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Abstract 

As digital advertising becomes increasingly pervasive, a significant segment of consumers—known as ad-

averse consumers—actively resist traditional marketing approaches, posing a growing challenge for brands. 

This study investigates the psychological traits, demographic patterns, and behavioural mechanisms behind 

ad avoidance and evaluates marketing strategies designed to effectively engage this resistant audience. Ad-

averse individuals typically exhibit high privacy concerns, cognitive reactance, and emotional skepticism, 

leading to avoidance behaviours such as ignoring ads, using ad blockers, and rejecting overly personalized 

content. In response, marketers are shifting toward consumer-centric strategies, including permission-based 

marketing, native advertising, and storytelling-driven content, which prioritize value, relevance, and 

transparency. Influencer marketing—especially through credible micro-influencers—has proven effective 

due to its perceived authenticity and alignment with community values, while peer recommendations and 

electronic word-of-mouth further outperform traditional endorsements. Gamification and interactive 

formats, such as branded entertainment and AR/VR-enhanced ad experiences, have emerged as powerful 

tools to increase engagement by transforming passive ad exposure into playful, user-driven interaction. 

However, ethical concerns surrounding covert native advertising and data-driven personalization highlight 

the need for transparency and consumer control. Measuring effectiveness through both behavioural and 

attitudinal metrics, including KPIs and consumer feedback, ensures alignment with user expectations and 

enhances brand trust. Overall, this study concludes that successful marketing to ad-averse consumers 

depends on respectful, value-oriented communication that leverages authenticity, interactivity, and ethical 

responsibility to foster long-term engagement and brand loyalty in an increasingly skeptical digital 

environment. 

Keywords: Digital Advertising, Ad-Averse Consumers, Psychological Traits, Marketing, Native 

Advertising, Storytelling-Driven And AR/VR-Enhanced 

1. Introduction 

In the digital age, consumers are constantly bombarded with advertisements across multiple platforms, from 

social media feeds to streaming services. However, not all consumers respond positively to this pervasive 

advertising landscape. A significant and growing segment of the population—termed ad-averse 

consumers—actively resists, avoids, or reacts negatively to advertising content. These individuals are 

characterized by heightened sensitivity to perceived intrusions on their attention, autonomy, and privacy. 

Their aversion may stem from skepticism toward marketing intent, cognitive overload, or a broader 

resistance to persuasive messaging. 
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Ad-averse behaviour is often rooted in implicit negative emotional reactions rather than overt product 

judgments. Research indicates that even minor visual indicators of advertising, such as ad labels on online 

listings, can trigger subconscious aversion, reducing consumer willingness to engage or purchase. These 

effects occur despite no explicit change in perceptions of product quality, demonstrating the deep-seated 

nature of advertising resistance (Zeng et al., 2023). Moreover, ad aversion is strongly associated with 

privacy concerns and tracking resistance. As advertisers leverage behavioural targeting and data tracking, 

consumers who are risk-averse or highly self-conscious show increased skepticism and discomfort. This 

leads them to avoid digital platforms where such practices are common, or to adopt tools like ad blockers 

and cookie restrictions (Jamil et al., 2023). 

Advertising aversion also has broader media implications. For instance, increased advertising volumes in 

print and online publications can lead to reduced readership due to saturation and irritation, particularly 

among audiences already inclined to resist ads (Sonnac, 2000). In essence, ad-averse consumers reflect a 

critical audience segment that challenges traditional advertising norms, compelling marketers to reconsider 

strategies that prioritize relevance, consent, and authenticity. 

