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Abstract: Recent trends and developments in the fields of Big Data, Machine Learning, 

and Artificial Intelligence are completely transforming the way brands are engaging and 

communicating with their audience, allowing more personalized communications than 

ever. With the spread of social networking sites, such as Facebook, YouTube or Instagram 

a new opportunity arises for companies to connect to their consumers. However, since 

social media personalization implies the collection and analysis of highly personal data, 

consumers may develop negative reactions, attitudes or perceptions towards personalized 

advertising. Research covers extensively issues such as privacy concerns, invasiveness, 

forced exposure or irritation, which can lead to advertising avoidance. Though 

understanding the user perspective is crucial, the topic advertising avoidance in the context 

of personalization, especially in social media environments, hasn’t been discussed at great 

length. 

The purpose of this thesis is to understand how YouTube users experience personalized 

advertising while using the platform. The empirical findings of this thesis contribute to the 

ongoing research on personalized advertising within a social media setting. In addition, by 

understanding what can influence personalized ad avoidance on YouTube and describing 

how consumers express ad avoidance on the platform, this thesis aims to nurture a deeper 

understanding of the phenomenon.  

This study is based on an interpretative, abductive as well as a qualitative research design. It 

uses semi-structured interviews to explore the views, experiences, beliefs, and motivations 

of individual participants as well as focus groups that can leverage group dynamics to 

generate new qualitative data.  

The results of this thesis show that YouTube users experience ad avoidance in relationship 

with personalized ads for several reasons linked to prior negative attitudes, perceived goal 

impediment or ad irritation. The analysis of the findings revealed that users can experience 

cognitive, affective and behavioral ad avoidance as presented in the literature, but a 

theoretical model which can perfectly explain the phenomena of personalized ad avoidance 

on social media is currently not existent. While some antecedents claimed by the previously 

mentioned theoretical frameworks were also visible in the study, additional aspects may 

have an impact on how consumers experience personalized advertising avoidance in the 

social media environment, and more specifically on YouTube.  
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1. Introduction 

_____________________________________________________________________________________ 

 

This introductory chapter presents a brief background focused on the current state of development in 

personalized advertising, followed by the problem discussion on the topic of personalized social media 

advertising avoidance. The next section displays the purpose of the present study, which research 

questions it is built upon, as well as a short description of how this study will be realized. 

_____________________________________________________________________________________ 

 

1.1 Background 

 

Recent trends and developments in the fields of Big Data, Machine Learning and Artificial 

Intelligence are completely transforming the way brands are engaging and communicating 

with their audience. Many companies are collecting tremendous amounts of personal data 

from users, allowing advertisers to target and personalize advertising, to provide more 

appealing content in alignment with specific interests (Tucker, 2014). 

 

Although personalization developed in traditional media as well, it was not until the 

Internet allowed new ways of data collection on individuals online activities which led to 

new forms of online marketing via email, banner ads or paid search (Bucklin & Sismeiro, 

2009). We can say that personalized information technology services have become a 

ubiquitous phenomenon (Tam, 2006). 

 

Being so prevalent in the online space, the phenomenon of personalization is continuously 

gaining attention from both marketing professionals and consumers. While it can represent 

a highly effective tool for marketers, personalization can also be perceived negatively, as 

many consumers consider that throughout its development, it has become increasingly 

more intrusive and unwelcomed (Brinson, Eastin & Cicchirillo, 2018). Moreover, many 

consumers feel that personalized targeting poses a threat to one’s data privacy (Brinson, 

Eastin & Cicchirillo, 2018).  

 

Especially with the spread of social networking sites, such as Facebook, YouTube or 

Instagram a new opportunity arises for companies to connect to their consumers (Chi, 

2011). The number of social media users worldwide has increased to over 2.46 billion and 

is still expected to grow (Statista, 2019). Advertisers have access to new media spheres 

where they can access information allowing them to present consumers with more 

personalized advertising than before. Since social media personalization implies the 

collection and analysis of personal customer data, social networks come under scrutiny 

when it comes to their advertising practices and use of data (Aguirre, Mahr, Grewal, de 

Ruyter & Wetzels, 2015). 

 

Despite general knowledge of Internet user data being collected by social networking sites, 

consumers often become aware of these discrete instances only if they are being informed. 
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When they are not informed about data collection efforts, an advertisement that contains 

distinct, personal information may cue customers that their information has been collected, 

without their consent (Aguirre et al., 2015) which in turn can cause negative reactions. In 

addition, consumers can develop negative attitudes towards personalized ads when they 

consider that the ad message was not targeted well enough (Baek & Morimoto, 2012).  

Research covers extensively negative reactions, attitudes and perceptions towards 

personalized advertising unveiling issues such as privacy concerns, invasiveness, forced 

exposure or irritation. These are all of importance in understanding user behaviour, as each 

of them has the potential of triggering advertising avoidance.  

 

According to Cho and Cheon (2004) Internet users exercise ad avoidance because of 

perceived goal impediment, perceived ad clutter and prior negative experience. Taking into 

consideration these three antecedents of ad avoidance, the authors illustrate the ways 

consumers may respond to advertising stimuli through a CAB model of cognition (C), 

affect (A) and behavior (B). The cognitive component illustrates consumers’ beliefs about 

an object, which is evaluative in nature, the affective component relates to feelings or 

emotional reactions to an object, while the behavioral component is represented by a 

consumer’s actions to avoid an object. Going a step further, Baek and Morimoto (2012) 

propose several motivational factors from an integrative perspective of reactance and 

resistance. In their model, perceived privacy concerns, ad irritation, perceived 

personalization, and skepticism are the antecedents that impact the way consumers 

experience personalized advertising avoidance. 

 

Though the ad avoidance theoretical framework is available in several research papers, we 

have not seen much focus on social media personalized advertising specifically. This signals 

that as a consequence of the recent development of personalized advertising options 

available on these platforms, this topic has yet to be discussed at great length. This is also 

confirmed by Hadija, Barnes and Hair (2012) who explain that display advertising on social 

media has not received enough research attention. 

 

Thus, to address this gap in advertising avoidance research within a social media 

personalization context, this thesis will explore the phenomenon by drawing theoretical 

concepts from several well-established theoretical models while still remaining open to 

discovering new insights. Incorporating elements from the advertising avoidance theory 

within the context of personalization on Social Media allows us to employ a unique 

perspective that will deepen the general understanding of this important occurrence and 

therefore complete the still limited literature on the topic. In addition, due to the relatively 

unexplored nature of this topic within social media networks and considering that each 

platform comes with specific particularities, we consider that our findings have the 

potential of further contributing to the empirical development of ad avoidance and thus 

support a deeper understanding of the phenomenon in the context of personalization. 

 

Considering all the above, the focus of this study will lay on the social networking website, 

YouTube. With over 1.9 billion logged-in users visiting YouTube each month, over a 
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billion hours of video watched and billions of views generated (YouTube, 2019), YouTube 

has great appeal to advertisers (Joaa, Kimb & Ha, 2018), allowing them access to advanced 

personalization tools. In addition, we considered that YouTube is a well-known platform 

among Internet users, a dominant leader among online video advertising revenue, and a 

platform with access to Google’s extensive ad personalization tools. As such, the purpose 

of our study is formulated below. 

 

1.2 Purpose 

 

The purpose of this thesis is to understand how YouTube users experience personalized 

advertising while using the platform. The empirical findings of this thesis contribute to the 

ongoing research on personalized advertising within a social media setting. In addition, by 

understanding what can influence personalized ad avoidance on YouTube and describing 

how consumers express ad avoidance on the platform, this thesis aims to nurture a deeper 

understanding of the phenomenon. 

 

1.3 Research questions 

 

The research questions that will form the basis of our study and subsequently fulfil the 

purpose of the paper are outlined below.  

 

RQ1: How do YouTube users experience personalized advertising and what can lead to ad 

avoidance on YouTube? 

RQ2: How do consumers express ad avoidance on YouTube? 

 

1.4 Research structure 

 

The main contribution of this thesis is based on the user perspective and consists of 

conducting a qualitative study. To do so, chapter two provides a review of the most 

important theories providing a foundation for this paper, hence both a primary and a 

secondary data search are performed. 

 

In chapter three we are describing the research methodology of this study, discussing its 

interpretative, abductive as well as its qualitative research design. In addition we are 

explaining our choice of using semi-structured interviews to explore the views, experiences, 

beliefs and motivations of individual participants as well as focus groups that can leverage 

group dynamics to generate new qualitative data. 

 

Chapter four reports on the empirical findings from our interviews and focus groups, 

where we used non-probabilistic and convenience sampling methods to gather insights 

from a diverse sample of engaged individuals. Subsequently, chapter five fulfils the thesis 
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purpose by offering an analysis of the empirical findings in the light of the theoretical 

frameworks and approaches highlighted in chapter two as well as by providing a new 

theoretical model based on our findings. Finally, in chapter six and seven we conclude the 

thesis by discussing its theoretical and practical contributions and offering suggestions for 

further research. 

 

2. Literature review 

_____________________________________________________________________________________ 

 

In this chapter the full theoretical foundation used to write this thesis will be presented. The chapter begins 

with a general introduction to personalization followed by a short description of social media 

personalization. Next, we are describing different perspectives on the topic and briefly approaching the 

YouTube Platform. The final part of this chapter begins with an explanation of the concept of advertising 

avoidance. The chapter ends with an extensive presentation of the theoretical models used to fulfil the                       

purpose of the present thesis.      

 ______________________________________________________________________ 

 

 

Personalized Advertising 

 

 
 

We developed Figure 2-1. above to illustrate the main two major topics  

that we will approach in this literature review as well as the relationship between them. 

 
Figure 2-2. Structure of the personalized advertising literature. 
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2.1 From traditional to online advertising personalization 

Though it may seem as a recent development due to its technological nature, 

personalization as a phenomenon is not a novel form of advertising that arose from the 

Internet (Baek & Morimoto, 2012). Personalization has been present in traditional 

advertising for a long time, being used to reach out to consumers through print, radio or 

TV, as it yielded higher response rates in comparison to non-personalized messages 

(Howard & Kerin, 2004). 

 

When referring to personalization, we are making a differentiation between traditional and 

Internet advertising, as the traditional mediums are more passive in nature (Chen & Hsieh, 

2012), while online mediums are developed to work interactively, which proves to be more 

efficient than one-way communications. Interactivity improves the understanding of the 

message that the advertisement is trying to convey (Macias, 2003; Risden, Czerwinski, 

Worley, Hamilton, Kubiniec, Hoffman & Loftus, 1998). In addition to supporting this 

perspective of improved effectiveness, Tran (2017) explains that the development of digital 

communication technologies enabled more cost-efficient forms of personalized 

advertisement as well. Therefore, while the personalization concept is approached both in 

traditional and online advertising, we understand that they pose considerable differences 

that translate into the way they are perceived. 

 

With the rise of the Internet, advertisers became more active in targeting specific markets 

(Chen & Hsieh, 2012) by using consumer data such as name, demographics, location or 

lifestyle (Baek & Morimoto, 2012). But one essential factor that supported personalization 

development in the online space at high levels of performance is the proliferation of data 

(Brinson et al., 2018). 

 

Online advertising became increasingly more personalized and pervasive because of the 

new development and continuous expansion of web data tracking and aggregating capacity 

(Brinson et al., 2018). Many companies are collecting huge amounts of personal data from 

users with the advertisers aim to target and personalize advertising in order to provide 

more appealing content in alignment with specific interests (Tucker, 2014). Moreover, the 

expanding click path of data which is based on thousands of website users’ visits and 

interactions, is enhancing advertisers’ endeavours to customize ads to individuals based on 

an increasing number of data points and behaviours online (Aguirre et al., 2015; Bucklin & 

Sismiero 2009).  

 

Recent technological trends and developments are completely transforming the way brands 

are engaging and communicating with their audience and with the rapid growth of big data 

science and dynamic targeting technologies, personalization is predicted to become the 

future of online advertising (Arthur, 2013; Nesamoney, 2015; Smith, 2014). 
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2.2 Defining personalized advertising 

But how is personalization defined in the literature? One of the seminal contributions of 

this literature review (Tam, 2006) states that the goal of web personalization is to deliver 

the right content to the right person at the right time in order to maximize immediate and 

future business opportunities. To achieve this, the advertiser needs to control the content, 

presentation format, and timing of personalized messages or offers in order to induce a 

positive response and attract immediate purchase decisions or nurture future purchase 

decisions. 

Other sources (Chellappa & Sin, 2005) define personalization as the ability to proactively 

tailor products and product purchasing experiences to tastes of individual consumers in 

alignment to their personal and preference information. Therefore, in this case 

personalization would be critically dependent on acquiring and processing information as 

well as the customer’s disposition to share information and use personalization services. 

 

Going a step further, Riecken (2000) and Adomavicius & Tuzhilin (2005) describe 

personalization as an iterative process that can be adjusted in an interactive feedback loop 

between the advertiser and the consumer. Once the data collection process is complete, a 

key issue in developing personalization applications is the ability to construct accurate, 

comprehensive consumer profiles based on it. This way personalization systems are able to 

match appropriate content and services to individual consumers. 

 

The most appropriate definition for this study as well as our choice of platform is 

supported by Baek & Morimoto (2012), Dijkstra & Ballast (2012) as well as Tam & Ho 

(2006). They refer to personalized advertising as a communication strategy created with the 

goal of delivering customized messages to individual recipients based on their personal 

characteristics in order to maximize response. Since personalization has become such a key 

ingredient of online marketing (Montgomery & Smith, 2009), we can observe these 

communication strategies in e-mail, banner advertising or social network sites. 

According to Tam and Ho (2006), the effects of personalization strategies are mediated by 

two factors: self-reference and content relevance. Therefore, personalization will mean 

different things to different audiences. While on websites or in email marketing we can 

observe self-reference through the use of visitors or subscribers name, when it comes to 

search engine optimization or more specifically in our case, social media sites, advertising is 

approached through content relevance, by offering content relevant to consumers interests. 

This suggest that the functionalities of contemporary personalization are dependent on the 

channel and take various forms. Therefore, since our focus lays on the social media 

platform YouTube, it is essential to make this distinction.  
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2.3 Personalized advertising on social media 

Since social networking sites are becoming increasingly more popular as an advertising 

medium, Facebook, YouTube or Instagram represent new opportunities for companies to 

connect to their consumers (Chi, 2011). The use of social media has experienced a massive 

growth and in 2017 there were already 2.46 billion social media users in the world. That is 

expected to increase to 2.77 billion in 2019 with an outlook of continuous growth in the 

future (Statista, 2019). With so many users active on social media, these sites become 

attractive platforms for marketers. As a result, in 2019 the ad revenue generated worldwide 

from social media has already amounted 99 204 million US dollars (Statista, 2019). 

 

Simultaneously, collecting such large pools of personal information means that advertisers 

can understand a lot more about who their customer is and provide them with more 

personalized advertising than before. However, since social media personalization implies 

the collection and analysis of highly personal and sometimes delicate customer data, it is 

not unusual that social networks come under scrutiny when it comes to their advertising 

practices and use of data (Aguirre et al., 2015). 

What makes social media ads so attractive for marketers is, as stated above, the high degree 

of personalization which in turn allows them to use highly relevant targeting techniques to 

reach consumers. When creating a profile on social media, users share information such as 

profile information, interests, activities and social relationships that can be used for 

personalizing ads to a much greater extent than retrieved data from other marketing 

platforms such as traditional and email marketing (De Keyzer, Dens & De Pelsmacker, 

2015; Walrave, Poels, Antheunis, Van den Broeck & van Noort, 2018).  

 

2.3.1 Personalized advertising on YouTube 

One of the most popular social media platforms today (Statista, 2019) and a rich repository 

of information and insights regarding markets and consumption (Dehghani, Niaki, 

Ramezani & Sali, 2016) is YouTube. The platform was acquired by Google in 2006 

(Pashkevich, Dorai-Raj, Kellar & Zigmond, 2012) and by 2019 already reached over 1.9 

billion active users on a monthly basis (YouTube, 2019). Having such a big audience of 

engaged viewers and making use of Google’s advertising suite, YouTube rapidly became a 

popular place for marketers to advertise. Worldwide, YouTube’s net advertising revenues 

amounted to an estimated 7.8 billion US dollars and are set to increase to 11.76 billion U.S. 

dollars in 2020 (Statista, 2019). Though the proliferation of advertising on YouTube 

attracted investments in this evolving medium, it is essential to understand how the 

consumers perspective evolved in relationship with these recent developments.  

The monetization model of YouTube is based on placing advertisement and exposing it at 

some point to the user when they watch video content (Pashkevich et al.,2012). YouTube 
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found that placing advertisement before a video starts was most effective, but also a very 

intrusive way to advertise (Pashkevich et. al, 2012). In order to increase the ad 

effectiveness, the platform introduced skippable ads in 2010, an interactive format that 

allows the user to skip or watch the ad after 4 seconds in comparison to the previous 

format of in-stream ads that required users to watch the full ad in order to see the sought-

after video content (Pashkevich et. al, 2012). 

Dehghani et al. (2016) found that 73% of the people in their study often skip the video ads 

while watching online video on YouTube. This signals that consumers perceptions and 

attitudes towards YouTube advertising represents a topic of importance with regards to ad 

effectiveness. 

 

2.4 Perspectives on personalized advertising 

According to Brinson et al. (2018), for both advertisers and consumers, advertising 

personalization of advertising content and delivery can bring a variety of advantages with 

increased efficiency dominating the list. Advertisers benefit by reducing ad spend on 

audiences that are not a good fit for their product or service, hence acquiring a better 

return on investment for their advertising budgets. At the same time, consumers can 

benefit from more relevant, interesting and sometimes even rewarding messages. 

