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Abstract

The advanced network and communication technologies enable consumers to take relevant
measures to block the interference of a large number of advertisements. From the perspective of
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advertisers and based on Bayesian persuasion theory, this paper focuses on studying the optimal
delivery of persuasive advertisements that can identify consumer screening technology. Therefore,
the theoretical models of persuasive advertising that cannot identify and can identify consumer
screening are constructed respectively. On this basis, the optimal income of advertisers under the
two models are compared and analyzed. The results show that reasonable use of consumer
screening technology can bring more profits to advertisers. However, the investment in consumer
screening technology is not always optimal. When the required investment cost is too high, the
advertising strategy that cannot identify consumer screening technology becomes optimal instead.
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Figure 1. Optimum advertisement strategy: cannot distinguish consumers blocking behavior
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Figure 2. Optimal strategy of advertisement (¢ =0.4)
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