 

1.1. Rise of Ad-Avoidance in the Digital Age 

The digital era has brought unprecedented access to content, but it has also saturated consumers' media 

experiences with advertising, leading to a notable surge in ad-avoidance behaviour. Unlike traditional 

passive exposure in television or print, digital platforms offer users tools and autonomy to control their 

interactions—resulting in the widespread use of ad blockers, skip buttons, and privacy settings. This 

behavioural shift stems from increased user empowerment and a broader societal awareness of digital 

privacy. Consumers, particularly digital natives, have grown weary of excessive and often intrusive 

advertising tactics. They have begun to equate ads with disruption, leading to emotional fatigue and 

resistance toward both the medium and the brands advertised. Studies have found that even subtle ad cues—

such as small "sponsored" tags—can decrease click-through rates and purchasing intent, as users exhibit a 

subconscious aversion to commercial messaging (Zeng et al., 2023). 

Compounding the issue is the rise of algorithmic personalization and behavioural tracking, which, while 

intended to improve relevance, has often had the opposite effect. Many consumers interpret hyper-targeted 

advertising as a violation of privacy and react defensively by avoiding the platforms where such practices 

are prevalent. Research shows that individuals with high levels of risk aversion and self-awareness are 

significantly more likely to reject online services perceived as invasive, contributing to digital stress and 

distrust in online environments. This growing discomfort prompts users to actively avoid, mute, or block 

advertisements, often irrespective of the content's quality or relevance. As a result, advertisers face 

increasing difficulty reaching audiences through traditional digital formats. This shift signals a broader 

transformation in consumer-brand relationships, where transparency, control, and ethical data use are 

becoming as important as the promotional message itself (Jamil et al., 2023). 

 

2. Understanding Ad-Averse Behaviours   

Ad-averse individuals often exhibit distinct psychological traits that predispose them to reject or avoid 

advertising content. Among the most significant of these traits are high levels of self-efficacy, risk aversion, 

and psychological reactance. Consumers with strong self-efficacy tend to believe in their ability to control 

their media experiences, and thus they are more likely to resist external persuasion attempts like 

personalized ads. These individuals often display heightened reactance when confronted with content that 

appears intrusive or manipulative. Research has shown that such traits lead to stronger emotional responses, 

including irritation and skepticism, which in turn fuel avoidance behaviours (Amarnath & Jaidev, 2023). 

Moreover, psychological discomfort associated with a perceived loss of control or privacy significantly 

drives these individuals to block, skip, or ignore ads altogether (Jamil et al., 2023). 
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Demographic and psychographic factors also contribute meaningfully to ad avoidance patterns. Younger 

consumers, particularly Gen Z and millennials, are more likely to employ ad-blocking technologies and seek 

ad-free content experiences. These groups are often more digitally literate and aware of privacy threats, thus 

more proactive in limiting ad exposure. Conversely, older users may exhibit less avoidance due to lower 

familiarity with ad-avoidance tools but may still express negative sentiments toward intrusive ads. 

Personality traits such as extraversion and openness to experience have been inversely associated with ad 

avoidance, while traits like neuroticism and conscientiousness tend to predict higher resistance (Dodoo & 

Wen, 2019). Demographic elements such as education level, income, and urban living also correlate with 

higher levels of ad aversion, possibly due to increased exposure and cognitive overload in media-rich 

environments (DelVecchio & Jae, 2023). 

The reasons behind advertising resistance are multifaceted, combining psychological, emotional, and ethical 

concerns. At the core, many consumers view advertising as an infringement on their autonomy. When 

advertising is perceived as deceptive, manipulative, or overly persuasive, it tends to evoke strong negative 

emotions, including distrust and annoyance. This resistance is not necessarily based on the ad content itself 

but rather on the method of delivery—whether it feels forced, excessive, or non-consensual. Studies reveal 

that even subtle cues indicating promotional intent, such as ad labels, can significantly reduce engagement 

and willingness to purchase, highlighting the subconscious nature of this resistance (Zeng et al., 2023). 