Moreover, it can provide more opportunities for advertisers in customer relationship 

management due to its advantageous characteristics regarding the availability of one-to-one 

marketing communication, segmentation or targeting of prospective audiences, and the 

ability to obtain measurable responses in direct marketing communication campaigns (Baek 

& Morimoto, 2012). 

Personalized ads can be perceived as more appealing and more aligned with consumer’s 

interests (Anand & Shachar 2009; Lambrecht & Tucker 2013) and has been shown to be 

effective in influencing user behavior (Tam & Ho, 2006; Pavlou & Stewart, 2000). Despite 

many positive findings about personalization catching the user’s attention, we learned that 

this practice can also backfire as consumer can develop discomfort when the 

personalization level is too high. Some studies researching email marketing personalization 

for instance, (Sheehan & Hoy, 1999) found that many participants did not even respond to 

personalized advertisements; in fact, many asked their Internet Service Providers to remove 

them from the mailing list. 

In a study by Malheiros, Jennet, Patel, Brostoff and Sasse (2012) participants were shown 

social media ads that contained both photos of them and standard images. 80% percent of 

the participants did not feel comfortable with the fact that their photo was being used in an 

ad. This represents one of the downsides of personalization and according to Brinson et al. 

(2018), such events happen because close targeting represents a perceived threat to the data 
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Advertising 
avoidance in a 
personalization 

context

Social media 
advertising 
avoidance

Advertising 
avoidance

privacy of an individual. In addition, if consumers believe that the firm violated their 

privacy, they will view personalization as both creepy and unpleasant (Tucker, 2014). 

When consumers feel too identifiable and detectable by the marketer, they are going to be 

discouraged from click through intentions (White, Zahay, Thorbjørnsen & Shavitt, 2008), 

and when the ad is too personal, they may even feel the need to behave the opposite way 

than intended, expressing a psychological state which was theorized by Brehm (1966) and 

which is named reactance. 

For the same reason, consumers may feel manipulated or deprived of their freedom of 

choice (King & Jessen, 2010; Tucker, 2012; White et al., 2008). In addition, this may induce 

feelings of intrusiveness that interfere with the consumer’s cognitive processing and 

interrupt goal pursuit (Li, Edwards & Lee, 2002). Intrusive ads may also be perceived as 

annoying and, again, result in reactance (Clee & Wicklund, 1980; Ying, Korneliussen & 

Grønhaug, 2009).  

We witness a growing sentiment that personalized advertising has become highly intrusive 

and unwelcomed, which in turn is leading to a number of over 615 million consumers 

worldwide expressing behaviours such as the installation of ad-blocking software (Brinson 

et al., 2018). Whether the consumer is invoking privacy issues, intrusiveness or general 

irritation, all these influential factors lead to the same outcome described as avoidance 

behaviours towards advertisements. Understanding why consumers avoid advertising is 

essential to redesigning strategies that can ensure ad effectiveness and in turn make optimal 

use of advertising budgets. 

 

Advertising avoidance 

 

 

 

 

 

Figure 2-3. Structure of the advertising avoidance literature. 
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2.5 Advertising avoidance 

Understanding the reason people avoid advertising has been a long-standing area of inquiry 

for both researchers and practitioners in the domains of advertising and marketing. 

Advertising avoidance has been cited as one of the greatest hurdle for advertisers  (Baek & 

Morimoto, 2012). But what is advertising avoidance? According to Speck and Elliott 

(1997), advertising avoidance is represented by all actions taken by media users that 

differentially minimize their exposure to ad content. Though yet in an incipient state, we 

believe this definition is highly representative and applicable for our study. Furthermore, 

research approaches extensively the topic of ad avoidance across different media. If older 

studies examine the causes and consequences of ad avoidance within traditional media such 

as TV, radio, magazines, and newspapers, more recent research addresses ad avoidance on 

the Internet.  

From Clancey (1994) we learn that people can turn away their attention from a TV 

commercial by ignoring the ad (cognitive avoidance), leaving the room (physical 

avoidance), or switching channels (mechanical avoidance). Zapping television commercials 

or changing channels are also ways to avoid advertising (Heeter & Greenberg 1985).  

A theoretical model of advertising avoidance on the Internet 

Building upon research dedicated to ad avoidance in the context of traditional media, more 

recent articles attributed attention to the rise of the Internet as an advertising medium. For 

instance, one of the seminal contributions towards ad avoidance on the Internet, Cho and 

Cheon (2004), state that Internet users exercise ad avoidance on the Internet because of 

perceived goal impediment, perceived ad clutter, and prior negative experience. In their 

model Cho and Cheon (2004) state that Cognition (C), affect (A), and behavior (B) are 

three ways in which consumers may respond to advertising stimuli.  

The three components of this CAB model are suggested to help define internet ad 

avoidance. The cognitive component of ad avoidance is concerned with consumers’ beliefs 

about an object, which is evaluative in nature. In our case, the more negative beliefs a 

consumer has about personalized advertising, the more unfavourable the cognitive 

component is presumed to be, leading to a cognitive avoidance response such as ignoring 

the ad. When it comes to feelings or emotional reactions to an object, consumers who 

intensely dislike internet ads are more likely to increase their negative attitudes and 

therefore avoid the source of their displeasure. This represents the negative affect and 

represents the second component of internet ad avoidance. Lastly, the third component of 

internet ad avoidance is behavioral and is represented by avoidance actions other than lack 

of attendance. Such actions may entail scrolling down to avoid banner ads, purging pop-up 

ads, or clicking away from ad pages containing web banner. We can observe that the above 

mentioned represent active behaviours (Cho & Cheon, 2004). 
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• Perceived goal impediment 

One of the reasons that lead to ad avoidance is, according to Cho & Cheon’s model, the 

perceived goal impediment that individuals experience online, because consumers are more 

likely to be goal-directed when they use the Internet (Cho & Cheon, 2004). We know from 

other studies mentioned in this review that Internet ads are perceived to be more intrusive 

when compared with other media ads, and when they interrupt one’s goal, it may result in 

undesirable outcomes such as aggravation, negative attitudes and in turn ad avoidance.  

“When Internet ads are a significant source of noise or nuisance, hindering consumer efforts to browse Web 

content, they can disrupt consumer Web page viewing, distract viewers from the Web page's editorial 

integrity, and intrude on their search for desired information. For instance, consumers might feel that the 

navigation process to locate desired content is difficult on the Internet because Internet ads disrupt or intrude 

on their overall search for desired information, which may result in a retreat from the source of interference 

(i.e., ad avoidance)” (Cho & Cheon, 2004).  

If the consumers don’t expect the appearance of advertising messages on the Internet, they 

will be disrupted within their tasks or goals. Disruption will cause consumers to extensively 

avoid the noise, in particular for more intrusive and unexpected advertising formats such as 

interstitials or popup ads (Cho & Cheon, 2004). Ha (1996) supports this view, defining 

intrusiveness as the interruption of editorial content. And because the first objective of 

advertising is to get noticed, by definition advertisements seek to interrupt editorial 

content. When the ad interferes with the goals of consumers, advertising limits the capacity 

of actions that consumers can take to reach their goals. 

• Perceived ad clutter 

In this model, the number of ads in a media vehicle is closely related to perceived 

advertising clutter which is defined as a consumer's conviction that the amount of 

advertising in a medium is excessive. This means that ad clutter can occur as a result of the 

increased number of banner ads, pop-up ads, advertorials, text links, and so forth, that 

appear on a single Web page (ad excessiveness). The consumer can become irritated with 

the number of ads on the Internet, or they can have the perception that the Internet is 

exclusively an advertising medium (ad exclusiveness). This can contribute to the perception 

of advertising clutter, which in turn can lead to negative attitudes and subsequent ad 

avoidance (Cho & Cheon, 2004). “According to theories developed on information, anything that 

impairs efficient interactivities between consumers and advertiser, for instance placement, timing, and size of 

ads, can affect perception and be viewed as clutter” (Cho & Cheon, 2004). 

• Prior negative experience 

Other important factors with strong and direct impact on attitudes and behaviours are the 

prior knowledge of the consumer as well as the information learned from experience. We 

know that consumers have a tendency to rely on conclusions drawn from their personal 
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experiences because they often value such learning and build internal attributions about 

personal efficacy. When we refer to internet ads, prior negative experience can be 

illustrated through dissatisfaction and perceived lack of utility and incentive with regards to 

clicking on those ads. This antecedent of prior negative experience may build a certain 

resistance, leading consumers to avoid the source of the negative experience, which in this 

model is Internet ad avoidance (Cho & Cheon, 2004). 

One important aspect of this theoretical model is that though each antecedent variable is of 

importance in this study (Cho & Cheon, 2004), perceived goal impediment is the most 

important antecedent in advertising avoidance on the Internet. This finding rises in 

alignment with the statement that the Internet is a more goal-oriented medium, and thus 

goal impediment caused by Internet ads is a significant concern among Internet users. 

We believe that this model is highly relevant in our study not just because it represents such 

a highly regarded source, but because compared to previous studies that were limited to 

either cognitive or behavioral ad avoidance, it offers high content validity covering three 

aspects of ad avoidance - cognitive, affective, and behavioral ad avoidance. (Cho & Cheon, 

2004). 

 

Figure 2-4. Hypothesized Model of Internet Ad Avoidance (Cho & Cheon, 2004). 

In a more recent study, Seyedghorban, Tahernejad and Matanda (2016) designed their 

conceptual replication and extension of Cho and Cheon’s model. The results of their 

inquiry provided support to the original model with small modifications which can be 

explained by consumer’s adaptation to the Internet. Moreover, and more importantly, the 

results of their extension reveal that user modes of browsing the Internet moderates the 

association between perceived goal impediment and ad avoidance. 

Seyedghorban et al. (2016) make a differentiation between individuals in a telic or serious-

minded state that are highly goal oriented and those in a paratelic or playful-minded state 

that have a low goal orientation. Based on the two user modes, ad avoidance varies in 

strength. This distinction is important to the present thesis as social media and more 

specifically YouTube users may present different purposes when using the platform. 
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2.6 Social Media Advertising Avoidance 

Building upon the findings of Cho and Cheon (2004), Kelly, Kerr and Drennan (2010) 

developed a new theoretical model for advertising avoidance in the online social 

networking environment. The argument for building a new model lays in the fact that Cho 

and Cheon (2004) initially researched advertising avoidance in the general Internet 

environment, not specifically the online social networking environment. Therefore, this 

paper found that other factors can have a greater influence and identified four antecedents 

of advertising avoidance in the online social networking environment instead of the three 

previously proposed by Choe and Cheon (2004). This model is presented below, as we 

considered this distinction relevant for our study. 

A theoretical model of advertising avoidance in the social networking 

environment 

According to Kelly et al. (2010), the antecedents of ad avoidance on social media are 

expectations of negative experiences, perception of relevance of advertising messages, 

skepticism of advertising message claims and skepticism of online social networking sites as 

a credible advertising medium. 

 

Figure 2-5. Hypothesized Model of advertising avoidance in the social networking environment by Kelly, Kerr and 

Drennan (2010). 

• Expectations of negative experiences: The user can either have or just expect a 

negative experience because of word of mouth, including that received from those 

in authority.  

• Perception of relevance of advertising message: Sometimes the advertising 

message may not be of interest to the receiver of the message. In that case, the 

information is unlikely to be processed. 

• Skepticism of advertising message claims: In some cases, the user may be 

skeptical about what the advertiser is claiming or think that the claims are not 
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appropriate to the media environment. In that case, the message will be likely 

ignored. In addition, the user may even disregard other messages in this medium. 

• Skepticism of online social networking sites as a credible advertising 

medium:  

A lack of trust in the information gained from online social networking sites, will 

cause users to believe that online social networking sites lack credibility and 

perceive that advertising claims are not highly regulated in this medium (Kelly et al., 

2010). 

Though we consider the above model as a highly relevant reference for our paper due to its 

focus on social media and high literature citations, it is essential to also consider its 

limitations. The study was built upon findings sampled from a rather limited population. 

Kelly et al. (2010) created their model by conducting a qualitative exploratory study, 

through focus groups and interviews engaging a convenience sample consisting of 

teenagers (male and female, aged 13-17 years) who had their own social network sites. 

Another limitation of this study, shared by Cho and Cheon’s model as well, is represented 

by its lack of focus on advertising personalization. 

 

2.7 Advertising avoidance in the context of personalization 

Throughout our literature review, we did not identify any studies focusing specifically on 

avoidance of personalized advertising on social media. Little scholarly attention has been 

paid even to the underlying factors that drive advertising avoidance in the context of 

personalized media in general (Baek & Morimoto, 2012). 

A theoretical model of personalized advertising avoidance  

One of the more recent studies we reviewed propose a more current approach that 

properly aligns with the purpose of this thesis. A series of motivational factors from an 

integrative perspective of resistance and reactance is suggested by Baek and Morimoto 

(2012). They name perceived privacy concerns, ad irritation, perceived personalization, and 

skepticism toward personalized advertising as factors. 

 
 

Figure 2-6.  Model of personalized ad avoidance (Baek & Morimoto, 2012). 
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• Privacy concerns 

Similarly to other studies above mentioned, Baek and Morimoto (2012) support the idea 

that personalized advertising has the potential to raise consumer privacy concerns as 

customizing messages in advertising is based on consumer information. 

In this study, privacy concerns are defined as the degree to which consumers are worried 

about the potential invasion of the right to prevent the disclosure of personal information 

to others. This statement also alludes to the theory of psychology reactance, as resistance 

may occur when advertising is perceived as intending to direct or control the individual’s 

choices (Baek & Morimoto, 2012). 

As privacy concerns are negatively related to purchase behavior and trust as well as 

perceived information control, the model states that high privacy concerns will result in ad 

skepticism and in turn ad avoidance in personalized media. 

• Ad irritation 

When it comes to ad irritation, Baek and Morimoto (2012) define it as consumers’ 

perceptions of the degree to which advertising is causing displeasure. Ad content and 

execution have an important role and may cause unfavourable attitudes toward advertising 

when deemed untruthful, exaggerated, or confusing.  

Referring again to Brehm’s reactance theory (1966) the model explains that people are 

often inclined to react against persuasive messages perceived as dissatisfying their need for 

self-determination and control. Supported by Li, Edwards and Lee’s view (2002) stating 

that perceived ad irritation strongly influences skepticism toward the advertising medium in 

the context of unsolicited commercial e-mail, the proposed model states that ad irritation 

directly influences personalized advertising skepticism and in turn personalized ad 

avoidance. 

• Perceived personalization 

As we previously explained, personalized advertising is many times perceived as a threat to 

consumers’ freedom to have control over their private information. However when 

consumers are aware of having a choice, they may get a sense of regaining control over 

their personal information.  

Similarly to the concept of perceived utility that involves valuable benefits from 

personalized advertising, perceived personalization is indispensable to optimizing 

advertising messages in alignment to consumer interests and preferences.  

The authors explain that perceived personalization is closely associated with advertising 

relevance and creating content that is not either intrusive or irritating. Because 
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professionally-made personalized ads contain useful information, advertising itself can be 

perceived as valuable. This can therefore diminish the extent to which consumers are 

skeptical of advertising. Therefore, as useful and valuable ads elicit lower avoidance 

responses from consumers, the model states that perceived personalization will evoke less 

skepticism toward advertising and in turn personalized ad avoidance. 

• Ad Skepticism 

Extant literature (Obermiller & Spangenberg, 2000; Knowles & Linn, 2004) approached 

the concept of ad skepticism as a determinant of ad avoidance. Consumer skepticism can 

manifest in a disbelieve of the informational claims of advertising or in a general distrust of 

persuasive stimuli causing people to become guarded and wary when faced with a proposal, 

offer, or message. Being aware of persuasion in advertising, can cause biased processing 

and lead to the development of certain beliefs about advertising tactics. 

Ad skepticism has been associated with more negative feedback towards offers as well as a 

general aversion to advertising. When it relates to personalization, consumers may see 

personalized ads as attempts to persuade and manipulate them, hence the model proposes 

that those who are high in ad skepticism are inclined to avoid personalized advertising.  

The findings in the study of Baek and Morimoto (2012) demonstrate that ad skepticism has 

a mediating role in affecting the causal relationships between ad avoidance and its three 

antecedents of perceived personalization, privacy concerns, and ad irritation. Moreover, 

personalization has a predominant influence on lowering ad skepticism, and in turn 

advertising avoidance. 

To conclude, our literature review demonstrated substantial research about advertising 

personalization as well as advertising avoidance. It also underlined several perspectives on 

advertising avoidance in different contexts with a focus on both antecedents and outcomes. 

However, throughout our literature review, we did not identify any studies focusing 

specifically on avoidance of personalized advertising in the social media environment. 

Despite the emerging trend of social media usage and advertisement, little scholarly 

attention has been paid to this context. Therefore, the gap that our research aims to fill 

pertains to advertising avoidance on social media in the context of personalization. To do 

so, the initial model of Cho and Cheon (2004), its extension from Seyedghorban et al. 

(2016), its social media adaptation from Kelly et al. (2010) as well as its personalization 

focus from Baek and Morimoto (2012) will serve as guidance in understanding the 

potential influences of personalized ad avoidance on YouTube as well making suggestions 

for a new adapted model in future studies. 
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3. Methodology 

_____________________________________________________________________________________ 

 

In this chapter we are explaining the research approach, research philosophy and methodological approach as 

well as the data generation and data analysis procedures employed. We are also providing a brief section 

motivating our choice of topic and its importance. In the same section, we will discuss topics such as the 

validity, reliability and trustworthiness of the generated findings. The following methodology chapter will 

conclude with a presentation of the limitations of the present study as well as the ethical aspects involved. 

