AN e G, TR TH 2 8 I R b G e A (Fixating) T AN SE Y [ 9 )45 (9]0 TA R ik
se— N HBENIIFRT , SRR T LA Y 5 JIOR TR AN W AN 75 223 SR AT AT SR R R SR BAT N AT 3
WYL, BT RG24, R ARSI ERI . T G SRR, HREEE
WHLAS 2D VE BN LIRS Bkl fe ) 5 1 87, B andE LIRS R I B AR & . 7E IR B v 1 G A
Pk, SRS R DUE T RIE R, BURKRACI S RITIE (9] BN kG & — 3 2
Gl HIERSE, HH 25 A FEFR R RPURI[34]

TH B AETRT ) I, VSR B A R PN kb, R e e 2 T RO B, JF L
AN e B o RS SR AR R S AT O B AR, AR R AR S B S T BT (B R AV ER T ),
BURM R E L R, WK G 9], FEAHT T AT Bk s, A LR
A AT B R RO g T, RS 2 0 R R S iy, R TR a0 A R &
BEL3S L 2 H e 1 98 2l R S AEAE D S ) H R DI, BT DS 5 51T 2 S IS 691, 9 an A R Tk
Rk 2 Y R B S AR FE I, i EL A =S S T R e, 2 BURAR I U
HIR[10], [FIEF, S 5 o W e Lk o R B A S S R B[ 11] [12], FHEBEAERTAET
HRR PR o, SRR SRS, W, Rk & S T R T T, A
SNV  COAS 2 AHERRTHE, B DAY 9 38 00 5 B0 I S FR ) Bk AT, 7 R LE s P T i BE H AR AR
DAGRSZE, DRIt R HOG P Sk X 35 A 1)k e AT R [13] [17].

o F 0T W R A T, M ST BN R B AZ A [9] [35], EOR DA H R
TR [4] [LAPRED) T H B AT . (A2, HRZRE R EEN T/ S RENRNHIAZ, U6
A HARMRR, R T TR R AT, KSR TA MR RS IR B B,
el, RERRTEE SN GG, AT SPRI K. Bk, 0F82H I 6K H B AT
RN, JUHSEIR SN i (eye movement) [13] [17] [36]. AW 72 iR BTt 8 1) ke 4, 4 L2
SEPRIREREEAL T b I I B BE A D B AR
2.3. ITERRS5 MR

HIE U A S, AN EEWEEZ SN, W T A 5 b R A
M BRI 7= A RSB [16] [17], 4V B e T 5 B2 B (0 o Z R R v, U bk i v e £ 5 [17]

AT 2 2 LU AR E R (dislike) s 28 4 H — 4%, {H & X LB R IU (offensiveness) B A 84 fi, &
RS EX T A TE AT S AR A [16] [17]o ) 35 1 2% s R A 3, 7T LA IX 29 il = [ 13] [16] [17],
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—MpiEkH T A% (ad content), WIARSTEMARRTITH . FR. IRBEUEME T RAMEE, WK
P R AT (execution), )T B AEAT EANEAR, @WKl KA R TUK, Bl T
RIC TR W FERE, #50E Hm: FH=F0E 58 E (placement), # & 7EH—
L T ORZ 1) (R A el T H At A B T P B IR R A1) 2L perceived ad clutter), B2
B R e e . TEMER RS, Sk S R S R R T S R AT R, tHRE
P FBEIOH B, Bk, sepkal SR B, SRRIU. R RS S RATIR R, ik
BT SR [12], B A B T H AR T 5 R T Re .