Additionally, ethical considerations surrounding privacy and data usage further intensify ad aversion. As 

advertisers increasingly rely on tracking and behavioural targeting, consumers grow wary of the extent to 

which their personal data is monitored and utilized. This unease is especially pronounced among consumers 

who are both risk-averse and informed about data collection practices. These individuals are not only more 

skeptical of digital advertising but are also more likely to support regulation or seek platforms that limit 

tracking. Hence, the rise of ad aversion is not simply a rejection of content but reflects a deeper demand for 

ethical, respectful, and user-controlled marketing approaches (Anand & Shachar, 2002). 

3. Types of Ad-Avoidance  

Ad-avoidance manifests in various forms as consumers seek to control their media experiences. The most 

common types include cognitive and behavioural avoidance, where users consciously ignore or bypass ads; 

technological avoidance, such as using ad blockers or skipping tools; and emotional or ethical avoidance, 

which stems from negative emotional reactions or moral opposition to advertising practices. These 

avoidance behaviours are often influenced by factors like ad clutter, perceived intrusiveness, privacy 

concerns, and psychological reactance. Understanding the different modes of avoidance is essential for 

marketers aiming to engage increasingly resistant audiences in a saturated digital advertising environment. 

3.1. Cognitive and Behavioural Avoidance 

Cognitive and behavioural ad avoidance are central strategies consumers use to deal with unwanted 

advertising. Cognitive avoidance refers to deliberately ignoring, dismissing, or not mentally processing ad 

content, while behavioural avoidance involves physical actions such as changing channels, scrolling past, 

or closing windows. These avoidance types are often triggered by psychological reactance, where 

consumers feel their autonomy is threatened by overly persuasive or intrusive messages. Research shows 

that advertising clutter, goal impediment, and perceived risk significantly contribute to these behaviours, as 

they interfere with user goals and increase mental fatigue (Pahari et al., 2024). Furthermore, content that 

lacks emotional relevance or personal resonance is more likely to be cognitively blocked or behaviourally 

avoided by users. Emotions also play a key role—ads that trigger irritation or annoyance are more likely to 

be dismissed without processing. This interplay of emotional and cognitive responses has been confirmed 

in experimental studies examining how users respond to social media ads, where high levels of emotional 

negativity strongly predicted avoidance behaviours (Kelly et al., 2021). Overall, cognitive and behavioural 

ad avoidance reflect consumers' desire for agency in managing media consumption and avoiding irrelevant 

or irritating content. 
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3.2. Technological Avoidance (Ad Blockers, Skipping)  

Technological ad avoidance is one of the most visible and impactful responses to modern advertising, driven 

largely by user empowerment and dissatisfaction with intrusive digital marketing practices. The widespread 

use of browser-based ad blockers, mobile app skip features, and premium ad-free subscriptions illustrates 

how consumers actively utilize technology to bypass advertisements. These tools give users control over 

their online experiences, allowing them to remove unwanted distractions, improve loading speed, and 

protect their privacy. For instance, ad-blocking software has become increasingly common among younger 

and tech-savvy demographics who prioritize seamless and uninterrupted digital environments. Research 

supports that immediate and mechanical forms of ad avoidance, such as clicking "skip," swiping away, or 

using the "X" close button, are now dominant behaviours across mobile and desktop platforms (Suzuki & 

Kang, 2021). These behaviours are not just passive habits but strategic decisions aimed at minimizing 

perceived intrusiveness. Moreover, consumers use these tools not only to avoid content but to guard against 

perceived surveillance and behavioural targeting, reflecting broader concerns about data ethics. Findings 

suggest that higher levels of privacy awareness significantly predict the adoption of technological avoidance 

mechanisms (Ham, 2017). As advertisers increase reliance on personalized targeting and algorithm-driven 

delivery, consumers are equally adapting by leveraging technology to protect their attention and autonomy. 

The prevalence of ad-blocking technologies poses a growing challenge for marketers reliant on traditional 

display and banner formats, underscoring the need for less intrusive and more user-aligned advertising 

solutions. 