______________________________________________________________________ 

 

In order to provide research quality, it is important to define the various stages of our 

research. Relevant information about the various methods and procedures that are 

employed for collecting data, analyzing and drawing conclusions are laid out in this chapter. 

When deciding on which methodological choices should be employed in the present thesis, 

we wanted to follow a clear structure and provide a visual overview of concepts to the 

readers. Therefore, an image of Saunders, Lewis and Thornhill’s (2016) research onion is 

provided below. 

 

 

Figure 3-1.  The research onion (Saunders, Lewis, & Thornhill, 2016) 

 

3.1 Choosing the topic  

We, the authors of the present thesis, have been professionally involved in the field of 

Digital Marketing even before beginning our academic journey in the Digital Business 

Master Programme. We both developed an interest in understanding the complexity of this 

field early on, but working together in several university projects we both discovered a 

common passion at the intersection between digital marketing and psychology. Being 

driven by the same interests, yet presenting with different perspectives, we decided to 
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research together a fascinating topic with strong theoretical roots as well as high 

professional applicability. 

 

3.2 Research approach 

The purpose of this thesis relates to understanding individual experiences in the context of 

personalization. More specifically, we aim to understand what can influence personalized 

ad avoidance as well as the associated reactions individuals experience or exercise. 

Therefore, we can agree that the aspects studied in the present thesis are exclusively 

intangible and subjective. Moreover, since it is based on the philosophical idea that reality is 

constructed through social establishments of culture and language, resulting in subjective 

meanings, interpretations, realities, and experiences (Saunders, Lewis & Thornhill, 2016), 

we consider an interpretative research philosophy to be the most suited for this study.  

 

This approach is especially suited for situations in which researchers need to understand 

subjective and socially constructed meanings that are expressed in relationship with a 

phenomenon (Saunders et al., 2009) such as the one of ad avoidance. In addition, in this 

thesis we are not probing or predicting a phenomenon but aiming to gain a deeper 

understanding of subjective reasoning, consumer perceptions and interpretations. 

Furthermore, our choice is particularly well tailored for situations where in order to make 

sense of a particular phenomenon, a certain level of involvement from the authors is 

required (Carson, Gilmore, Perry & Gronhaug, 2001).  

 

As for the approach to theory development, an abductive approach, which is a 

combination of induction and deduction, is employed in the study. Abduction consists of 

assembling or discovering, on the basis of an interpretation of collected data, combinations 

of features for which there is no appropriate explanation or rule in the store of knowledge 

that already exists (Flick, 2014). While the inductive approach refers to developing and 

exploring new theory after the data collection and analyzing process, the deductive 

approach relies on existent theory or prespecified theoretical frameworks (Saunders et al., 

2009).  

 

Since this paper relies on an extensive theoretical foundation, but still remains very open to 

discovering new concepts and emerging theories, we consider it essential to describe the 

balance between our inductive and deductive approaches. Since both personalization and 

advertising avoidance were previously covered in the literature extensively, in chapter two 

our study leverages a comprehensive theoretical basis with several models which tend to 

incline the balance towards a theory driven, deductive approach. Hence, our approach 

would be best described as predominantly deductive consisting of inductive elements. 

 

Though we consider our frame of reference highly important in our study as it can guide 

the reader and explain the complexity of several theoretical concepts, a purely deductive 

approach would not be suited for the present study. Moreover, as we acknowledge the 
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actual context, time placement and dynamic character of our topic, we also understand the 

high chances of discovering new theory. Therefore, we find it essential to also employ 

inductive elements in our study. 

 

Through our data collection design, by incorporating semi structured focus groups and 

interviews, that incorporated inductive elements, we were able to gain new perspectives 

apart from existing literature. In chapter five, where we provide an analysis of empirical 

findings there is a clear indication of our inductive approach, as we not only analyse the 

collected data, but we create a suggestion for future research through a new theoretical 

model based on our findings. In addition we also introduced new literature that seemed 

important to support the new themes and categories that arose from the empirical data. By 

doing so, we are open to the possibility of finding new explanations of the phenomenon 

through the interpretation of collected data and the interplay of theoretical and empirical 

findings.  

 

We believe that this research approach where we combine induction and deduction is 

appropriate for our thesis, not only because it acknowledges the importance of guiding the 

reader through the theoretical concepts discussed, but because it recognizes the fact that 

human behaviours are critically dependent on the context in which social actors find 

themselves and allows new theories to unfold based on the junction between already 

known theories and new empirical findings (Saunders, Lewis & Thornhill, 2012). 

 

3.3 Methodological choice 

Malhotra and Birks (2007) explain that the purpose of a study can be classified as either 

exploratory which can be studied either qualitatively or quantitatively, or conclusive which 

can either be descriptive or explanatory. Selecting between a qualitative or a quantitative 

approach, represents the methodological choice of the study (Saunders et al., 2016).  

 

Since our thesis seeks to explore the YouTube user perspective in relationship with the 

phenomenon of personalized advertising avoidance, employing a qualitative research 

approach is appropriate. The reasoning behind our choice is that qualitative research relates 

to thorough depictions of situations, detailed descriptions of people, events and 

interactions, observed behaviour as well as people’s testimonies about their experiences, 

feelings, believes and thoughts (Patton, 2015). In addition, according to Silverman (2013), 

employing a qualitative method is appropriate when people’s behavior is investigated. 

Therefore a qualitative approach is well-suited to provide complex consumer insights about 

the phenomenon of advertising avoidance on social media in the context of 

personalization. 

 

We are also making the above choice due to the fact that online social networking sites 

represent a relatively new phenomenon (Cavana, Delahaye & Sekaran 2001; Zikmund et al., 

2003), which was not extensively approached in the literature especially in relationship with 
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personalization or advertising avoidance, or with a similar methodological choice. 

Moreover, qualitative research is usually linked to an interpretive research philosophy that 

concentrates on making sense of complex social phenomena (Saunders et al., 2016). 

 

Since exploratory studies enable the possibility to learn what is happening and gain insights 

about an unclear phenomenon (Bajpai, 2011; Sanders et al., 2012), we consider it the 

appropriate choice for this study as it is aimed to understand how users feel, think and act 

in relation to personalized advertising on YouTube. 

 

When it comes to the presentation of facts collected to support this thesis, data collected 

from our respondents is presented in a logical and structured way in the findings chapter, 

simplifying the information and making it easier to understand and digest. 

Lastly, in the analysis chapter we use an explanatory approach as our purpose is to not only 

present the data but interpret it and show its implications. As mentioned by (Zikmund, 

2000), the relation between different variables that a study might evaluate is treated under 

explanatory research. 

 

3.4 Research strategy 

When it comes to our research strategy, our qualitative research uses a multimethod 

abductive approach combining deductive and inductive elements. As mentioned in our 

research approach, the paper started off with a deductive approach, reviewing current 

literature and narrowing down to the relevant theory focused on our research topic. From 

here, the theoretical framework formed served as a basis for our data collection. 

 

While the first step was theory guided, in the ulterior stage, we combined the benefits of 

conducting focus groups and semi-structured personal interviews, which enabled inductive 

reasoning and offered us flexibility in exploring the phenomenon of personalized 

advertising on social media. Instead of confirming or rejecting theory, the inductive 

approach comes into play by using the framework only as a guidance to uncover 

respondents’ new perspectives. 

 

3.5 Data collection procedure 

With regards to the data collection methods used, we considered it essential to gather both 

primary and secondary data. The two individual methods are clearly delimited in the 

literature based on the purpose that they fulfil, and which serve this study. Therefore we 

considered using a multimethod approach to be the most suited. 
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Secondary data 

 

There is a vast amount of secondary data available to researchers, however including it in a 

research study can pose advantages and disadvantages. For the present thesis, after 

analyzing and evaluating secondary data, we considered that it was essential to take it into 

consideration as it facilitates the triangulation of the primary data collected as well as the 

contextualization of the empirical findings (Saunders et al., 2016). 

 

Illustrating a deductive approach of this research, secondary data is represented by data that 

has been used in previous studies or elaborated by the findings of previous existent 

literature (Malhotra & Birks, 2007). Before conducting primary data collection, secondary 

data helped us find an understanding of present status of research and to define the 

research problem (Malhorta et. al, 2012). We carefully collected peer reviewed articles from 

electronic academic and scientific research databases. Throughout the process it was 

important to identify the most relevant papers considering the research topic as well as 

highly cited articles in order to ensure high quality of data. Beside choosing sources from 

well-known journals and reputable statistics, websites or company reports were also 

included. Non-academic materials were used to address topics which were too recent to be 

approached in the academic literature, however particular attention to the credibility of the 

sources was paid. 

 

During the process of employing this data collection method, a strong theoretical 

framework based on the most relevant findings related to the present thesis was built. Since 

secondary data does not explicitly cover the identical purpose, limitations to level of 

usefulness, relevance and accuracy can still be present (Malhotra et al., 2012; Saunders et al., 

2012). However, the findings from the secondary data allow to support the primary data 

collection by offering a foundation for exploring new perspectives in regard to our research 

topic. 

 

Primary data 

 

Collecting primary data allowed us to answer the specific purpose of the present study. 

This method offers several techniques such as interviews, observations or experiments. We 

considered different techniques to fulfil the research purpose, such as employing direct 

observations or data gathering from social networks or forums. However, this scenario 

posed several limitations, as observations would not allow us to understand opinions and 

beliefs in depth in this context. Furthermore, gathering data from social networks or 

forums, though it represents a viable and non-intrusive measure, we found that internet 

discussions are widespread on a variety of topics and platforms, which would make data 

collection non-specific and very time consuming without the help of a specialized software. 

 

To fulfil the purpose of this study, we found that collecting primary data from focus 

groups and interviews was the most suited choice. Due to the relatively new phenomenon 

of ad avoidance on social media in the context of personalization, the flexible format of 
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focus groups would allow participants to spontaneously bring up new topics of social 

media advertisement through free discussion and a broad range of consumer perspectives 

in a limited amount of time (Cavana et al., 2001; Zikmund et al., 2003). On the other hand, 

in depth personal interviews offered more extensive explanations and opportunities to 

elaborate on the emerging relevant topics. We were aware that focus groups and individual 

interviews represent independent data collection methods and aimed to use their 

combination as an advantage to discover and generate complementary views of the 

phenomenon of advertising avoidance (Lambert & Loiselle, 2008). 

 

3.6 Focus group and interview design 

Focus groups 

 

The first part of the primary data collection was to conduct focus groups. Focus groups 

take the form of loosely structured, guided conversations among a group of individuals and 

they represent a useful approach for learning how certain groups of individuals react to an 

issue or shared experience which fitted to our research questions (Easterby-Smith et al., 

2015). 

 

Through focus groups, we attempted to create a scenario where all participants felt 

comfortable expressing their views and responding to the ideas of those around them. We 

considered that data richness is enhanced by employing focus groups to increase the depth 

of the inquiry and unveil aspects of the researched phenomenon assumed to be otherwise 

less accessible (Lambert & Loiselle, 2008). By using group dynamics and interaction, we are 

looking to find common similarities, differences or even new perspectives and experiences 

that we did not consider before. Moreover, though the focus group interview was loosely 

structured, it was not entirely without structure and followed the organization of a topic 

guide (Easterby-Smith et al., 2015). This, as mentioned before, allowed to discover new 

facets of the topic.  

 

According to Easterby-Smith et al. (2015), a topic guide should ideally consist of three 

parts, which were opening questions, questions about the key topics and closing questions 

(Easterby-Smith et al., 2015). When designing the topic guide, we returned to our research 

questions, research design and sampling strategy to find clarification for the purpose of the 

conducted focus group and interviews.  

 

Since our research topic places the phenomenon of ad avoidance in a new context, we 

wanted to use the guidance of the previously established frameworks emerged from 

secondary data collection as a starting point to formulate questions around key topics. At 

the same time, while initially guided by theory, we also acknowledged the possibility that 

new questions may emerge from the focus groups discussions, which is more inductive in 

nature. 

As a result, the topic guide used deductive elements in the beginning, as the frame of 

reference played an important role in the way we structured and formulated our questions. 
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At the same time, we incorporated inductive elements in our topic guide, as we considered 

it important to adapt our questions based emerging suggestions from participants. 

Moreover, we used open questions and scenario-based questions that allowed participants 

to speak freely about their experiences and perspectives, and we avoided hinting at specific 

theoretical concepts or formulating closed or narrow questions. 

 

We designed a topic guide that consisted of five parts, which covered opening questions, 

questions tailored around the key topics of this study as well as closing questions. In order 

to obtain a natural flow of conversation, the topic guide started with opening “icebreaker” 

questions covering general knowledge about YouTube as well as the usage habits of the 

users. These queries were easy to answer and were able to loosen up the atmosphere for 

later, more meaningful answers. Once the participants got accustomed to the topic, the 

questions started to narrow down in a logical and natural sequence. If the first category 

approached more general knowledge and experience in relationship with YouTube, the 

next category aimed towards approaching YouTube advertising. Naturally, from YouTube 

advertising we were able to create an opening towards YouTube ad personalization and 

from there we approached personalized ad avoidance and the way YouTube users express 

it.  

 

To maintain a semi-structured format, we referred again to using a mix of laddering up and 

down to gain more insights of the statement or descriptive fact a respondent gave, and 

which revealed their value base. This was obtained by asking “why” questions (Easterby-

Smith et al., 2015).  

 

We acknowledge that in a group setting social pressures can arise and in turn condition the 

responses gained. Participants may not feel comfortable to share their views publicly or feel 

shy to do so (Easterby-Smith et al., 2015), hence we outline here another motivation for 

conducting interviews preceding focus group discussions. 

 

Interviews 

 

The second stage of the primary data collection was to conduct personal in-depth 

interviews. Saunders et al. (2016) defines interviews as purposeful discussions held between 

two or more people. Interviews can help to gather data based on a list of predefined 

questions in order to respond to the main research questions and fulfil the object of the 

study (Saunders et al., 2016). 

 

In the present thesis, we decided to favour the use of semi-structured individual interviews 

with an interview guide similar to the focus group. As mentioned above, the literature 

framework from the secondary data collection was used as guidance. After conducting the 

focus groups the topic guide was slightly adjusted and used as an interview guide. A few 

changes were made in terms of formulation of questions to ensure better comprehension. 

Furthermore, new questions that emerged from the focus group discussions and which we 

deemed important but did not foresee in the beginning, were added.  
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Since the individual interviews allowed more time and offered more in-depth discussions, 

additional hypothetical scenarios of personalized ads on YouTube were added in order to 

gain a thorough understanding of the interviewee’s perspectives. This way, by using a semi-

structured interview format and adding scenarios and examples, we allowed the 

respondents to express their experiences and thoughts freely without being restricted by 

narrowly phrased, standardized questions. 

 

The interview guide helped to cover all important topics while simultaneously allowing a 

free conversation flow, without excluding the possibility to ask follow-up or probing 

questions in case an interesting fact should appear in the discussion. This format allowed us 

to maintain an inductive approach where they could discover new aspects, while discussing 

the topic in depth and offering participants the chance to elaborate. This approach was 

important in regard to the research gap that we identified in the literature (Saunders et al., 

2016). 

 

A total of 32 open ended questions with 5 hypothetical scenarios and 3 examples were 

created. In addition, we used probing questions to explore different answers, and laddering 

techniques to obtain rich information of relevance. Furthermore, we were aware that a risk 

of being biased by inflicting our own views on the respondents can occur while asking the 

questions or interpreting the answers. By formulating more open question the potential of 

being bias was minimized (Easterby-Smith et al., 2015). 

 

We wanted the participants to speak freely as the interest was to discover what aspects they 

would naturally approach. Another aim was to make sure the participants understood the 

interview questions and process; therefore, participants were given time for clarification in 

case misunderstanding occurred before moving forward with other inquiries. Furthermore, 

to establish trust in relationship to the respondents, we made sure to approach them in an 

open and honest manner, contacting them several weeks before the focus groups and 

interviews and providing them with scheduling options. All participants have been 

informed about the research topic beforehand.  

 

We preferred to conduct personal interviews in a face-face setting, however due scheduling 

conflicts online interviews via Skype video call were also used in order to reach all 

participants in a timely manner. To make sure none of the information would get lost and 

to ensure data quality all interviews have been recorded and additional notes have been 

provided. We transcribed and translated the interviews in full and cross checked it later on. 

 

A total of 24 respondents were interviewed, generating a total of 13 hours of interview 

material that has been recorded. Data was gathered during the months of March and April 

2019 in Aalborg, Denmark and Brasov, Romania. 2 focus groups were conducted that 

consisted of 5 and 7 people among the total respondents, accounting for approximately 2.8 

hours of material. 12 interviews on a one-to-one basis with one researcher and one 

participant were conducted in person and via Skype, accounting for 10.2 hours of material. 
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3.7 The choice of respondents 

 

Sampling procedures can be categories as probability and non-probability sampling. While 

in non-probability sampling techniques, the personal judgment of the researcher plays an 

important role in selecting the sample elements, in the probability sampling technique, 

chance has a more important role, because each element of the population could be chosen 

as part of the sample to be studied (Malhotra et al., 2007).  

