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A Study on the Effect of the Facebook Attitude on Advertising
Avoidance: Focusing on the Dual Mediating Effect of Advertising
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Abstract This study was conducted to understand the dual mediating effect of advertising intrusiveness
and advertising attitude on the relationship between Facebook attitude and advertising avoidance on
Facebook advertisements. A survey was conducted on 250 male and female students attending M
University located in Daejeon, and the result was analyzed with SPSS PROCESS MACRO. First, the result
yvielded that there is a significant positive correlation between Facebook attitude and advertising
attitude, and there is a significant negative correlation between Facebook attitude and advertising
intrusiveness and avoidance. There 1is a significant positive correlation between advertising
intrusiveness and advertising avoidance, and there is a significant negative correlation between
advertising intrusiveness and advertising attitude. Advertising attitude and advertising avoidance has a
significant negative correlation. Second, a complete dual mediating effect was confirmed by
investigating the dual mediating effect of advertising intrusiveness and advertising attitude on the
relationship between Facebook attitude and Facebook advertising avoidance. Such results profess about
the impact of Facebook attitude on the advertising avoidance on Facebook advertisements that
advertising intrusiveness and advertising attitude could mediate the decrease in advertising avoidance.
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Table 1. Research Target

Division Fre‘;“enc Ratio(%)
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Gender
Female 117 46.8
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1 year or more — less 19 76
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39 15.6
than 3 years
more than 3 years 181 72.4
Average age 21.4 years old
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Table 2. Correlation Analysis

Variable Facebook Advertising | Advertising | Advertising
Attitude |Intrusiveness| Attitude Avoidance
Facebook 1
Attitude
Adve.rtlsmg — 188" 1
Intrusiveness
Advertising . _ "
Attitude 395 AT0 !
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Avoidance
“p<.01
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Table 3. Verification Result Of Dual Mediation Effect
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Table 4. Results of verifying the significance of indirect
effects
95% confidential
A= Effect SE interval
LLCI ULCI
Total Effect
(Facebook Attitude —.1436 .053 —.2480 —.0393
—Ad Avoidance)
Direct Effect
(Facebook Attitude .0030 .049 —.0947 .1007
—Ad Avoidance)
Total Indirect Effect —.1466 .034 —.2178 —.0833
Facebook Attitude
—Ad Intrusiveness —.0357 .017 —.0800 —.0098
—Ad Avoidance
Facebook Attitude
—Ad Attitude —.0863 .025 —.1434 —.0443
—Ad Avoidance
Facebook Attitude
—Ad Intrusiveness ofr e _
. Ad Attitude .0245 011 .0537 .0081
—Ad Avoidance

dyy(-345™)

Advertising

Intrusiveness Advertising

Attitude

by(-329™)

2,(:261) b,(.166")

Facebook
Attitude

Advertising
Avoidance

c’(.003)

X — M, =Y : -.0357[-.0800, -.0098

X — M, —Y:-.0863[-.1434, -.0443

X = M, =M, = Y : -.0245(-.0537, -.0081
Total Indirect Effect : -.1446[-.2178, -.0833]

Fig. 2. The dual mediating model of ad intrusiveness
and ad attitude in the relationship between
Facebook attitude and ad avoidance
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