 

3.3. Emotional and Ethical Avoidance 

Emotional and ethical ad avoidance stems from consumers' affective responses and moral objections toward 

advertising practices, particularly in contexts where ads are perceived as deceptive, manipulative, or 

intrusive. Emotional avoidance often arises when ads trigger irritation, annoyance, or discomfort, leading 

consumers to disengage completely regardless of content relevance. For example, pop-up ads, autoplay 

videos, and misleading sponsorships frequently evoke negative emotions that cause users to instinctively 

avoid future engagement with the brand. On the ethical side, users increasingly object to the covert nature 

of data collection and behavioural targeting, perceiving such practices as exploitative or invasive. These 

concerns lead to moral disengagement from brands associated with aggressive tracking or misleading 

messaging. Research reveals that perceived advertising risk, emotional burnout from digital overload, and 

value misalignment between brand and consumer are strong predictors of both emotional and ethical 

avoidance behaviours (Pahari et al., 2024). Such avoidance is not merely a defensive reaction but a statement 

of consumer values—rejecting marketing tactics that compromise user dignity or autonomy. As awareness 

around digital rights and ethical advertising grows, emotional and ethical avoidance will likely intensify 

unless brands prioritize transparency, authenticity, and respect for user boundaries in their marketing 

strategies. 

 

4. Traditional vs. Modern Marketing Approaches  

The evolution of marketing strategies has seen a clear shift from traditional interruptive models to more 

consumer-centric and integrated approaches. Traditional marketing, exemplified by TV commercials, radio 

ads, and print banners, relies on forced exposure, often disrupting the consumer experience. While this 

method once dominated media, its effectiveness has declined in an age of fragmented attention and digital 

overload. Modern audiences are less tolerant of unsolicited messages, prompting marketers to explore 

strategies that prioritize relevance, context, and consumer choice. 

Contemporary approaches such as permission-based marketing and native advertising reflect this shift. 

Permission-based marketing requires consumer consent before engaging with promotional messages, 

thereby building trust and engagement over time. Similarly, native advertising integrates promotional 

content within editorial formats, making ads feel more natural and less invasive. These modern methods 
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aim to respect user autonomy, foster authenticity, and reduce ad fatigue. By aligning advertising with user 

interests and behaviours, marketers improve effectiveness while preserving brand integrity. The decline in 

acceptance of traditional ads and rise in ad avoidance behaviours underscore the need for adaptive marketing 

that values consumer agency and transparency over volume and intrusion. 

 

4.1. Interruptive vs. Permission-Based Marketing 

Interruptive marketing, the hallmark of traditional advertising, is based on capturing consumer attention 

through unsolicited and often intrusive formats. This includes banner ads, pop-ups, TV spots, and radio 

interruptions that demand attention regardless of the user's intent. While historically effective, this approach 

has come under increasing scrutiny in the digital age. Consumers frequently report irritation and distrust 

toward brands that use interruptive tactics, particularly when ads disrupt content consumption or feel 

irrelevant. Studies show that interruptive advertising can reduce consumer willingness to pay for advertised 

products, especially when users perceive a lack of control over their media experience (Acquisti & 

Spiekermann, 2011). As user empowerment increases, marketers relying solely on forced exposure face 

diminishing returns and rising avoidance behaviours. 

In contrast, permission-based marketing offers a voluntary model, where consumers explicitly opt-in to 

receive marketing messages. Pioneered by Seth Godin, this strategy emphasizes trust, relevance, and 

ongoing relationships with consumers. Rather than imposing messages, permission marketing invites 

engagement by offering value—through content, incentives, or personalization—in exchange for attention 

(Godin, 1999). It aligns with digital trends where consumers are more protective of their time and privacy. 

Moreover, the strategy supports sustained engagement, with research showing that consent-driven 

campaigns yield higher response rates and stronger brand affinity over time (Abashidze, 2023). Unlike 

interruptive tactics that risk alienating audiences, permission-based methods respect consumer autonomy, 

making them particularly effective for reaching ad-averse individuals. As digital ecosystems mature, 

permission marketing offers a path toward ethical, sustainable, and mutually beneficial brand-consumer 

interactions. 