 

For this thesis, we selected a non-probability sampling technique. Although purposive 

sampling or theoretical sampling would give more accuracy and reliability for the chosen 

research method, due to the relatively short time span of the study, all the interviewees 

approached for this thesis stemmed from the personal and professional networks of the 

thesis’s authors. Thus, the sampling method used for this research can best be described as 

a convenience sampling, based on how easily accessible the respondents are (Easterby-

Smith et al., 2015). However, drawbacks were taken into consideration for the choice of 

sampling method by specifying and narrowing the target population and maintaining a 

balance of gender.   

 

From a theoretical viewpoint, according to Statista (2019), in the U.S. 96% of internet users 

aged 18 to 24 years and 95% of users aged 25 to 34 accessed the video platform YouTube, 

while the percentage decreases as the age of the users increases. Furthermore, younger 

shoppers prefer to search and purchase on ecommerce sites rather than in store. Therefore, 

taking into consideration the above findings, the population of interest was set in an age 

range from 18 to 34 initially. After approaching potential participants, we found available 

participants aged between 20 and 31 that represented our study. An effort was made to 

obtain a diverse sample when it came to age range, gender and race, as well as establishing 

variation based on YouTube purpose of use and choice of device.  

 

When it comes to the criteria used to filter participants, we focused on individuals who are 

Internet users and have a significant level of Internet literacy. Moreover, we prefered 

interviewees that have a significant level of YouTube engagement, since much of the data 

used for YouTube ad personalization comes from individual’s online behaviour and digital 

footprint, they leave behind.  

 

Participants Profile 

 Focus Groups In-Depth Interviews Total 

Age Average age: 24.2 Average age: 25 Average age: 24.6 

Gender Male: 6 

Female: 6 

Male: 5 

Female: 7 

 

24 Participants 

Length of involvement  

with YouTube 

Average years: 11.5 Average years: 9.3 Average years: 10.4 

Amount of time per week 

spent on 

Average hours per 

week: 8 

Average hours per week: 

9.1 

Average hours per 

week: 8.5 

 

Table 1. Participants profile 
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3.8 Time horizon 

When it comes to the time horizon of the present thesis, our research deploys a cross-

sectional study, as we are focusing on the phenomenon of advertising avoidance in a 

specific moment in time. In our case, the moment when the YouTube users involved in 

our study participate in focus group discussions and interviews. 

 

This choice is also motivated by the fact that this research is subject to time restrictions 

that will not allow us to follow an evolution. Hence, instead of choosing a longitudinal 

study that captures the changes that a phenomenon suffers over time, we want to 

understand how the phenomenon is defined at a specific moment in time (Saunders et al., 

2016). 

 

Considering the above mentioned, we also acknowledge that the research within our given 

time frame can serve as a starting point for further long-term studies. 

 

3.9 Data analysis procedure 

As a result of the qualitative and interpretive nature of this research and considering our 

choice of research strategy, data-gathering and analysis will go hand in hand. In a mutual 

consensus the empirical findings were analysed by both authors. As we could stem from 

different frame of reference based on individual knowledge and experience, possible biased 

or wrongful interpretation of the findings were minimized.  

After the data collection and transcribing the interview data, it was important to maintain a 

standardized structure; therefore we used the same set of themes and keywords when 

analyzing the transcribed data. Since our aim was to possibly unveil new theory emerging 

from the collected data, we considered using elements of the grounded analysis approach, 

as the inductive approach helps building new theories from categories that are ‘grounded’ 

in the data. However, since a strong theoretical framework was used as a starting point for 

the topic and interview guides, this option could not be employed. As grounded theory 

does not allow prespecified codes to analyse data, we decided that template analysis was a 

better fit (Saunders et al., 2009).  

 

Template analysis allows a combination of deductive and inductive elements as the codes 

can be predefined, further modified and added during the analyzing process (Saunders et 

al., 2009). We started with a list of categories and codes inspired from the theoretical 

frameworks and which were adjusted accordingly. Certain categories and codes were added 

or removed after several rounds of reviewing the transcribed data. The template analysis 

allowed a flexible format of analysis, which made it possible to modify the needs to the 

research question (King, 2004). A template of categories and codes was developed and 

linked to units of data, which allowed to identify and explore themes, patterns and 

relationships from the collected data. The transcripts were read several times and went 

through several rounds of coding and re-coding in order to identify important themes. 
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Since in our topic guide we followed a clear logical structure flowing from general to 

particular, we were able to maintain the same format in our data analysis process as well. 

Our qualitative data was interpreted by looking for generalizations but at the same time 

focusing on not losing touch with the wide array of perspectives that might be shared. 

Another measure we took to remain very open to new findings was to formulate open 

questions and allow participants to explore the topic. Therefore, our analysis aimed to 

highlight some codes that were already approached in the literature, but still search to 

discover new codes that were not extensively paid attention to in chapter two as well as the 

relationships between these codes. After the main codes were determined, we created five 

main themes where the connections we established could be visible. While codes such as 

privacy concerns, trust or ad relevance were deducted from the literature review, we also 

created new codes such as purpose of use, situational factors or ad recommendations, 

therefore additional literature that seemed important to the finding was included in chapter 

five. This goes to show that even though our data analysis inclines towards being 

deductive, we also employed inductive elements within our process. 

 
Main themes Sub-categories 

 

YouTube users in relationship 

with the platform 

 

• General knowledge about YouTube 

• Content preference 

• Usage habits 

• Content value 

 

YouTube users and 

personalized advertising on 

YouTube 

 

• Attention towards advertising on YouTube 

• General knowledge of personalization on YouTube 

• Perceptions and attitudes towards personalized ads on YouTube 

• Previous experiences 

• Perceived utility of personalization 

• Purpose of use 

• Situational factors 

 

Users’ perspectives in relation 

with personalized ads on 

YouTube 

 

• Privacy concerns 

• Trust 

• Knowledge 

• Transparency 

• Consent 

• Control 

• Personalization recommendations 

 

Perceived ad characteristics on 

YouTube 

 

• Relevance  

• Accuracy 

• Frequency  

• Repetitiveness 

• Interruption 

• Ad quality 

• Ad recommendations 

 

Users’ reactions in relation 

with personalized ads on 

YouTube 

 

• Feeling 

• Thinking 

• Acting 

Table 2. Coding main themes and sub-categories emerging from interviews and focus groups 
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After connections were drawn between the empirical findings and the previous studies 

mentioned in chapter two, finally, the conclusions were formulated based on the new 

findings that emerged in relationship with the existent literature. 

 

 

3.10 Validity, reliability, trustworthiness 

 

3.10.1 Validity 

Even though the concept of validity is traditionally implemented in quantitative research, 

Campbell and Stanley (1963) and Grey (2013) demonstrates that many researchers argue 

that validity in qualitative data also needs to be addressed and can be explored from the 

internal and external perspective. 

 

Since we decided to use interview and focus groups in our research and provided data from 

interviewees, it is of importance that no influence by our subjective interpretation can 

occur. To ensure internal validity of the qualitative design, we checked for accuracy 

through probes during the interviews and recordings that could be listened to again, 

afterwards.   

 

The external validity refers to the question of how far the possibility to generalize from the 

collected data to other situations is (Grey, 2013). Since the sample size is rather small and 

fits within an age range that can be categorized as “youth”, it is difficult draw conclusion 

that the findings can be generalized for the whole population (Malhotra et al, 2007).  

 

However, we addressed this issue within the target group, by interviewing participants of 

different gender, nationality and professions to acquire a wider variety of perspectives. 

 

3.10.2 Reliability 

Reliability refers to how independent empirical findings are of unintended research 

circumstances (Kirk & Miller, 1986). Since the setting where the interview takes part can 

influence the interview outcome, the choice of a location should be easily accessible and 

have a comfortable environment with low level of noise and distraction (Easterby- Smith et 

al., 2015). The researchers decided that university settings are the most suited location. 

 

To avoid researcher bias, probes were used during the interviews to have a clear 

understanding of the data provided by the participants. Furthermore, the researchers are 

aware to keep an appropriate language and attitude, by appearing respectful, knowledgeable 

and competent (Easterby-smith et al., 2015). The question asked were worded in a clear 

non-misleading way and the participants were given the time needed to think and provide 
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their answers. The researchers listened attentively to the interviewees response without any 

judgment and provide sufficient information to the research information that was easy to 

comprehend. Since we aimed to understand consumer perspectives and their experiences, 

asking question that were too abstract on a concept were avoided by using the critical 

incident technique. In the critical incident technique, interviewees are asked to give detailed 

outline of personal incidents that are key to the research topic (Saunders et al, 2016).  

 

In addition, the data was audio taped, which allowed the researcher to hear again aspects 

that might have been missed at the time the interview took place and to guarantee an 

accurate transcript (Easterby - Smith et al., 2015). 

 

3.10.3 Trustworthiness 

According to Golafshani (2003), trustworthiness is used to test and demonstrate the 

credibility of a study. To achieve a trustworthy study, a consent form was presented to 

respondents. The form asked for permission to record the conversations in audio format. 

All participants signed the consent form before participating to our study. The participants 

that did not agree to signing the consent form, were excluded from this study. 

Furthermore, after conducting the interviews and focus groups all the audio files were fully 

transcribed, which is also a way to assure trustworthiness (Silverman, 2013) as we are able 

to reassess the material at any point.  

 

In addition, quotes were provided during the presentation and analysis of the empirical 

findings in order to illustrate or highlight certain aspects. 

 

3.11 Research ethics 

When conducting research through interviews and focus groups it is essential to consider 

the relationship between the respondent and the researcher because an interview represents 

an intrusive method of collecting data (Saunders et al., 2016). Our aim is to prevent any 

negative consequences for the research subjects. 

 

In order to do so, we are referencing Beauchamp and Childress’s (1983) four principles. 

First, autonomy refers to respecting individual rights; second, beneficence refers to doing 

good; third, non-maleficence refers to trying to prevent any harm and finally justice refers 

to considerations of equity. 

 

During data collection and dissemination, ethical considerations were of high importance 

as they related to consent and confidentiality. When we referred to consent, we wanted to 

make sure that all participants were informed about the topic of our study. In addition, all 

participants were asked for permission before they participated in the research (Saunders et 

al., 2016). 
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In the present thesis, the interviewees were asked for permission before processing their 

data, and none of their names were mentioned in our research. With the respondent’s 

signed consent, the only personal information disclosed was the age, country of origin, and 

profession or study programme. This way, the reader could not make a connection 

between the presented data and the individuals that provided it. Additionally, participants 

had the opportunity to review the interview transcripts and approve the use of their 

statements in the thesis and ensure the consent was still present. 

 

When it comes to confidentiality, we refer to the right of access to the data provided by the 

participants and, in particular to keep these data secret or private (Saunders et al., 2016). 

Since in this thesis we are approaching several sensitive topics, we aim to provide 

confidentiality to all participants of this study. 

 

 

3.12 Limitations 

 

While the present thesis approaches important gaps, we acknowledge that there are a 

number of limitations associated with the present study. 

The majority of the respondents were a part of the researchers personal and professional 

circles and residents of the Brasov area in Romania or the Aalborg area in Denmark and as 

such they can not be representative for the entire population. In addition, participants ages 

ranged between 20 and 31 years old, hence the sample may not be representative enough. 

Since we determined a limitation in the size of the sample employed in this study,  we 

consider that the findings of the present study cannot be generalized.  

 

The languages in the interviews and focus groups were performed was English and 

Romanian. Some of the participants did not speak English as their mother tongue, hence 

the answers received from these individuals may not be entirely complete, due to the level 

of understanding and the ability to express themselves in another language. The same 

limitation applies to both of us that conducted this study. Even though both of us have an 

appropriate level of English, neither of us is a native english speaker. Therefore, during the 

translating and transcribing process, there could be possibilities that information are slightly 

alternated. 

Furthermore, Ezzy (2002) states that in the abductive approach, a certain level of 

inconsistency and ambiguity can be present in the analysis, which can be viewed as another 

limitation of this study. 

 

Moreover, according to Lambert and Louiselle (2008), when we integrate focus  group  and  

individual interview  data,  the trustworthiness  of  the  findings  may  be threatened if each 

method’s particular methodological underpinnings are overlooked and the data sets are 

assumed to be equivalent. This aspect can contribute to the limitations of this study. 
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4. Presentation of empirical findings 

_____________________________________________________________________________________ 

 

In this chapter we are presenting the data collected through interviews and focus groups. The findings are 

going to be organized into four categories: (1) YouTube users in relationship with the platform, (2) 

YouTube users and personalized advertising on YouTube (3) Users perspectives in relation with 

personalized ads on YouTube (4) Perceived ad characteristics on YouTube and (5) Users reactions in 

relation with personalized ads on YouTube. 

_____________________________________________________________________________________ 

 

4.1 YouTube users in relationship with the platform 

 

General knowledge about YouTube 

 

All participants in the interviews and focus groups possessed general knowledge about 

YouTube as a popular social media platform dedicated to video as well as their data 

collection practices. Participants identified that YouTube satisfies a new type of consumer 

demand and offers a wide variety of free content. The evolution of the platform received a 

lot of attention from participants. They identified a growth in the number of videos 

available on the platform and appreciated the increase in content variety and quality over 

the years. Participants also observed that the number of users increased, and YouTube 

introduced monetization. Almost all users were able to pinpoint that advertising was the 

biggest change they experienced over the years on YouTube, explaining that the number of 

ads shown to them increased. Two participants considered that YouTube’s evolution was 

oriented towards financial gains. 

 

“I know it’s very popular right now. Video is receiving a lot of attention lately and YouTube has 

been doing it for a long time. It’s interesting to see its evolution, because at the beginning it was just 

a place for people to put personal videos and share them with the world. Now being a YouTuber 

became a job, and people create high-value high-production videos that millions of people watch. It’s 

amazing really, I like it, but all the attention caused advertisers to seek it more and more.”  

- I9, female, 23 

 

Content preference 

 

When inquired about their choice of content on YouTube, interviewees identified at least 

three variations each. Looking at the entire population inquired, the following categories 

emerged:  

 

• Entertainment (music, comedy, talk shows, movies, gaming) 

• Educational (tutorials, DYI, technical, culture, podcasts, documentaries,  

art, politics) 
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• Lifestyle (health & wellness, beauty, sports) 

 

Besides indicating areas of interest, some participants noted an evolution in their content 

preference over the years. 

 

“It's been quite amazing. I used to watch dance videos and music clips, but now I consume news 

and documentaries. It’s quite educational now, but back then it was more focused on 

entertainment.”  

- I1, female, 25 

 

Usage habits 

 

When it comes to the habits of platform usage, out of the 24 participants in our study, only 

four stated they are not regular users. The rest of 20 stated that they regularly visit the 

platform every day. On average the participants in our study have been using YouTube for 

10.4 years and had an average of 95 subscriptions. Only one participant stated they were 

not subscribed to any channel. When inquired about how much time they spend on 

YouTube, users averaged at 8.5 hours per week, with participants watching YouTube from 

1 hour to over 20 hours per week. 

 

A correlation between the purpose of use and the number of hours spend on the platform 

was identified, as users using YouTube with a clear purpose such as watching tutorials or 

educational videos limited their time on the platform compared to users focused on 

entertainment or lifestyle.  

 

Content value 

 

In our focus group discussions most participants agreed that YouTube content can be 

valuable or useful, but for most of them the platform was just a way to spend free time.  

In the interviews, participants disclosed more information about how valuable YouTube is 

to them and differentiated between the professional and personal value of content. 

 

 

Figure 4-1.  Perceived content value percentages amongst participants 

Useful
71%

Not useful
29%

Useful Not useful
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When asked if they support any channels, the majority of participants in both interviews 

and focus groups cited likes, subscribes, shares or comments as their way of support. One 

interviewee mentioned voting for a YouTube creator in a contest as a way of showing their 

support. 

 

4.2 YouTube users and personalized advertising on YouTube 

Attention towards advertising on YouTube 

In the focus group discussions, all participants mutually identified that when experiencing 

advertising on YouTube, the element that catches their attention first is the skip button. In 

the individual interviews, many participants mentioned anticipating the moment when they 

can skip the ad. In addition, the interviews participants indicated that elements such as 

background music, the voice of the narrator, the relevance & frequency of the ad, the topic 

of the message, interactive, catchy or surprising ad content, can get their attention. 

 

One participant stressed that when he is using a mobile device and watching a video in 

portrait mode, the most important aspect he notices is that the ad will distribute on 75% of 

his screen, which he finds very unpleasant. Therefore, ad format is something that users 

pay attention to as well. The majority of participants in our focus groups and interviews 

were able to recall a personalized ad experience at some point during the discussion. 

 

“I observe the type of ad, because for instance when watching sports, I get a lot of ads about 

gambling, which again is unpleasant and very repetitive.”  

- I12, male, 26 

 

“Who hasn’t? It’s impossible not to. The first thing my brain goes to is the skip button, and I am 

so disappointed when there isn’t one. I also notice if it’s the same ad I’ve seen or heard before.”  

- I9, female, 23 

 

 

General knowledge of personalization on YouTube 

 

Most participants in both the focus groups and interviews were aware that YouTube is 

personalizing ads based on location, searches, browser history, preferences, website visits, 

interests or clicks. Besides the two participants coming from an Information Technology 

background, participants did not focus on technical information about how YouTube 

implements personalization, but everyone could grasp a basic understanding of the process. 

Some participants even offered examples of personalized ads they experienced and were 

able to explain why that particular ad was shown to them. 

 

In addition, some participants were also able to identify other types of connection with the 

ads they see. Three of them identified that there is a connection between the ad and the 
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content creator, and another identified a connection with the category of content they 

choose. Five participants noticed that personalization can occur through speech 

recognition, when they privately discuss a particular topic. 