B2 BRI SR T MM EER R, 2, MARRIBMEERE, "The
S0 FEAL BT P PR A A, (RIS TR A S i i 4, FE R R AR AR RS T B
fiERE[13] [16] [17] RALKAET 2T S FTWrak T4 1 S F IR BT ity HARdkAT, Bl 4nyH 2% & T Rext 148
R A AT B IR B AR [37] LA S AT H g A [381BZ B R B, L, R SR
T8 B0 TG 48 507G (editorial unit, V248 i AR H I RO PRE) BT IR 52 VA I R PR A v T PO AR (Ha, 1996).
BT 1 H R R S VR R, HRaL, T B AR BT Wi i S TRk SRS R T ARG, IF
A 5 R 19 P v R E S BARRAT BhE . Em EEWE ST SRR, I P AT T
fly, Ho BRI R SR Y B ARCRRVET ), U2 U IR, B AT . #
JETH TS B ALY B B R (impatience) B 75 H5 (disturbing) U 67T Y S Ok 4377 A2 [39]

T R FAERAT U AL FIN , VS (attention) 2 — M IRV IR, I HATRE /) _ERIBRMI[40] [41], B,
TEPIBE RS R, 35T N A FH R i — AN BE B T4 (noise) 5 Wi AT A (nuisance) K Y8, 4B TV ER
AT RERE b, BUZFHAG . oW 7 oS H AR DU N S T et N A R e B, Bl
ST R T I R AT N[4], A AR IR, Reed [42] 8 M B8 & FIR R
TAEGIER) 2, AHREANBERDLAF, JFRATZHT &1 2B 2520 H br UL B S s
(Bl . B 5), (HR ek &t T W TR 2 T i L, B
Everaed et al. [LO]fIHF 72 o 8 45 sk =X 2 B i) & P i 2 P 2L .

— M E B E AR, RN NN T ST W HAREEAT AR BE A A PR [13], FrLA
P SEELOEE RIS RL7], MEUR UL, W RE N T E MRS R T, REUETNALGEAR
) 2% B U 5 1 T, AR S ARG TR R, B NTEM % E BT AT 38 SRS RN A2
HEMREBURECR S, BT 0 B2 L A A R B 1 i 1R $t (perceived intrusiveness) [10].
AEABL AR ) & A0 e BT 7T b Bk 9 05 H R BELRS (perceived goal impediment) [4], [RIBEREHE W 20 0t 4
XFH 0 YE H AR R W S RS R, M%non B ARBEAS RS, T 283 P& (aggravation) . FTHI S (negative
attitude) 5 ) 5 ik G FE B 23k =1 [38]. LR AR PLEOR A HARBEAT, WEAR V8 2 1 3 0 i,
FrCA, AR & B2 R s e e B ARpHAS, sz A, JEH, MEREEESTF R g, #
2D AR 2 N AIME DR T 5 1 HH AS [R)F% B2 PR 6N

LA S, TEBARMER RTRT)E EER, FE R PR R AR R R, R )
DR, MR, e slRBE SRR RN . T RIEBE S W, frbl, F—
TG STHE R AT AN BAr S 5 EX TR RS 58 [ IR &

24. BRSEANRENRERK. I EREET GFREZENXER

MR FUSE 2 M S S RE St S RURARPEVE[42], SRITAWE FCAE AT — 5 i g B VE 2 Bt
FC, RIS RS T sk i, B R T AR R T R, At & SRR
SRS R . EAE, BB AU T S R ) T RSO IR IR IR, H R
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MFEE—MEOEZ T, WAt “IH P& R EAT R e F B AR , 2RI, AATIAE R B 30 v
1T R A R E AR ? i LW AL AT D SBR T & ORI, 2R M B O B g i o
HAMR ARS BB S MBI 4] [17] [19], BriL, EXMEGERTIE T, RH) &5 #R AT Wi 5 FHLAG R I
W H bR, RELR A EER S AT R AR A RIS S, AR 5]
ARBKR S BRAT N T2, WA S REER R T, FFARER LR E S, e
AR — 284k B bR 3 R R B AT N, 600 AR 2SR TR A5 AT 037 1) vl 5 WU A KA A 208 iR, 5.
FERURIBRE I BT G KA AR (140 Facebook 83z A2 A WAl ) 3 W AR A R AT IR T JEL - AT L fi%
FEAERS T 0 P P R R R T BT s SR AR T AN R [20] 6
ATV B AE R B SR R TR B AR S AT O, R R AN R AR E W AR ST S AR, A