 

4.2. Evolution from TV Commercials to Native Advertising 

The transition from traditional TV commercials to native advertising illustrates a broader transformation in 

how marketers engage with audiences. TV commercials, once the cornerstone of advertising, relied on mass 

broadcasting and a captive audience. However, as consumers gained more control over their media 

experiences—through DVRs, streaming platforms, and ad-skipping technologies—these interruptive 

formats began losing their grip. Modern viewers increasingly favor on-demand, ad-free content, prompting 

advertisers to innovate with strategies that integrate more seamlessly into user environments. Native 

advertising emerged in response to this shift, characterized by promotional content designed to mimic the 

look and feel of the surrounding editorial media. It blends brand messaging into articles, videos, or social 

media posts, allowing ads to become part of the content stream rather than interruptions. This format benefits 

both advertisers and publishers by maintaining user engagement without sacrificing monetization. However, 

the subtlety of native ads also raises ethical concerns. Many users struggle to distinguish native ads from 

editorial content, which can lead to deception if not properly disclosed. Regulatory bodies like the FTC have 

introduced guidelines to enforce clearer labeling and protect consumer trust (Naumovska, 2025). 

Experimental studies further confirm that consumer responses to native ads vary depending on content 

concreteness and brand familiarity, indicating the need for strategic alignment between ad design and 

audience expectations (Raimondo et al., 2019). Ultimately, native advertising represents a hybrid model—

retaining the persuasive aims of traditional ads while adopting the contextual sensitivity demanded by 

today’s digital consumers. 
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5. Content Marketing as a Strategy 

Content marketing focuses on creating valuable, relevant, and consistent content to attract and engage a 

specific target audience. Unlike traditional advertisements, it emphasizes informative and entertaining 

materials—blogs, videos, infographics, and podcasts—to build trust and long-term relationships with 

consumers. For ad-averse audiences, this approach is especially effective because it delivers perceived value 

rather than intrusive messages. By addressing consumer needs and aligning content with their interests, 

content marketing enhances brand credibility and fosters loyalty. Its non-interruptive nature makes it a 

compelling strategy in the digital age, where personalization and emotional engagement are central to 

audience retention and conversion. 

5.1. Storytelling and Emotional Resonance  

Storytelling has become a cornerstone of content marketing because it humanizes brands and fosters deep 

emotional connections with consumers. Through narratives that resonate with their identity, audiences 

perceive brands as more authentic, trustworthy, and relatable. Studies show that storytelling using 

metaphors, character-driven plots, and emotionally engaging language significantly enhances consumer 

recall and emotional response. For instance, Rigby and Lee (2024) found that stories aligned with the 

consumer’s self-concept—especially those reflecting cultural and social identities—yield higher 

engagement and brand recall (Rigby & Lee, 2024). These narratives do more than entertain—they embed 

the brand into the consumer’s lived experience, making the marketing message more persuasive and 

memorable. 

In digital marketing, storytelling is also a powerful tool for cultivating brand loyalty. Mandung (2024) 

emphasizes that emotional storytelling fosters a sense of shared values and personal relevance, which can 

translate into long-term consumer commitment. Brands that present authentic, culturally resonant stories 

tend to be perceived as more human and trustworthy. These narratives elicit emotional responses that drive 

loyalty far more effectively than product features or technical specifications alone (Mandung, 2024). 

Emotional resonance, particularly when tied to values like family, resilience, or social justice, can motivate 

purchasing decisions and brand advocacy. In this sense, storytelling becomes both a persuasive and 

relational strategy, allowing brands to create not just customers, but communities. 