 

“I don’t know a whole lot, but I know how it works. They base personalization on a profile about 

you containing your interests, videos watched, time spent on a type of content. Using this profile 

created by Google, they offer you ads from advertisers that also have some targets. It might be 

adapted based on the ads you click as well, maybe. If you search or even speak about something 

you can receive an ad.”  

- I11, male, 25 

 

 

Perceptions and attitudes towards personalized ads on YouTube 

 

Personalized ads on YouTube were perceived both in a negative and a positive perspective. 

In focus groups, we could notice that the general tendency was to blur the lines between 

personalized ads and ads in general, reaching a mutual understanding that advertising 

provokes annoyance and irritation. However, at the same time, participants were able to 

identify that personalization on YouTube can be a positive aspect in advertising. 

 

During the focus group discussions the process of personalization on YouTube was 

sometimes described as smart, useful and efficient financially, however not always accurate 

enough. Some participants stated that they prefer personalized ads over random ads, but if 

presented with a choice they would prefer not seeing them at all. The problems identified 

were related to the lack of accurateness and relevancy of personalization. 

 

During the interviews and focus groups, 50% of respondents inclined towards a positive 

attitude in relationship with personalized ads on YouTube. 25% of participants could 

identify both positive and negative aspects of personalization, without clearly choosing one 

side. Other neutral respondents said they don’t give it much importance or that they are 

not bothered by it 

 

In both focus groups, a theme that continued to arise was that users disliked that they were 

being forced to watch ads on YouTube, regardless of how personal they were. 25% of 

participants had negative perceptions about personalization on YouTube. Two users 

characterized the process of personalization as creepy, because it relies so much on 

browsing history, and two others did not like because they considered it as a breach of 

privacy when it comes to their personal information. These findings suggest that over 

personalization can be a problem for some users. One participant considered 

personalization on YouTube sketchy and a psychological fight because it creates illusory 

needs. Three participants looked at personalization in a skeptical view, raising issues such 

as manipulation, ill intentions, freedom of choice or psychological appeal, but at the same 

time recognizing potential benefits. 

 



 

 

 

 

39 

Most interviewees accepted a moderate level of personalization, but some had negative 

perceptions towards personalization practices that felt too intrusive. As examples they 

noted the fact that they receive ads after they talk about a product privately or send 

information in a private chat.  

 

Figure 4-2.  Perception of personalized ads amongst participants. 

 

“I think it can be smart and useful. It probably saves a lot of money compared to TV for example, 

where everyone watches the same ads until they go crazy. At the same time, I don’t think it’s the most 

accurate. I think we as humans are more than some demographics. In my opinion it’s a good intention, 

but it needs more data than that to work well.”  

- I9, female, 23 

  

“I think it is quite creepy to think that YouTube collects all of this data about me since it contains very 

personal information that says a lot about me and my private life.”  

- I4, female, 25 

 

 

Previous experiences  

 

There was a clear indication that previous experiences will influence the attitudes of users. 

We found a strong connection between users that had negative experiences and avoidance 

behaviours. One user in particular felt very strongly about ads; however they were also the 

one that installed three ad blockers on their computer. When that participant shared their 

stories, we were able to see that their reactions to personalized ads were based on previous 

experiences. 

 

“Oh I have the best example. I was driving and had YouTube connected in the car listening to 

music. An ad showed up and I got so annoyed and pissed off because it was just in the best part of 

the song. And I tried to tap the skip button with my left hand, but I was annoyed and pressed to 

hard and my phone fell down. Of course I tried picking it up and almost crashed my car. Well 

Positive
50%

Negative
25%

Neutral
25%

Perception of  personalized ads

Positive Negative Neutral
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that would be a very sad death I would say, to die because of advertising. If there were no ads, I 

wouldn’t have risked my life.” 

- FGP9, male, 26 

 

We also observed a tendency in both interviews and focus groups for participants to recall 

more negative experiences in contrast with positive ones. 

 

Perceived utility of personalization 

 

Participants in both focus groups and interviews were able to identify a level of utility of 

personalized advertising on YouTube. The main theme was the differentiation between the 

perceived utility from an advertiser perspective and the perceived utility from a user 

perspective. All participants recognized more benefits associated with customizing ads 

from an advertiser perspective, some identifying that more features would mean a better 

use of advertising budgets.  

 

Three also noted that a complete lack of personalization from advertisers would cause 

more annoyance and behaviours such as reporting ads. On the other hand, one participant 

considered that a high level of personalization might cause advertisers to fail capitalizing on 

potential sales, suggesting that demographic data is not complex enough. Three users 

mentioned that personalized advertising on YouTube allows advertisers to “get richer”. 

 

“You would most likely want more and more features to personalize. I want my ad to get to the 

right people at the right time, so they’ll buy from me and not my competitor.” 

- FGP10, male, 24 

 

Purpose of use 

 

An important theme that arose during our discussions was the purpose of using YouTube. 

We found that users react differently to personalized ads based on what they are doing on 

YouTube. All participants mentioned that they would become more annoyed when they 

are learning or watching something important and an ad is shown to them. When 

participants were focused on a task, emotionally invested or had a clear goal, they tended to 

experience more negative outcomes, compared to moments when they were randomly 

browsing the platform. 

 

“Yes, I agree, for certain types of videos there should be no ads. For example DIY videos. People 

want to pay attention and learn something in that moment. If you’re watching something randomly 

it’s not that bad, but when it’s important for you it shouldn’t be there.”  

- FGP8, female, 25 

 

“If I am in a good mood, I will be more open to it, but if I’m focused on what I want to do, then I 

will be so annoyed and skip it.” 

- FGP11, female, 25 
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Situational factors 

 

Analysing the focus group discussions and interviews, we found that there are several 

aspects that mediate users reactions in relationship with personalized ads on YouTube. 

Participants listed the following situational factors as mediators. 

 

• Time availability & task load 

• Emotional and mental state or user mood 

• Music preference 

• Respect for the creator 

• Celebrity presence 

 

Going further, one participant expressed that it is not the content of the ad that annoys 

them, but the fact that the creator agreed to showing ads. In contrast, two users mentioned 

that if a YouTube creator they follow is promoting a product, they would be more 

interested in it. Three participants stated that nothing can mediate their reaction and they 

are constant in their beliefs, feelings and actions.  

 

“For me, it depends on the person I am watching. If it’s a content creator that I really respect, then 

I will watch the ad so they can monetize.”  

- FGP8, female, 25 

 

4.3 Users’ perspectives in relation with personalized ads on YouTube 

Privacy concerns 

 

In the focus group discussions, privacy concerns were discussed, however participants did 

not have strong reactions towards the topic. Though it was definitely a topic of interest, 

privacy was not given significant importance, as participants were aware of YouTube’s data 

collection practices and considered that they are not targeting them personally as 

individuals. Some participants motivated their answers with the argument that they do not 

have privacy in reality. Participants considered that sharing their data works in their favour 

most of the time and it is a fair trade for using the platform for free. However, some 

participants disagreed, stating that YouTube is not transparent enough. Two focus group 

participants had a skeptical view of privacy, listing ulterior motives for data collection 

practices and considering that users should care more about it.  

 

Overall, the general sentiment was that as long as they start using the platform, users don’t 

have a choice when it comes to privacy. In the interviews, out of the 12 participants, half of 

them considered privacy was an important concept, while 4 believed privacy does not exist 

on YouTube and 2 of them did not give it significant importance. 8 interviewees raised 

issues or concerns with regards to privacy invasion, however, for none of the participants 

privacy concerns constituted a motivation to stop using the platform. 
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“ In my view, there is no privacy really in this world, the world is interconnected, well unless you go 

in the woods which is also debatable. The idea is that this happens at another level, they don’t 

discuss people, they discuss the masses. They are interested in knowing a general direction, what are 

the trends, they want to know that we all together have the same needs, problems, that we vote the 

same, so privacy is something that we should care more about.”  

- FGP7, male 25 

 

“I don’t like it. It’s my privacy and I don’t want them to monitor my whole life. If they monitor 

my 

search history, it means they know everything about me.”  

- I5, female, 26 

 

Trust 

 

In the focus group discussions participants expressed that they don’t trust everything that 

shows up in their feed and prefer to objectively assess a product. A differentiation was 

made between trust in YouTube as a platform and trust in the advertiser. One participant 

disclosed that they tend to trust more a product that was advertised by a YouTube creator 

compared to a product advertised in an ad. One user was skeptical towards both the 

advertiser and the platform and did not trust their motives. 

 

In the interviews, trust was approached with uncertainty. Three participants stated that 

trust is important for them and two stated it is not. There was no connection between the 

importance of trust and the fact that participants trust YouTube or the advertiser. Three 

participants mentioned they trust the platform and four mentioned that they do not. Two 

participants considered that trust is not an important concept. One user mentioned they 

have more trust in the advertiser than the platform because they can understand the 

purpose of the advertiser, but not the motives behind YouTube’s data collection. Three 

participants mentioned that they trust the product more if it’s presented by a YouTube 

creator they like.  

Overall, low trust levels did not cause users to stop using YouTube. 

 

“It is quite important. If you don't trust a service, you probably don't use it. So there is no 

personalization possible. I trust that they will not harm me personally.”  

- I1, female, 25 

 

“The reason why I don't watch YouTube when I am logged in is because I don't trust YouTube. I 

know they will take all my information and do whatever they want with it.”  

- I6, female, 25 
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Knowledge, transparency & consent 

 

In both focus groups and interviews, 8 participants believed having knowledge and 

awareness can be useful. Three interviewees did not think having knowledge is useful to 

them when using YouTube.  

Interviewees identified that knowledge about the process of personalization can dial down 

their reaction or emotional involvement because they feel more in control. Another reason 

was that awareness helps them feel less manipulated or influenced by the advertisement. 

One participant explained that knowledge allows them to choose freely and differentiate 

between an exogenous need created by the advertiser and a true need. 

 

Along the same lines, the themes of consent and transparency were approached. Some 

participants were able to identify that previously, the platform was not regulating or 

communicating advertisement placement and they showed appreciation for being 

informed. Two interviewees were aware that information was available in terms & 

conditions but admitted their lack of motivation to read it. The idea of having more 

transparency and being asked for consent was welcomed by the participants, however, even 

so, skeptical participants still did not consider the present level of transparency appropriate. 

 

“It’s useful, because you understand that what is shown in an ad is not necessarily a true need. 

And then you can fight with yourself to establish that you won’t buy something you don’t need.”  

- FGP6, male 25 

 

“I don’t care how much information they get from me, as long they are transparent, I will be okay, 

since they are trying to provide a service for a better experience or convenience.”  

- I3, male, 23 

 

Control 

 

When presented with a choice of ad types, all users preferred the ad that allowed the 

highest level of control. Though everyone wanted more control in relationship with the ads 

they see, none of them were aware of the YouTube ad preference settings.  

 

All participants expressed a dislike for not having a choice of not watching an ad and one 

participant mentioned that control can be useful especially in the case they want to stop 

seeing ads from a product they already purchased. Three interviewees considered control 

very important and two participants even offered suggestions on how to improve the level 

of control on the platform. Some users mentioned feeling helpless in relation with the 

current state of the platform and another user explained in contrast that having too much 

control could hinder their chances of exploring new content. One user had a skeptical 

attitude, mentioning that control in this context may be just an illusion. 
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“There should be ways for people who don't want personalized ads to just click -no- because they 

don’t want it. People who decide they enjoy and support personalized ads, they can click -yes- 

because they want it. Users should have the option to decide what they want.”  

- I6, female, 25 

 

“But control has two sides. If you have too much control, then you won’t be able to explore content. 

I am happy when I get a new recommendation and I like the video. Maybe I wouldn’t think about 

that content otherwise.”  

- FGP9, male, 26 

 

4.4 Perceived ad characteristics on YouTube  

Relevance and accuracy 

 

In the focus group discussions, ad relevance was a very popular theme. Participants found 

that relevant ads are superior to random ads. However, they described that YouTube rarely 

achieves an appropriate and accurate level of personalization with ads that perfectly suits 

their needs. One user exposed a skeptical view of relevancy, stating that lack of ad 

relevance is intentional and has the purpose of creating more needs. 

In the interviews, two users stated that their interests are not always aligned with their 

financial power, which makes many ads irrelevant to them and causes a negative reaction 

because it is a constant reminder that they can’t afford that product. In both interviews and 

focus groups the lack of relevance was an issue, especially when the user was presented 

with ads for an already purchased product. 

 

“They should study you better. Sometimes the ads are not very interesting. So they should work on 

the algorithm.”  

- I8, female, 26 

 

“Yes, the main concept is good, but sometimes it’s not useful because the algorithm is not very well 

developed to know that maybe you already solved a topic. For example, many times happened to 

me to buy a plane ticket and after a week I still received ads about that, same thing with housing. 

It already became rubbish, even though it used to be useful. So it can be sometimes spam and 

sometimes relevant”. 

- FGP12, female, 25 
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Figure 4-3.  Perceived importance of ad relevance amongst participants 

Frequency and repetitiveness 

Frequency and repetitiveness were also themes that emerged during the focus group 

discussions. One participant identified that the frequency of an ad can cause them to act 

the opposite way just to spite the advertiser and another mentioned that seeing the same ad 

multiple times causes them to feel impatient and to skip the ad.  

 

One user mentioned that if they see an ad from a brand they recognize, they might 

appreciate finding out about new features, and another explained that if the product or 

service is valuable to them, they would be willing to ignore the ad. However, when the ad 

appears at a high frequency and is repetitive, for both participants the level of 

personalization becomes irrelevant. In the interviews, out of 12 participants, 9 identified 

that frequent & repetitive ads would cause them annoyance, irritation, boredom or even to 

stop using a certain service. 

 

“I keep getting this ad for Bird Box on Netflix, so frequently it became very annoying. It doesn’t 

make me watch the movie at all.”  

- FGP11, female, 25 

 

“One time, two times, we get it, but at a certain point it just gets annoying. Even if I was writing 

my thesis right now, I would not use the service out of principle. Because this is stalking. This is 

harassment what they are doing.”  

- I7, female, 25 
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Interruption 

 

When presented with a choice of ad types, all participants preferred the ad that was the 

least interrupting and which allowed them to keep watching the video. The worst 

experience was considered the one that did not allow ads to be skipped, because it was too 

long and caused them to lose focus. Three users also approached the timing of the 

interruption, explaining that it is more annoying when it happens in the middle of the video 

compared to the beginning.  

 

Interruption became more irritating if the user was doing something important and anger 

was considered a natural reaction. We could observe that personalization becomes 

irrelevant when users are interrupted from fulfilling their goal. In the interviews, out of 

twelve participants, nine identified that interruption would cause them annoyance and 

irritation. 

 

“No matter if they offer a relevant or interesting product to me or not, I’m getting mad because they 

interrupted me and the fact that the ad is relevant does not matter anymore”.  

- I11, male, 26 

 

“I skip it. Personalized or not. For me it is the same. I don't have a need or desire for it. For me 

it is just annoying, it takes away from the video that I am watching.”  

- I7, female, 25 

 

 

Ad quality 

 

In the focus group discussions the theme of ad quality arised. Participants explained that 

catchy, well-done and funny ads are more appreciated and have more chances of being 

viewed. Other aspects that were mentioned were the scenario of the ad, music and the type 

of message. 

 

Participants considered that they are more likely to click on an ad if the brand or product 

presented is linked to the content they are watching.  

Ad variety was a theme that appeared several times in response to repetitiveness, users 

being inclined to prefer watching new content every time they see an ad. 

Three participants linked ad quality to the celebrity presented in the ad, being able to recall 

the videos where famous actors played a role. Anthony Hopkins or Terry Cruz were 

mentioned as examples and one user explained that they reviewed such an ad on purpose 

because they considered it hilarious. 

 

“I remember some clearly. It’s the Terry Cruz ads from Old Spice. They were the best; I still 

watch them from time to time because they are hilarious.”  

- FGP5, male, 20 
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4.5 Users’ reactions in relation with personalized ads on YouTube 

All participants in interviews and focus groups expressed a type of reaction in relationship 

with personalized ads on YouTube. Participants formed clear beliefs and evaluations of 

personalized ads on YouTube and indicated not paying attention as a way to ignore the ads. 

Other indicated looking the other way or thinking about something else to redirect their 

attention. One user explained that they avoid ads by accepting them because today’s 

technology works against Ad Blockers and they don’t have a real choice anymore. 

 

In addition, all participants indicated several feelings as reactions to personalized ads on 

YouTube. The most invoked feeling by personalized ads was annoyance for the 

participants. Different levels of annoyance were expressed during the interviews, while 

some expressed their frustration, a few participants became very emotional and showed 

anger and hate towards personalized ads on YouTube. 

 

“I hate watching ads on Youtube even if they are tailored to my needs.” 

- I7, female, 25 

 

However, one user mentioned that despite their initial reaction is emotional, and they feel 

angry, afterwards their reasoning allows them to understand that the ad might be good. 

One user explained that if the ad is relevant enough, they might feel happy, but if the ad is 

random, they will feel angry. An interesting view was presented by a user that explained 

that their initial feelings are of anger, however, after the ad is finished, it makes them feel a 

sense of reward because they can get back to their initial task. Other enumerated feelings 

were impatience, anxiety, fear or sadness. 

 

All participants expressed a behaviour in relationship with personalized ads on YouTube. 

In both focus groups and interviews, everyone clicked the skip button of a video ad in 

order to avoid the ad before. Several participants stated that they regularly click the skip 

button. For many this seemed like a natural reaction, almost like a reflex to aim for the skip 

button without paying attention to the ad content. Those participants who expressed 

strong levels of annoyance towards personalized ads on Youtube, expressed a higher 

urgency of avoiding ads and willingness to take active measures of not seeing ads. These 

participants were also most likely to install Ad Blockers to avoid ads. In total eight out of 

twenty-four participants used Ad Blocking software to avoid ads on YouTube. 