W% PR B S F S Tl TRE H bR, R R BA G AT wimig v, AL RYLE R Fm
SO, JRRIH B AR BLI BORN G AR IR . )T A, M IR, R, ABTTUIR AR, Aokt
AT EAEIEA AR FRRE T, FICRIEE DR AR T H AR S 1 (3 S 5

H1: 3F F AR 1 2 R0 55 6 Tkl & 2 R R PR T H AR [ 22 R b

H2: 3F F AR 1 2 R B0 58 280 T3 sl 35 ) i B IR T F AR 1) 22 R ) 5

FIBEAR LS FIGE SRR LB, 75 G S N RE A 2> BUIR[17] [38], PRIEAWE TR IR Bk =,
5K AE AR 170 4 R 00 55 0 Rk 5 ) S AT VR 2R BAR R AN . (HRH A
) G G TR B A3 AT, R R RORAC PR TR, TN BE SO SRR 2 IR IIAT Y,
TR LR S AT A I IR B B R, U, i 28 0 ) i IR AT B, HEIRERIEEILAE
ViEWLmﬁ@%MﬁAKE,&Zﬁﬁoﬁ%k$UT&%

H3: A H bn S 17 2 i i i 2 0] 58k 35 1) o5 B S AT O AR T A 3 0 2 A B

H3a: JF HAR-T 1a Z R 0 5 06 T3k 30 i AR e 1 AR 1) 22 P ) B2

H3b: Al H #3290 0 0ot  Bk  o (R AL ) e T s 3 i - B 3

3. ARFA*E
3.1. IR ESWRIEF

AW FERRIGAE F AR T 000 B 7 A B 0 I 5] S5 e A AR TR S o e S AT D (A
ﬁfiﬁﬂﬁmﬁﬁgzﬁml%ﬁﬁﬂ,I%Mﬁm%%%%ﬂﬁﬁﬁlﬁ%mﬁ&ﬁi%%i%%,
SR AR, VS SLAE QTR F A X BB RO T (AT R B B B PR, R E S
FU0),  E R AT T 2 SR8 U, AEAERE D SEEAEHT, kR BE LSS T B0E 2 5
155, HEERFREH HAR S A SIE AR RN AT N RASER =LA A, TR oA T
Z S T RS s B, R B A R BT A AR B, R R DLSRAS
sl IR, SO ER eSS . AL, H T AT FUR AR S ORI AT IR BRBEIL SR RO 4E, 321
B LN A AR T, JFHRZ BN R Z AT, R AT IRBRIE B HERR PP (UK IL R
M), FHAAERA 5551, Frek, R Ses s SCRiAN N iR G & Bt

%ﬁ%ﬁﬁﬁ@ Bt NN S T i, B MR A A0 58 32 13 IR BRI T 357 DX 4 A A5 e 1]
WSS ARG I eidiid RG22 X T 5 2R R S WA, IR rR 2 ulE W B bR T A,
CME IR E Z M BRI GE R 5 ) i W 7R B A A I o) el B TSR3 B 5 ) 5 S 8], (HAZN T
B E W TR RERA T E S #ﬁf%,ﬁm%$F®£mﬁ% ERRT T ASHCRE N 5 A
Feug AT AR, A 255k b R B AR AT SRR il S R B S AR R Z B R OTT AR R R BIER

O,
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P77 TR A SR AR SRS R RN . thAh, BFE RIS, R THE RS
5, RS2 WY UL I P, SR BT HAl B AR T R R R S AR, A R AR R N
T A SR

3.2. SCEAPR

ARSI W TN B SR, — M R T, RSN DRI H SR
R,
321 FEWH

R 2 Ja BB A H s S 3 53R H AR S m xR, Bl =2 A RSB AU R E &
BARS YR B T 5 U, B A A ZE S R R S S . ANHE AU B R I 0 DU, BT ARG
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Table 1. Goal and non-goal-oriented web browser’s perceived intrusiveness and ad irritation on pop-up ads
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Table 2. Goal and non-goal-oriented web browser’s fixation behavior on pop-up ads
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