Moreover, the power of storytelling lies not only in content but in its delivery and interaction. According to 

Pahari (2024), multimodal storytelling—using voice, facial expressions, visuals, and gestures—heightens 

emotional contagion and consumer empathy (Pahari et al., 2024). This is particularly important in video 

formats or live campaigns, where audience immersion can be maximized. When consumers identify 

emotionally with the storyteller or scenario, they mirror the feelings projected, which in turn strengthens 

their psychological bond with the brand. This deep engagement encourages not just attention, but genuine 

affective involvement, making emotional storytelling an indispensable tactic for content marketers in a 

highly saturated digital space. 

5.2. Content Personalization and Consumer Trust  

Content personalization plays a critical role in fostering trust among consumers, particularly those who are 

skeptical of traditional advertising. By leveraging data to tailor content based on user preferences, 

behaviours, and demographics, brands can offer highly relevant experiences that demonstrate an 

understanding of individual needs. Personalization helps consumers feel seen and valued, which is a 

foundation for trust. Research shows that personalized content increases user engagement and improves 

attitudes toward brands, particularly when it aligns with the consumer's current interests and context. 

According to Gupta and Bansal (2022), cognitive computing and emotional intelligence in content 

marketing strategies enable marketers to enhance personalization in a way that feels intuitive and respectful 

to users, reinforcing brand credibility and loyalty (Gupta & Bansal, 2022). 

In addition to enhancing relevance, personalized content reduces the perception of advertising as intrusive. 

When executed transparently and ethically, it reassures consumers that brands are not just pushing products 

but offering tailored solutions. This has proven especially important in digital environments, where 
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consumers are overwhelmed with generic and irrelevant ads. Studies indicate that storytelling combined 

with personalization enhances emotional resonance, creating more personal connections between the 

consumer and the brand. These personalized experiences help brands transition from being perceived as 

commercial entities to relationship-driven partners, thereby increasing trust and reducing resistance to 

marketing messages. 

Furthermore, emotional storytelling amplified through personalized delivery mechanisms significantly 

boosts consumer-brand affinity. Manoharan (2024) highlights how AI-driven personalization, when 

grounded in emotional storytelling, creates impactful consumer experiences that are both memorable and 

trust-building. His study found that over 89% of consumers could recall a brand more effectively when its 

message was delivered through emotionally engaging and personalized narratives. The ability to resonate 

emotionally with specific audience segments—not just through targeted content but through meaningful 

storytelling—solidifies long-term loyalty and trust. However, the balance between personalization and 

privacy remains crucial. Brands that are transparent about data use and offer control to users are more likely 

to maintain trust while leveraging personalization effectively (Manoharan, 2024). 

 

6. Influencer and Community-Based Marketing 

Influencer credibility plays a vital role in shaping consumer perceptions, especially among skeptical and ad-

averse individuals. Traditional celebrity endorsements often lack the personal connection needed to build 

trust, whereas influencers—especially those seen as authentic and relatable—offer a perceived closeness 

that enhances credibility. Emphasized that influencer credibility significantly impacts brand perception 

among skeptical millennials, who often view influencers as more trustworthy than traditional celebrities due 

to their perceived authenticity and everyday relatability. Similarly, found that traits such as trustworthiness, 

likeability, and similarity have a strong positive effect on purchase intentions, particularly when consumers 

hold skepticism toward online advertising. Thus, the credibility of influencers acts as a buffer against 

consumer doubts, enhancing message acceptance. 

Micro-influencers and niche communities have emerged as particularly effective in reaching ad-averse 

consumers due to their focus on authenticity and close audience relationships. Demonstrated that micro-

influencers in Sri Lanka influence Gen Z purchasing decisions by offering content that feels personal and 

genuine, creating a strong sense of relatability and community trust. Rigby & Lee (2024) expanded on this 

by revealing that micro-influencers foster parasocial relationships—psychological bonds that mimic 

friendships—which significantly enhance consumer purchase intentions due to perceived intimacy and 

transparency (Rigby & Lee, 2024). Unlike macro-influencers or celebrities, micro-influencers are often 

perceived as more accessible and less commercially motivated, making them especially appealing to 

consumers wary of overt advertising. 