 

Other ways of ad avoidance also came to light during the interviews and focus groups. Two 

Participants noted that they fast-forward through the parts of the video that contains ads. 

Another two participants mentioned to click away to another browser window when an ad 

appears and one user mentioned to avoid the ad on mobile by facing down the phone. 

 

“There is actually a way to skip ads without the extension. When you play your video, on the time 

bar, there are yellow squares which indicate then the ad is going to start. You can go past those 

and don’t need to watch the ad”.  - FGP2, male, 20 
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As a result to redirect the attention from the ad, two participants stated that they tend to 

multitask when an ad was running.  

 

When the participants were presented with the option of YouTube Premium, which allows 

ad-free video content by paying a subscription fee, the reactions where mixed but inclined 

towards paying money to avoid ads. While many participants were pleased about the option 

YouTube has offered, some disagreed mentioning that their reason for using YouTube was 

because of its free content. 8 users expressed their willingness to pay for YouTube 

Premium to avoid ads but none of them actually had a subscription. 

 

“It makes me feel angry, rather apocalyptical. I feel hate. They are very annoying, there is nothing 

in this world that sucks more. I broke a TV once because of ads”.  

- FGP9, male, 25 

 

 

5. Analysis 

_____________________________________________________________________________________ 

 

In this chapter we are aiming to fulfil the research purpose of this thesis by aligning the empirical findings 

with existent literature and the theoretical framework exposed in Chapter 2. In our approach, we are first 

interpreting our data and making a systematic comparison between the different theoretical perspectives and 

our empirical facts. This chapter will also be concerned with finding and analysing connections and emerging 

patterns between concepts which will be formulated into a new theoretical model. 

 

 

5.1 YouTube users in relationship with the platform 

The first sections of our interviews and focus groups were dedicated to allowing 

participants to seldomly approach YouTube as a platform, underlining the most important 

aspects for them. We found that generally our subject population possessed sufficient 

knowledge about YouTube and most of the participants stated that they use the platform 

regularly. These findings align with the Statista’s (2019) estimation that 96 percent of 

internet users aged 18 to 24 years and 95 percent of users aged 25 to 34 accessed the video 

platform YouTube. The usage habits presented also connect to the value participants 

attribute to the content they watch using it as a motivation to return to the platform. 

Interesting to note was that since participants have been using YouTube for 10.4 years on 

average, they immediately acknowledged YouTube’s evolution as well as the introduction 

of advertising. We found a connection between the level of knowledge about YouTube and 

the attitude of the participant towards the platform as less informed individuals tended to 

have more negative attitudes. 
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Participants also identified an increase in content variety and indicated several areas of 

interest on the platform. This aspect proved to be linked to their overall purpose of using 

the platform and implicitly the number of hours they spend watching videos, as users using 

YouTube with a clear purpose such as watching tutorials or educational videos limited their 

time on the platform compared to users focused on entertainment or lifestyle. 

 

5.2 YouTube users and personalized advertising on YouTube 

 

After the introductory section of our inquiry, YouTube advertising was introduced to 

participants through a video example and a hypothetical scenario. Participants were 

immediately able to pinpoint the elements that grab their attention when experiencing an 

ad. This implies that advertising on YouTube is definitely receiving attention from users.  

 

From the beginning participants listed the skip button as an attention grabber which goes 

to prove the natural tendency towards avoidance behaviours. Aspects as the voice of the 

narrator, the relevance & frequency of the ad, the topic of the message, interactive, catchy 

or surprising ad content or ad format were also listed as attention grabbers, but generally 

interviewees focused on the intrusive character of the ad. 

 

After introducing personalization, we found that generally our subject population 

possessed sufficient knowledge about the process of personalization on YouTube and were 

able to recall experiences with personalized ads. A connection was identified between the 

level of knowledge about personalized ads and the attitude towards the ad. Having less 

knowledge about personalized ads aligned with users that tended to blur the lines between 

personalized ads and ads in general and which in turn proved to have more negative 

attitudes. At the other end, participants with high levels of understanding had more 

positive attitudes towards the personalization process, but some became skeptical. 

 

Only when clearly inquired about personalization, participants were able to compare and 

contrast between ads in general and personalized ads on YouTube, being able to determine 

benefits or drawbacks from both the advertiser and user perspective. This goes in 

alignment with the findings of Baek and Morimoto (2012) and show that perceived 

personalization is closely associated with advertising relevance and creating content that is 

not either intrusive or irritating. Therefore, YouTube users that can identify utility in 

personalized ads will experience lower avoidance responses. 

 

Overall half of respondents inclined towards a positive attitude in relationship with 

personalized ads on YouTube. A quarter of participants could identify both positive and 

negative aspects of personalization, without clearly choosing one side. Most interviewees 

accepted a moderate level of personalization, but some had negative perceptions towards 

personalization practices that felt too intrusive. 
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• Prior negative experiences 

In alignment to the research of Cho and Cheon (2004), our findings showed a clear 

indication that previous experiences are important in the way users perceive personalized 

ads on YouTube. Though not necessarily spanning from experiences on the platform, we 

found a strong connection between users that had negative experiences and avoidance 

behaviours. Moreover, we could observe the tendency to rely on certain beliefs and 

convictions rooted in previous experiences even outside our present context. Though we 

noticed that prior negative experiences were not considered a reason to stop using the 

platform, they contributed to creating an overall negative attitude towards personalized 

advertising on YouTube. 

• Perceived goal impediment, mood, situational factors 

A very important aspect that influenced users’ attitudes towards personalized ads on 

YouTube was the purpose of using the platform. Feelings of annoyance were invoked by 

users focused on a task deemed important and which were interrupted by an ad. There was 

a clear connection between the purpose of using the platform, the content type listed as an 

interest and the number of hours spent watching videos.  

 

This goes hand in hand with the findings exposed by Seyedghorban et al. (2016) that make 

a a differentiation between individuals in a telic or serious-minded state that are highly goal 

oriented and those in a paratelic or playful-minded state that have a low goal orientation. 

Based on the two user modes, we found that playful-minded YouTube users tended to be 

less annoyed, while serious-minded YouTube users, experienced stronger feelings of 

annoyance.  

 

Going further, two scenarios were presented to the participants. In one scenario, a 

personalized ad was shown to an individual in a highly engaged state, while in the second 

scenario the person was relaxed. When participants assessed and compared the 

experiences, all of them were able to relate. Participants explained that if an ad is shown to 

them when they are focused on a task that requires full attention, they undergo strong 

feelings of annoyance compared to when they were relaxed or do not have any time 

constraints. They all stated that they would try to skip the ad in the first scenario, 

confirming that perceived goal impediment is important for YouTube users, as shown by 

Cho and Cheon’s research. Interviewees explained that when they are not focused strictly 

on the video content and doing other tasks as well, they don’t always skip the ad and they 

listed several situational factors that would influence their reaction. 

 

Puccinelli, Wilcox & Grewal (2015) found out that users experiencing deactivating 

emotions such as sadness were less likely to watch ads that were highly energetic in 

comparison to those that were experiencing activating emotions. Some participants in our 

interviews elaborated on their interaction with personalized ads can also depend on their 

emotional state at the moment. However they related with positive feelings such as being 
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relaxed made them less bothered by an advertisement in comparison to feeling stressed. 

On the other side there were also participants who stated that they would avoid ads 

regardless of their emotional state. 

 

 

5.3 Users perspectives in relation with personalized ads on YouTube 

 

We found that privacy concerns, trust issues, control, as well as knowledge, transparency 

and consent were topics of interest for YouTube users. Though many of them deemed 

these aspects as important, none of them elicited a strong enough reaction to stop users 

from using the platform. What we did find, was that their awareness towards YouTube’s 

data collection practices, trust in the platform or advertiser or level of control contributed 

to their overall beliefs and convictions and in turn attitude towards the platform. We can 

say that even though these concerns were not direct contributors of ad avoidance, they 

contributed to creating an overall negative attitude towards personalized advertising on 

YouTube, which in turn may lead to ad avoidance depending on the level of displeasure it 

causes to the user. 

• Privacy concerns 

It is interesting to note that previous literature attributes extensive importance to privacy 

concerns. Several studies reveal the increased potential of privacy concerns when 

consumers are revealed the data collection processes behind personalized advertising 

(Aguire et al., 2015; Baek & Morimoto, 2012; Turow, King, Hoofnagle, Bleakley & 

Hennessy, 2009). As reported by Turow et al. majority of  consumers do not wish to 

receive personalized ads based on tracking their online behavior and want to know how 

their data is being collected and used. 

 

Moreover, Baek and Morimoto (2012) classifies it as one of the main antecedents that leads 

to ad avoidance in the context of personalization. However, we did not find this to be true 

in our study. The majority of the participants were aware of privacy issues but did not 

raised any concerns of privacy in relation to data collection. Even if users raised privacy 

issues, they also felt there was no other choice but to surrender and accept the 

personalization process as it is, since “it will be normal to have it”. 

• Knowledge, transparency & consent 

In relationship to our findings about privacy concerns, some users still found it important 

to have knowledge about the personalization process. Similar to Aguirre et al. (2009) and 

Turow et al. (2009) findings, users welcome overt data collection strategies for more 

transparency than covert data collection strategies. Although lack of transparency and 

consent was associated negatively to personalized ads, participants did not showed 

motivations of actively informing themselves such as reading the terms and conditions. 
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• Trust 

When it comes to trust, participants shared that they are not very trusting in advertising, 

however there were no clear signals that caused us to believe that trust issues would 

contribute to strong reactions amongst users, but rather influence their overall beliefs. 

After Johnson and Kaye (1998) findings, an advertising loses credibility when showed in a 

medium perceived as untrustworthy. Bleier and Eisenbeiss (2015) emphasize that trust 

plays a role on how users react to personalized ads. They suggest, when highly trusted 

advertisers show more personalized ads, they will receive higher click through rates. They 

also argue, that the ads are perceived as more useful and are less likely concerned with 

privacy.  However, when users have low trust in the advertiser, a highly personalized ad 

reduces the click through rate, increases reactance and privacy concerns. However we had 

no findings that showed trust impacted usage behavior on YouTube. Unlike the findings by 

Kelly at al. (2010), some participants showed trust in YouTube as an advertising medium 

and did not question it’s credibility. A few raised trust issues in the advertiser but no 

evidence was found that credibility was dependent on how trustworthy the platform is 

perceived. 

• Skepticism and control 

Two participants expressed clear skepticism which aligns with both the findings of 

Obermiller & Spangenberg (2000), Knowles & Linn (2004) and Kelly et al. (2010), however 

skepticism was not shared by all users, hence we did not consider it as a main driver for 

experiencing ad avoidance on YouTube, but rather a contributor to an overall negative 

attitude. 

 

Furthermore, having control over personalized ads on YouTube proved to be important 

for all participants. Based on the reactance theory by Brehm (1966) and Baek and 

Morimoto (2012) suggesting that resistance occurs when consumers feel their choice is 

being controlled, our participants all complained that consumer control was limited or not 

existent. In line with Turow et al. (2009) and Tucker (2014), the participants appreciated 

having more options of control on what type of ads are shown to them and whether they 

are personalized or not. 

 

In Tucker’s (2014) experiment the likelihood of clicking on online advertising on social 

network was investigated in relation to user’s perception of their control on personal data 

used for data collection and targeting. By giving the user an option of privacy control over 

their personal data, they saw an increase of clicks on personalized ads. Interestingly, 

YouTube offers users control over ad settings and watch history but none of the 

participants were aware of these features. Despite the fact all participants wished to have 

more control, none informed themselves prior on how to have control and rather took 

their situation for granted. Generally, when they felt like they had no control over the 

choice to watch, users tended to develop negative attitudes towards personalized ads on 

YouTube. 
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5.4 Personalized ad characteristics on YouTube 

 

Personalized ad characteristics received a lot of attention from YouTube users. They listed 

relevance, accuracy, frequency, interruption, repetitiveness or ad quality as aspects of 

importance for their experience. It was interesting to note that lack of relevance and 

accuracy were very common issues identified by participants, signalling that it is not the 

high degree of personalization that may lead to ad avoidance, but rather the fact that 

personalization is not conducted at a degree that users find accurate enough.  

• Ad relevance and accuracy 

According to Li et al. (2002) content, execution and placement of advertisement are factors 

that impact the level of consumer’s perceived intrusiveness of the advertisement. Indeed, 

participants were complaining that the ads were often not tailored enough to their interest 

or needs and were seeing flaws in YouTube’s targeting method. 

 

Moreover, Edwards et al. (2002) argue that advertising with high level of arousal and 

entertainment are perceived as less intrusive, when users are interested in the ad content as 

irritation decreases.  

 

Belanche, Flavián and Pérez-Rueda (2017) investigate the acceptance levels of skippable 

video ads in relation to the role of arousal with context congruency and product 

involvement. High arousal ads increased the viewers watching time and performed better 

when it is in a congruent context, as expectation of relevant content are met. Furthermore, 

product involvement has a positive impact toward the ad and are perceived less intrusive, 

since they perform better when targeted to users who already have interest in the product 

(Belanche et al., 2017; Dahl & Gordon-Wilson, 2013). A video ad is seen more intrusive 

and as an obstacle, when the user does not feel involved with the advertised product and 

when the level of arousal is low (Belanche et al., 2017). 

• Ad congruence 

Maintaining congruence between the ad and a websites content is important how a 

consumer will perceive and interact with the ad. Cho’s (2003) study with banner ads 

showed that when the advertising content was congruent to the editorial content of the 

website, the ad effectiveness increased. Consumers felt less interrupted on their primary 

focus of watching the editorial content and showed more positive response in comparison 

to generic ads.   

 

Li, Edwards and Lee (2002) argue that online consumers are more goal oriented. If an 

advertisement is interactive and not congruent to the surroundings, it will be perceived as 

intrusive and hindrance to actualization of the consumer’s goal. In addition, Edwards et al. 

(2002) believe that perceived intrusiveness are dependent on the level of congruency of ad 

content in combination with the task and intensity of cognition a consumer is facing.  
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We were able to see the same pattern, when we showed the participants a scenario of a 

person receiving a personalized advertisement that was congruent to the video content and 

their goal, all the participants found that receiving ads that help to reach their goal would 

be useful. In contrast, when we showed them a scenario where the personalized ad was in 

line with the user’s interest but not congruent with the video content, many participants 

were expressing frustration. 

• Frequency, repetitiveness, interruption and ad placement 

Frequency and repetitiveness were also important characteristics showing that when the ad 

appears at a high frequency and is repetitive, the level of personalization may become 

irrelevant and cause annoyance, irritation, boredom or even to stop using a certain service. 

 

Linking again to the user’s modes mentioned above, interruption was an important ad 

characteristic that showed up several times during our interviews and focus groups as it 

caused users to lose focus and prevent them from fulfilling their goal. Again we could 

observe that personalization may becomes irrelevant when users are experiencing goal 

impediment on YouTube and become irritated. 

 

The majority of participants reported feeling of annoyance when an ad appeared in the 

middle of a video as they felt interrupted in their task of watching the video. A few stated 

that they would prefer the ads to be placed in the beginning or in the end in order to be 

able to fully enjoy the video content without interruption. 

 

Since Internet surfers are more likely to be goal oriented when they are viewing a video 

content, since they are actively looking for information, ads placed in the middle of the 

video, socalled midroll ads could be perceived as more intrusive as in comparison to ads 

placed before (pre-roll) or at the end (post-roll) of the video a user is watching (Cho & 

Cheon, 2004; Li & Lo, 2015).  

 

Li and Lo (2015) argue that such video ads often prevent fast forwarding, as the ad format 

aims to make it harder for users to ignore them, by interfering with the users viewing 

experience. These placement options allow advertisers to have more control over users 

viewing the ad than  in comparison to other online ad formats such as banner ads.   

 

 

5.5 Users reactions in relation with personalized ads on YouTube 

 

From the user perspective, we were able to understand what the potential to influence 

advertising avoidance on YouTube in the context of personalization has. Since the 

experience was familiar to all the participants in our study, we were also able to pinpoint 

several reactions that users display after experiencing a personalized YouTube ad. 
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We found that the reactions described by users can be organized into the same categories 

indicated in the literature, spanning from cognitive to emotional and behavioral reactions. 

This distinction aligns with the findings of Cho & Cheon (2004) who illustrate the ways 

consumers may respond to advertising stimuli through a CAB model of cognition (C), 

affect (A) and behavior (B).  

 

The cognitive reactions were illustrated through the YouTube users’ beliefs about 

personalized ads which was evaluative in nature. We found that the more negative beliefs 

about personalized YouTube ads or even ads in general, the more unfavourable the overall 

cognitive component, leading to cognitive avoidance reactions such as intentional ignoring 

of YouTube ads. Similar to Cho & Cheon, we believe that this intentional lack of 

attendance is a distinct form of cognitive choice and it is different from behaviour. In 

addition, we found a connection between the cognitive and the affective component of 

advertising avoidance, signalling that the YouTube users that react through cognitive 

avoidance are also likely to react through affective avoidance.  

 

The affective reactions of ad avoidance is related to feelings and emotional reactions to 

personalized ads on YouTube. We found that the users who intensely dislike Internet ads 

are more likely to develop a negative attitude towards YouTube ads, whether they are 

personalized or not and hence to avoid the source of their displeasure. In addition we 

found a strong connection between the affective and the behavioral component of ad 

avoidance as participants that were very emotional were also more likely to conduct an 

active behavior. 