Peer recommendations also play a critical role in shaping purchasing behaviour, often outperforming 

traditional endorsements in terms of trust and influence. Mandung, F. (2025) found that peer 

recommendations were the most influential factor affecting Gen Z purchase intentions in Vietnam, 

outperforming influencer credibility and content entertainment value (Mandung, F.  2025). This reflects a 

broader trend where electronic word-of-mouth (eWOM) and user-generated content are perceived as 

unbiased and authentic, especially when originating from trusted peers within online communities. The 

authenticity of these messages contrasts sharply with the skepticism often directed at paid endorsements, 

which can be seen as disingenuous or overly promotional. As such, brands benefit from cultivating organic 

advocacy and encouraging satisfied consumers to share experiences voluntarily. 

While influencer marketing is powerful, it faces challenges related to over-commercialization and 

authenticity fatigue. Consumers are becoming increasingly adept at recognizing paid promotions and may 

respond negatively if they perceive endorsements as insincere. Manoharan, J (2024) highlighted that 

congruency between the influencer and the product is essential for maintaining credibility and that 

skepticism significantly moderates how these messages are received ( Manoharan, J 2024). For influencer 

strategies to remain effective, especially among skeptical or ad-averse consumers, they must emphasize 
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transparency, align with genuine values, and foster community interaction rather than transactional 

messaging. These elements help sustain long-term relationships and guard against the erosion of trust. 

 

7. Native Advertising and Product Placement 

Native advertising and product placement have evolved as strategic responses to growing consumer 

resistance toward traditional advertising. Unlike interruptive ads, native ads blend seamlessly with 

surrounding editorial content on digital platforms, making them less intrusive and more engaging. This 

subtle integration enhances message acceptance and brand engagement, especially among digital users who 

often skip or block conventional ads. As Tian et al., (2023) explains, the effectiveness of native advertising 

lies in its ability to mimic the look and feel of editorial content while remaining contextually relevant, 

thereby bypassing ad fatigue and increasing click-through rates (Tian et al., 2023). Furthermore, native ads 

on platforms like Facebook and Instagram generate higher engagement metrics—such as comments, likes, 

and shares—compared to banner ads, due to their natural integration within content feeds (Sussman et al., 

2022). Similarly, product placements in streaming platforms and video content (e.g., YouTube, Netflix) 

allow brands to appear organically within a narrative, making the advertising less obtrusive and more 

memorable. 

However, the effectiveness of these approaches comes with significant ethical concerns. Many consumers 

struggle to distinguish between native ads and editorial content, raising questions about transparency and 

informed consent. The FTC and scholars alike warn that undisclosed or poorly disclosed native ads can 

deceive audiences by concealing their persuasive intent. Suzuki & Kang (2021) emphasizes the need for 

clearer disclosures and stricter regulatory enforcement to protect consumer autonomy and prevent 

manipulation ( Suzuki & Kang, 2021). While native advertising offers marketers an effective tool to reach 

ad-averse audiences, its long-term sustainability depends on achieving a balance between creative 

integration and ethical transparency. 

 

8. Gamification and Interactive Engagement 

Gamification has emerged as a powerful method for increasing engagement among ad-averse consumers by 

transforming passive advertisement exposure into active brand interaction. By integrating game-like 

elements—such as challenges, points, leaderboards, and rewards—into digital marketing experiences, 

brands can bypass traditional advertising resistance and foster voluntary participation. Gamified formats, 

including advergames and branded entertainment, have proven effective in generating higher emotional 

responses, greater time spent with the brand, and stronger brand recall. For example, Tian et al. (2023) 

demonstrated that advergames significantly improved both brand recognition and purchase intentions by 

immersing users in an engaging, interactive environment that aligns with entertainment-driven user 

expectations (Tian et al., 2023). Similarly, Rialti et al. (2022) found that gamified advertising not only 

fostered hedonic and cognitive enjoyment but also influenced positive attitudes toward ads, ultimately 

driving in-app purchase intentions among younger consumers (Rialti et al., 2022). 