 

Behavioral reactions were represented by all the actions taken to avoid seeing personalized 

ads on the platform, other than the lack of attendance we mentioned above, and which is 

cognitive in nature. These actions represent active behaviours and most of the participants 

in our study were able to pinpoint at least one time when they expressed them. We found 

that the different types of reactions that users can have are interconnected, and while 

cognitive avoidance response does not necessarily imply an affective or behavioral 

avoidance response, in most cases a user that experiences affective avoidance responses 

will also experience cognitive and behavioral avoidance responses. 

 

All participants in interviews and focus groups expressed some type of reaction in 

relationship with personalized ads on YouTube, listing several beliefs, feelings and 

behaviour they experience. A connection between users with prior negative experiences 

and their tendency to install Ad Blocking software was also observed. One user developed 

strong negative attitudes and expressed very strong feelings towards ads, which led him to 

install 3 Ad Blockers to avoid seeing ads. 

 

When presented with an example about YouTube premium, almost all users were positive 

about being offered the choice of paying for content or continuing to watch ads, however 

only 8 users expressed their willingness to pay for the service and none of them possessed a 

subscription at that moment. This again goes to show that users are very fond of the idea 
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of having a choice, even though they might not use it. This goes in line with the view of 

Brinson et al. (2018) who explain that if consumers receive a from a sender with whom 

they have an established relationship, it is assumed that the recipients had a choice as to 

whether to receive the message or not. This means that users can report fewer negative 

feelings toward personalized messages they received with their consent. 

Going a step further, we noticed that several users experienced psychological reactance by 

being inclined to behave the opposite way just to avoid the ad and spite the advertiser. 

Participants mentioned strong reactions in relationship with YouTube ads, often entailing 

an overreaction which in the literature can be found as the “boomerang effect,” where 

threatened autonomy suddenly comes to be prized more than before (Clee and Wicklund 

1980). This reaction can be explained partly by a previous negative attitude towards 

advertising, however Brinson et al. (2018) explains it as a growing desire of many 

consumers to no longer just ignore or reject personalized advertising but to take a clear 

action to ensure that the advertisers no longer have the chance or opportunity to target 

them with any personalized ads, despite any potential benefits.  

 

Furthermore, we found that users that express psychological reactance are most likely 

going to take an active measure to avoid advertising on YouTube. This behavioral response 

can be expressed by preemptively installing ad blocking software. 

 

 

6. Discussion 

_____________________________________________________________________________________ 

 

In this chapter, we are providing an in-depth discussion of the findings in connection with the theory 

frameworks we analysed in chapter two. Moreover, we outline the implications and the importance of our 

research and we detail the need for developing a new theoretical framework. 

______________________________________________________________________ 

Our paper relied on many important academic articles in order to understand the 

complexity of this topic and provide new and valuable insights specific to the YouTube 

platform. We used Cho and Cheon’s (2004) model of Internet ad avoidance, Kelly’s et al. 

(2010) adaptation to social media ad avoidance as well as the model of avoidance in the 

context of personalization of Baek and Morimoto (2012) as a starting point to understand 

advertising avoidance of personalized ads on YouTube. Though we could observe many 

similar patterns in our study, we could not integrally support any of the theoretical schemes 

proposed.  
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Figure 6-1. The theoretical model of Cho and Cheon (2004) in relationship to our findings. 

In our empirical findings, we found limited support for Cho and Cheon's (2004) model 

explaining that online advertising can be avoided because of perceived ad clutter. We 

believe this distinction is caused by the fact that Cho and Cheon's model was based on 

Internet advertising in general, where users tended to experience more various ad types. 

However, our results lead us to believe that the antecedent of prior negative experience 

may lead users to experience a negative attitude towards the ad, which in turn may 

influence ad avoidance. 

 

Though Cho and Cheon (2004) name their antecedent prior negative experiences and base 

it on dissatisfaction, perceived lack of utility and perceived lack of incentive, we found 

additional concepts that may influence users in a similar manner. In our view, users tend to 

raise bigger issues that go beyond experiences and lead participants to experience a general 

negative attitude towards personalized advertising on YouTube. It is not only the prior 

knowledge of the consumer and the experience that may directly contribute to experiencing 

ad avoidance, but it is a previously created attitude based on a personal collection of beliefs, 

opinions and idiosyncrasies. Our respondents approached topics and had concerns about 

privacy, trust, knowledge, transparency, control or consent. Their ideas seemed to 

contribute to an overall attitude towards personalized ads on YouTube and even ads in 

general. In addition, out of the three antecedents of Cho and Cheon’s (2004) model, it 

appears that prior negative experience was the one associated with more emotional 

reactions, while privacy concerns, trust or control were aspects that users cognitively 

evaluated, considered and which contributed to forming and relying on certain beliefs 

drawn from their personal knowledge. For the reasons described above, we believe that 

prior negative attitudes is a much suited description than prior negative experiences. 

Overall, our empirical findings hinted that prior negative attitudes developed by YouTube 

users can influence both affective and cognitive ad avoidance. 

 

Another antecedent present in Cho and Cheon's (2004) model was the one of perceived 

goal impediment, consisting of search hindrance, disruption and distraction. Again, our 

study did align extensively with this section of the model, however we believe that our 

findings revealed many important aspects that are specific to YouTube users. A very 

exciting result was the distinction between users based on their purpose of using the 

platform. Since YouTube offers a variety of content types, users present themselves with 

very different preferences, usage habits or behaviours, which can affect the level at which 
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they experience ad avoidance. Though this was not our specific topic of research, we 

believe that it represents a very exciting result that can be further explored. If YouTube as a 

platform would take a stance in understanding how users experience different levels of 

intrusiveness based on their purpose of use, they may be able to step away from limiting 

the capacity of actions that users take to reach their goals. For our interviewees, goal 

interruption resulted in aggravation, negative attitudes and potentially ad avoidance, even 

though today YouTube users are adapted to know to expect advertising. Even so, when 

disrupted within their tasks or goals participants felt very strongly about personalized ads 

on YouTube. Moreover and within the same lines, we observed a clear differentiation 

between individuals in a telic or serious-minded state that are highly goal oriented and 

those in a paratelic or playful-minded state that have a low goal orientation. This view is 

supported by Seyedghorban et al. (2016) and besides offering us an insight into why users 

may experience different levels of ad avoidance it can also offer advertisers a launching 

platform to developing more advanced personalization techniques. Overall, our empirical 

findings hinted that perceived goal impediment experienced by YouTube users can 

influence affective, cognitive and behavioral ad avoidance. 

 

Surprisingly, our study provided very limited support to the model of Kelly, Kerr and 

Drennan (2010) which was built on the findings of Cho and Cheon (2004) and focused on 

the social media environment. Though antecedents such as the expectation of negative 

experiences, perception of relevance of advertising message, skepticism of advertising 

message claims and skepticism of online social networking sites can be linked to our 

findings, we found indication that the above antecedents do not have a direct contribution 

to ad avoidance.  

 

 

Figure 6-2. The theoretical model Kelly, Kerr and Drennan (2010) in relationship to our findings. 

While we already approached negative experiences previously, we believe that concepts 

such as the relevance of advertising message should be approached under the umbrella of 

ad irritation as it represents a property characteristic to the ad. Participants did display signs 

of skepticism both in relationship with the advertising message claims and the online social 

networking site as indicated in the Kelly, Kerr and Drennan (2010) model, however, our 

findings showed that for YouTube users, skepticism was not considered a strong enough 
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reason to react. This again goes to show that even though this model advanced the research 

of Cho and Cheon (2004) by focusing specifically on social media, we are dealing with such 

a dynamic consumer that concepts which were once deemed impactful may now start to 

become irrelevant. 

 

Advertising avoidance due to skepticism is also supported in the model of Baek and 

Morimoto (2012) as well as the extant literature from Obermiller and Spangenberg (1998) 

and Knowles and Linn (2004). However, even though this view does not align with our 

findings, Baek and Morimoto (2012) also view skepticism as a mediator between ad 

avoidance and its antecedents, which we believe is more appropriate in the context of 

personalized advertising on YouTube. One of the most important findings that Baek and 

Morimoto (2012) offered and which we support is the predominant influence of 

personalization. Though we could not quantify our findings due to the nature of our study, 

we did notice that when ads were perceived as personalized to specific users, skepticism 

levels tended to change, either positively or negatively. Though Baek and Morimoto (2012) 

consider that personalization influences skepticism positively, we did not find supporting 

evidence. From our perspective, it seems like skeptical users remained skeptical despite the 

perceived level of personalization, however we did notice that personalization changed the 

perceived utility of the advertisement for most of the users. This is a very interesting 

finding for us, suggesting that consumers may now be adapted to personalization 

techniques, and if before personalization practices used to be a way for advertisers to 

enhance their credibility, today it can be viewed as common practice. 

 

 
 

Figure 6-3. The theoretical model of Baek and Morimoto (2012) in relationship to our findings. 

 

Another antecedent present in the model of Baek and Morimoto (2012) was ad irritation 

which extensively aligned with the findings of this study. In the model a strong correlation 

was found between perceived ad irritation and ad avoidance showing that the higher the 

perceived ad irritation, the greater the consumer avoidance of personalized advertising. Not 

surprisingly, our participants paid a lot of attention to the ad characteristics that made them 

feel irritated in relationship with the ad. In the context of personalization on YouTube, 

participants identified that they can become irritated because of the lack or relevance of the 

advertising message, the lack of accuracy in the personalization process, the high frequency 

of the ad, the repetitiveness and lack of congruity of the ad, the placement of the ad and 

last but not least, the level of interruption they experience. In addition, YouTube users 

Privacy Concerns

Perceived Personalization

Ad Irritation

Advertising 

Avoidance

Ad Skepticism



 

 

 

 

60 

considered that ad content and execution have an important role and may cause 

unfavourable attitudes toward YouTube ads when deemed untruthful, exaggerated, or 

confusing. Several findings were illustrative for Brehm’s reactance theory (1966) as users 

were inclined to react against persuasive messages perceived as dissatisfying their need for 

self-determination and control. Overall we noticed a tendency towards assessing ad 

characteristics and users seemed to become more irritated if the advertiser did not put 

enough effort in offering a pleasant experience. This is a very insightful finding that can be 

very useful to advertisers as it signals towards a consumer that is not only evaluating the 

services or products brought to the market, but they are interacting with brands and 

expecting an entire experience at a certain quality level. Overall, our empirical findings 

hinted that ad irritation experienced by YouTube users can have a strong influence on 

affective, cognitive and behavioral ad avoidance. 

 

Advertising avoidance on YouTube appeared as a phenomenon that can be avoided since 

users were able to indicate several aspects that would change the intensity of their reactions 

towards personalized ads. Situational factors such as time availability, task load, emotional 

and mental state or user mood, music preference, respect for the creator or the presence of 

a celebrity were able to dial down the strength of certain reactions. Again, ad quality 

seemed to also act as a buffer as users considered they would be more open to an ad which 

they evaluate as professional or well-crafted. This finding is supported by Baek and 

Morimoto (2012) that explain that professionally-made personalized ads which contain 

useful information can be perceived as valuable. This can therefore diminish the extent to 

which consumers develop negative attitudes towards personalized ads on YouTube. 

Furthermore, ad variety was invoked as a response to repetitiveness, underlining again the 

importance of strong ad characteristics. 

 

The need for a new theoretical model 

 

Based on our findings, we can see that a theoretical model which can perfectly explain the 

phenomena of personalized ad avoidance on social media is currently not existent. While 

some antecedents claimed by the previously mentioned theoretical frameworks were also 

visible in our study, we identified that additional aspects may have an impact on how 

consumers experience personalized advertising avoidance in the social media environment, 

and more specifically on YouTube. 

 

Although the purpose of our research was not to create a new framework but rather 

explore perspectives and relationships surrounding our research topic, we still consider it a 

very exciting opportunity for future research and would like to offer a suggestion for a 

potential theoretical model based on our findings. 
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Figure 6-4. A theoretical model suggestion from the authors for future research. 

• Prior negative attitudes – Prior negative attitudes – this element represents an 

adaptation and extension of Cho and Cheon’s (2004) antecedent of prior negative 

experiences and presumes that personalized advertising avoidance on social media 

could be influenced by previously formed negative attitudes. Although a direct 

relationship of concepts such as privacy, trust, control or negative experiences to ad 

avoidance could not be found in our research, they still impose important factors 

that influence the attitude towards personalized ads, which in turn can impact ad 

avoidance reactions.. However the relationship and interplay between these factors 

need to be further studied in the future. 

 

• Perceived goal impediment – this element extends from Cho and Cheon’s (2004) 

antecedent of perceived goal impediment and presumes that individuals dislike 

when ads interfere with their goals. In our case, users that felt interrupted wanted 

to remove the element that hinders their achievement. We were able to identify that 

especially purpose, situational factors and user mode we're important for the level 

of goal hindrance experienced by the user and in turn personalized advertising 

avoidance. 

 

• Ad irritation - this element incorporates and extends Baek and Morimoto’s (2012) 

antecedent of ad irritation and presumes that personalized advertising avoidance on 

social media could be influenced by irritating or unpleasant ad characteristics. If 

users perceived characteristics such as lack of relevance, accuracy or congruence, 

they are more prone to avoiding the ad. In addition, high frequency repetition of 

the same ad or interrupting ad placement were further factors that lead to ad 

avoidance reactions. 

 

• Cognitive, affective, behavioral avoidance - When it comes to the reactions of 

users when experiencing personalized ads on YouTube, we believe that the three 

components of Cho & Cheon’s (2004) CAB model would still possess relevance for 

this future model. The cognitive component concerned with consumers’ beliefs, 
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the affective component with feelings or emotional reactions as well as the  

behavioral component with avoidance actions other than lack of attendance, were 

all illustrated during our research. Moreover, we would like to see research going 

beyond the simplicity of this CAB model, and offer an association and an interplay 

between the different type of reactions as well as explore new concepts such as the 

one of psychological reactance in the context of personalized advertising on 

YouTube. 

 

This new model could offer a starting point to gain deeper understanding of personalized 

ad avoidance on social media. Due to the limited sample size, lack of quantifiable measures 

and the exploratory nature of this study, our model needs to be further tested and 

developed. However, we believe that it can provide inspiration and a valuable level of 

understanding for future research. 

 

 

7. General conclusion, contribution and further research 

_____________________________________________________________________________________ 

 

In this final chapter, we conclude the thesis by connecting and outlining our contribution to the theory, 

discuss the limitations of our research and offer suggestion for future research.  

______________________________________________________________________ 

 

With the fast paced development of the social networking environment and YouTube 

specifically, we can agree that advertising in the online world, especially in video formats 

represents an attractive proposition for marketers especially because advertising messages 

can be sent to highly specific target groups. But these messages are traveling to an 

environment that is very close and increasingly personal to the receiver of the message. 

Whether the consumer is randomly browsing the internet, networking, socializing or simply 

relieving boredom, an advertising message has the potential to interfere with this personal 

space, despite being useful or not. In this scenario, we can observe that often times 

advertising can be ignored or even dismissed which in turn would cause a waste of budgets 

for advertisers. It is essential to stop and question the future of YouTube as an effective 

advertising medium in its current shape, because as shown in our analysis, we are dealing 

with a reflective and reactive consumer. 

 

The purpose of this thesis was to understand how YouTube users experience personalized 

advertising, what leads them to experience ad avoidance on the platform and how they 

express ad avoidance. Besides shedding light on a powerful platform that was not explored 

enough, our study offered a starting point for more extensive academic research. We 

identified the need for a new model of advertising avoidance, which could be designed not 

only in relationship with social media personalized ads, but in relationship with a specific 
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platform, considering its purpose and the type of content it distributes amongst users. 

Overall, our findings show that even though our topic allowed us to leverage well-

established literature contributions, the fact that we are dealing with an ever evolving 

dynamic and reactive consumer that actively becomes more informed every day, requires 

scholars to adapt and address the challenges of powerful phenomena such as the one of 

personalized advertising avoidance. 

 

Considering the trends moving towards online personalization and data collection 

technologies, the findings of this paper are important for academics and advertisers 

because personalized advertising on social media can result in undesired outcomes such as 

negative consumer responses and ineffective ad performance. Understanding the reasons 

behind advertising avoidance, can allow marketers to develop strategies which can nurture 

ad effectiveness, save marketing budgets and support positive consumer attitudes towards 

personalized ads. As online advertising is an important source of revenue generation for 

social media platforms, it is also interesting for the social network services to provide an 

advertising format that is attractive for marketers to advertise and increase the likelihood of 

consumers to interact with the advertisement. 

 

As an exploratory qualitative study, limitations to generalizability and reliability of the 

findings are existent. It is difficult to generalize these findings without conducting an 

extensive quantitative study to all social network users in the world, as only one social 

media platform was investigated within a small sample size and through a qualitative 

approach.  Further research is necessary on other social media platforms than YouTube, as 

these could deliver different results. Furthermore, YouTube’s main advertising format are 

videos, since different format of ads have different levels of interactivity, such as banner 

ads, consumers might share different responses. Also it should be considered to expand 

research on a larger sample nationally and internationally, as well as paying attention to 

different target groups based on age, interest, gender, etc., in order to draw conclusions 

about relevance and credibility. Since the acceptance of personalization and information 

collection is constantly pushed by new advancement in technology, conducting a 

longitudinal study could gain insights of changes in ad avoidance behavior. 
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Appendix 1. Topic guide 

Introduction 
 

➢ Consent Process 
 
Consent forms for focus group participants are completed in advance by all participants. 
Thank you for participating, we are very interested in hearing your valuable opinions. We 
hope to learn new things from you and discover aspects of this topic that didn’t even cross 
our minds. 
 

• Short intro about the thesis (making sure not to introduce any bias) 
• Short intro about personalized advertising 
• Short intro about YouTube as a social media platform 
• The information you share is completely confidential, and we will not associate 

your name with anything you say in the focus group. 
• This discussion is recorded to make sure to capture the thoughts, opinions, and 

ideas we hear from the group, but no names will be attached to the focus groups. 
• You can refuse to answer any question or withdraw from the study at any time. 
• If you have any questions, you can always contact us for clarification. 

 

➢ Introduction & welcome 
 

• Who we are and what we are trying to achieve? 
• What happens with this information? 
• Why we asked you to participate 

 

➢ Explaining the process 
 

• Ask the group if anyone has participated in a focus group before and explain how it 
works. 

• We are learning from your either positive or negative opinions and not trying to 
achieve any consensus. 

• Focus groups will last between 60 and 90 minutes 
• Feel free to move around, take a bathroom break or have some refreshments 

 

➢ Explaining the ground rules 
 

• Information provided in the focus group must be kept confidential 
• Please do not engage inside conversations or get side-tracked 
• Please turn off your cell phones if possible 
• Please treat the other respondents with respect 
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Questions 
 

➢ General ice-breaking questions 
 

1. As we mentioned before, our topic is focused around social media. More 
specifically, we would like to approach YouTube. What is your general knowledge 
of this social media platform and what do you think about the way YouTube 
evolved over the years? 

 
2. YouTube offers a variety of content to viewers. We see communities built around 

creators, we see educational content or purely entertaining content. What is your 
experience on the platform and what type of content you prefer watching? 

 
3. Are there any YouTubers that you constantly watch, are subscribed to or even 

support? 
 

4. Considering you all indicated some areas of interest on YouTube, how much value 
is YouTube content bringing you? Are you supporting the creators in any way in 
exchange? 

 

➢ Gateway to introducing advertising on YouTube 
 

5. You might have noticed that some of the videos you watch on YouTube contain 
advertising. What is something that catches your attention every time an ad appears 
on YouTube? 

 

➢ Gateway to introducing personalization on YouTube 
 
We want to present you with an example of an ad that some of you may have seen and 
some of you haven’t.  
 
Example: https://www.youtube.com/watch?v=iNxvsxU2rJE 
 

 

https://www.youtube.com/watch?v=iNxvsxU2rJE
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6. Is there anyone that have seen this ad? This happens to be the best performing ad 

on YouTube globally in 2018, earning over 1.5 Billion media impressions, however, 
not everyone was shown this ad, why do you think that happens? 

 
7. What is your general awareness about personalized advertising on YouTube? 

 
8. What was the last ad you can remember being shown to you on YouTube? Why do 

you think this particular ad was shown to you? 
 

9. Did you know? In order to provide relevant ads to users, YouTube is relying on 
your interests, your Google Ad Settings, websites you visit, the videos you’ve 
viewed, geographical location, whether you're signed in or not and other personal 
information. What do you think about this system? 

 
10. Have you ever experienced other types of connection to the ad that is shown to 

you? (besides the connection to your interests) 
 

Hypothetical Scenario 
 
Summer is almost here and you’re planning to convert your van in a camper. You start 
watching a few tutorials on YouTube and you’re ready to roll, but you’re still missing a few 
details. While you’re watching a tutorial about how to build a mini kitchen in your camper, 
an ad pops up. It’s a website about a couple living and working from a camper for 5 years. 
You click it and you find a step-by-step guide on how to build your camper. It was exactly 
what you needed. 
 

11. What do you think about this connection between the ad and the video you watch? 
 

12. Taking into consideration the two examples above what do you think of privacy in 
the context of personalization? 

 
13. How important is trust (either in YouTube or the advertiser) in the context of 

personalization? Is there a difference? 
 

14. We saw that some of you already have a pretty good understanding of advertising 
on YouTube. What do you think about your level of knowledge about 
personalization on YouTube? How can this information be useful to you? 

 
15. What is your take on YouTube’s aim to tailor the right ads to your needs? 

 
 

➢ Gateway to introducing different perspectives 
 

16. If you we're switching perspectives for a second, how do you think personalized 
advertising is affecting YouTube creators / advertisers? 
 

17. How is personalized advertising on YouTube affecting you as a user? 
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18. What are some important aspects / topics / concepts of personalized advertising 
on YouTube that should receive more attention in your opinion? 

 

Hypothetical scenario 
 
John is a student and he recently discovered an online tool that allows him to proofread his 
text in English within his browser. The tool is called Grammarly and it provides real-time 
spelling suggestions which is a big help to John while writing his school projects. In John’s 
view, Grammarly is an amazing tool, especially since it can be used on a free plan. But since 
John started using Grammarly, he also began seeing the following ad at a very high 
frequency, several times per day. 
 
https://www.youtube.com/watch?v=mQI-I3qbCZ0 

 
 

19. What are your thoughts on the process of personalization described above? 
 

20. How would you feel if you were John and we're experiencing this? 
 
 

➢ Gateway to introducing avoidance antecedents 
 

21. For some of you John’s story might sound familiar, but what is your own usual 
interaction with YouTube ads? If you feel comfortable, you can share an example 
of an ad you were shown on YouTube. When do you watch and when do you 
dismiss it? 
 

22. Is there anything that mediates your reaction? 
 

23. How would you describe a negative experience with personalized ads on YouTube 
and how would you describe a positive experience? (for instance, if they purchased 
something after watching an ad) 

 
 
 

➢ Gateway to introducing ways of expressing avoidance 

https://www.youtube.com/watch?v=mQI-I3qbCZ0
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*This is an example of YouTube ad, presenting with the option of either watching, skipping or clicking to 
the product website. 

 
 
*This is an example of YouTube ad displayed as a banner during the video, with the option of either 
clicking or closing the ad. 
 

 
 

 
24. Can you compare between the two experiences? Which one you prefer and why? 

 
Hypothetical scenario 
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Let’s imagine that you just found a new song from your favourite band and you want to 
play it on YouTube. The clip begins and you are really excited to listen to this tune. 10 
seconds into the song, you get an ad. 
 

25. How does that make you feel & think and what would you do in this situation? 
 

Hypothetical scenario 
 
Noelle is watching a video about how to assemble back her laptop after she opened it up 
for cleaning. She finds it very tricky as this is the first time she is engaging in this process, 
but she found a pretty useful tutorial from one of her favourite youtubers. She is very 
focused on her task right when an ad pops up. It’s an advert for a new edition pair of shoes 
she’s been waiting to buy, but she still becomes very aggravated because she lost her focus. 
She throws the phone on her bed and decides to take a break. When she comes back, she 
realizes that maybe she overreacted. She knows that placing advertising on video is not 
only very usual but one of the ways one of her favourite creators can keep making videos. 
 

26. What do you think of Noelle’s reaction? Why do you think she was so upset? 
 
 
Hypothetical scenario 
 
Let’s now imagine Noelle in a different scenario. What if she was coming back from work 
in the evening, waiting to unwind after a long day? She opens YouTube, clicks 
subscriptions and plays a video while she drinks her glass of wine and relaxes on the couch. 
An ad pops up and she doesn’t recognize the product, but the knows the ad and watched it 
many times before. Calmly, she lets it play until the end and continues to watch her video 
like nothing happened.  
 

27. What changed? Is there anything you can relate to? 
 

28. You can observe from these examples that ads can be avoided in different ways. 
What are other ways you personally use to avoid ads on YouTube if that’s the case? 
 

29. You may have noticed that different types of ads on YouTube allow different levels 
of control. How important is having control over the ads on YouTube? 

 
30. Not a long time ago, YouTube has launched a subscription-based service that 

allows users to watch exclusive content and listen to music online or offline. In 
addition, no ads will be shown to viewers while streaming videos. What is your take 
on YouTube decision to offer this option? 
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31. Can you think of other additions you’d like to see implemented on the platform 
that would impact the way you experience personalized advertising on YouTube? 

 
32. Have we missed anything from this discussion that you consider important and 

would like to share with us? 
 
 

➢ Probing & Follow-up questions 
 

• Would you like to explain further?  
• Would you like to share some examples? 
• I am not sure I understand, could you explain more? 
• Do you share the same perspective or have different experiences? 

 
*Depending on the topics that the participants will naturally approach, we will ask further follow-up 
questions on the spot. These will be added to our transcript. 
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Appendix 2. Design of the interview questions aligned with the 

theoretical concepts investigated and emerging codes 

 

Overarching 

Themes 

 

 

Sub-categories 

 

Questions 

 

YouTube users in 

relationship with the 

platform 

 

General knowledge about 

YouTube 

 

Content preference 

 

Usage habits 

 

Content value 

 

 

• As we mentioned before, our topic is 
focused around social media. More 
specifically, we would like to approach 
YouTube. What is your general knowledge 
of this social media platform and what do 
you think about the way YouTube evolved 
over the years? 

 

• YouTube offers a variety of content to 
viewers. We see communities built around 
creators, we see educational content or 
purely entertaining content. What is your 
experience on the platform and what type 
of content you prefer watching? 

 

• Are there any YouTubers that you 
constantly watch, are subscribed to or 
even support? 

 

• Considering you all indicated some areas 
of interest on YouTube, how much value 
is YouTube content bringing you? Are 
you supporting the creators in any way in 
exchange? 

 

 

YouTube users and 

personalized 

advertising on 

YouTube 

 

Attention towards 

advertising on YouTube 

 

General knowledge of 

personalization on 

YouTube 

 

Perceptions and attitudes 

towards personalized ads 

on YouTube 

 

Previous experiences 

 

Perceived utility of 

personalization 

 

Purpose of use 

 

Situational factors 

 

• You might have noticed that some of the 
videos you watch on YouTube contain 
advertising. What is something that 
catches your attention every time an ad 
appears on YouTube? 
 

• Is there anyone that have seen this ad? 
This happens to be the best performing ad 
on YouTube globally in 2018, earning 
over 1.5 Billion media impressions, 
however, not everyone was shown this ad, 
why do you think that happens? 

 

• What is your general awareness about 
personalized advertising on YouTube? 

 

• What was the last ad you can remember 
being shown to you on YouTube? Why do 
you think this particular ad was shown to 
you? 

 

• Did you know? In order to provide 
relevant ads to users, YouTube is relying 



 

 

 

 

77 

 

on your interests, your Google Ad 
Settings, websites you visit, the videos 
you’ve viewed, geographical location, 
whether you're signed in or not and other 
personal information. What do you think 
about this system? 

 

• Have you ever experienced other types of 
connection to the ad that is shown to you? 
(besides the connection to your interests) 

 
 

 

Users’ perspectives 

in relation with 

personalized ads on 

YouTube 

 

Privacy concerns 

 

Trust 

 

Knowledge 

 

Transparency 

 

Consent 

 

Control 

 

• What do you think about this connection 
between the ad and the video you watch? 

 

• Taking into consideration the two 
examples above what do you think of 
privacy in the context of personalization? 

 

• How important is trust (either in 
YouTube or the advertiser) in the context 
of personalization? Is there a difference? 

 

• We saw that some of you already have a 
pretty good understanding of advertising 
on YouTube. What do you think about 
your level of knowledge about 
personalization on YouTube? How can 
this information be useful to you? 

 

• What is your take on YouTube’s aim to 
tailor the right ads to your needs? 

 

• If you we're switching perspectives for a 
second, how do you think personalized 
advertising is affecting YouTube creators 
/ advertisers? 
 

• How is personalized advertising on 
YouTube affecting you as a user? 

 

• What are some important aspects / topics 
/ concepts of personalized advertising on 
YouTube that should receive more 
attention in your opinion? 

 

 

Perceived ad 

characteristics on 

YouTube 

 

Relevance  

 

Accuracy 

 

Frequency  

 

Repetitiveness 

 

 

• What are your thoughts on the process of 
personalization described above? 

• How would you feel if you were John and 
we're experiencing this? 

• For some of you John’s story might sound 
familiar, but what is your own usual 
interaction with YouTube ads? If you feel 
comfortable, you can share an example of 
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Interruption 

 

Ad quality 

 

an ad you were shown on YouTube. 
When do you watch and when do you 
dismiss it? 
 

• Is there anything that mediates your 
reaction? 

 

• How would you describe a negative 
experience with personalized ads on 
YouTube and how would you describe a 
positive experience?  

 

• Can you compare between the two 
experiences? Which one you prefer and 
why? 

 

 

Users’ reactions in 

relation with 

personalized ads on 

YouTube 

 

Feeling 

 

Thinking 

 

Acting 

 

• How does that make you feel & think and 
what would you do in this situation? 

 

• What do you think of Noelle’s reaction? 
Why do you think she was so upset? 

 

• What changed? Is there anything you can 
relate to? 

 

• You can observe from these examples that 
ads can be avoided in different ways. 
What are other ways you personally use to 
avoid ads on YouTube if that’s the case? 
 

• You may have noticed that different types 
of ads on YouTube allow different levels 
of control. How important is having 
control over the ads on YouTube? 

 

• Not a long time ago, YouTube has 
launched a subscription-based service that 
allows users to watch exclusive content 
and listen to music online or offline. In 
addition, no ads will be shown to viewers 
while streaming videos. What is your take 
on YouTube decision to offer this option? 

 

• Can you think of other additions you’d 
like to see implemented on the platform 
that would impact the way you experience 
personalized advertising on YouTube? 

 

• Have we missed anything from this 
discussion that you consider important 
and would like to share with us? 
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Appendix 3. Consent form 

 

 

Interview Consent Form 

 

Research topic: Understanding how YouTube users experience personalized 

advertising 

Research investigators: Kaili Dong & Andrada Mîia 

Research participants name/alias: ___________________ 

 

The interviews will take between 45 and 90 minutes. We don’t anticipate that there are any 

risks associated with your participation, but you have the right to stop the interview or 

withdraw from the research at any time. 

Thank you for agreeing to be interviewed as part of the above research project. Ethical 

procedures for academic research undertaken from Swedish institutions require that 

interviewees explicitly agree to being interviewed and how the information contained in 

their interview will be used. This consent form is necessary for us to ensure that you 

understand the purpose of your involvement and that you agree to the conditions of your 

participation. Therefore please read the accompanying information sheet and then sign this 

form to certify that you approve the following: 

• the interview will be recorded, and a transcript will be produced 

• you will be sent the transcript and given the opportunity to correct any factual 

errors 

• the transcript of the interview will be analysed by Kaili Dong and Andrada Mîia as 

research investigators 

• access to the interview transcript will be limited to Kaili Dong and Andrada Mîia as 

well as academic colleagues and researchers with whom they might collaborate as 

part of the research process  

• any summary interview content, or direct quotations from the interview, that are 

made available through academic publication or other academic outlets will be 

anonymized so that you cannot be identified, and care will be taken to ensure that 

other information in the interview that could identify yourself is not revealed 

• any variation of the conditions above will only occur with your further explicit 

approval 
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With regards to being quoted, please initial next to any of the statements that you agree 

with:  

 I wish to review the notes, transcripts, or other data collected during the research 

pertaining to my participation. 

 I agree to be quoted directly. 

 I agree to be quoted directly if my name is not published and a made-up name 

(pseudonym) is used. 

 I agree that the researchers may publish documents that contain quotations by me.  

 

All or part of the content of your interview may be used: 

• In academic papers, policy papers or news articles 

• On our website and in other media that we may produce such as spoken 

presentations  

• On other feedback events  

• In an archive of the project as noted above  

 

By signing this form I agree that: 

1. I am voluntarily taking part in this project. I understand that I don’t have to take 

part, and I can stop the interview at any time;  

2. The transcribed interview or extracts from it may be used as described above;  

3. I have read the Information sheet;  

4. I don’t expect to receive any benefit or payment for my participation;  

5. I can request a copy of the transcript of my interview and may make edits I feel 

necessary to ensure the effectiveness of any agreement made about confidentiality;  

6. I have been able to ask any questions I might have, and I understand that I am free 

to contact the researcher with any questions I may have in the future. 

 

____________________   ____________________ 

Printed Name   Participants Signature 

 

____________________   ____________________  

Researcher Signature   Date 
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Contact Information 

If you have any further questions or concerns about this study, please contact Kaili Dong 

or Andrada Mîia. 

 

Kaili Dong    Andrada Mîia 

doka1718@student.ju.se   mian1793@student.ju.se 

 

What if I have concerns about this research?  

If you are worried about this research, or if you are concerned about how it is being 

conducted, you can contact our supervisor Tomas Müllern from Jönköping University for 

confirmation, at tomas.Mullern@ju.se. 

 

Topic Description 

The following interviews are conducted as a part of a Digital Business Master Program 

dissertation paper in Jönköping University, Sweden. The topic comes from the area of 

Digital Marketing and it is approached from the consumers perspective. More specifically 

the present thesis is concerned with understanding the YouTube users experience in 

relationship with personalized advertising. We aim to understand the antecedents that lead 

to personalized ad avoidance on YouTube and to describe the associated cognitive, 

affective or behavioral responses.  

 

Before proceeding with the interviews, please complete this short questionnaire: 

1. What is your age?   

2. What is your gender? (m/f/unspecified)  

3. What is your profession?   

4. How many years have you been using YouTube? 

5. How many hours per week you spend on YouTube?  

6. How many channels are you subscribed to?   

7. Are you following a channel on a regular basis?   

8. What kind of content are you subscribed to?  

(e.g. music channels, entertainment, educational, etc.) 

mailto:tomas.Mullern@ju.se