Technologies like Augmented Reality (AR), Virtual Reality (VR), and AI are enhancing the impact of 

gamification by creating highly personalized and immersive experiences. Gamified advertising within 

AR/VR environments offers consumers playful interactions that blur the boundaries between entertainment 

and marketing, increasing both emotional engagement and brand loyalty. According to Srivastava (2024), 

AR/VR-enabled gamification activates the "psychology of play" and taps into users’ desire for autonomy 

and discovery, fostering deeper brand relationships in a non-intrusive way (Srivastava, 2024). Additionally, 

showed that interactive ad design in gamification—such as allowing consumers to control elements or 

personalize experiences—significantly boosted advertising attitude and brand perception compared to 

passive formats. As consumer resistance to overt advertising increases, gamification presents a future-

forward solution that replaces intrusion with interaction and builds lasting engagement. 
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9. Measuring Effectiveness of Strategies 

Measuring the effectiveness of marketing strategies aimed at ad-averse consumers requires a nuanced 

approach that incorporates both quantitative and qualitative metrics. Key Performance Indicators (KPIs) 

such as click-through rates (CTR), cost per acquisition (CPA), and return on advertising spend (ROAS) 

remain foundational in evaluating campaign outcomes. However, for ad-averse segments, it is crucial to 

focus on micro-conversions and user engagement metrics such as scroll depth, time-on-page, and social 

interactions, which can signal subtle yet meaningful consumer responses. Advanced Real-Time Bidding 

(RTB) systems have incorporated multivariate feedback control to optimize multiple KPIs simultaneously, 

adjusting in real time based on the campaign’s ongoing performance and contextual variables (Tashman et 

al., 2020). A/B testing is another essential tool for strategy optimization, allowing marketers to empirically 

compare different ad formats, messages, and placement strategies to determine which versions perform best 

within skeptical or resistant demographics (Yousef et al., 2021). This technique is particularly useful when 

paired with controlled experiments on social platforms where real-time behavioural data can be gathered 

and analyzed. 

In addition to behavioural metrics, attitudinal measures are vital for fully understanding the impact of 

advertising on ad-averse consumers. Traditional models of advertising effectiveness emphasize the 

importance of tracking not only what users do, but also how they feel and think about advertising encounters. 

Attitudinal measures include brand recall, ad favorability, message acceptance, and perceived 

intrusiveness—all of which are particularly relevant for consumers prone to cognitive and emotional ad 

avoidance (Wells, 2014). These measures often rely on post-exposure surveys or experimental pre-testing 

to evaluate shifts in brand perception and message retention. While behavioural responses such as avoidance 

rates or click behaviours provide immediate, observable outcomes, attitudinal responses are critical for long-

term brand relationship building. The integration of both types of metrics allows marketers to not only 

measure short-term campaign success but also understand the underlying cognitive and emotional responses 

that drive consumer behaviour in ad-averse populations. In this context, employing mixed-method 

approaches and psychographic segmentation enhances the ability to tailor and refine marketing strategies to 

align with the values and preferences of more resistant audiences. 

 

10. Challenges and Future Directions 

As marketers increasingly rely on personalized digital strategies to engage consumers, privacy concerns and 

data ethics have emerged as major barriers, especially among ad-averse individuals. While personalized 

advertising enhances relevance and campaign effectiveness, it often intrudes upon user privacy, leading to 

distrust and ad avoidance. Consumers express significant concern over how their data is collected, stored, 

and used—fearing misuse, surveillance, and loss of autonomy. Research highlights the “privacy paradox,” 

where users enjoy tailored content but simultaneously express apprehension about data transparency and 

control. Ethical marketing now demands a balance between leveraging data for relevance and ensuring 

compliance with evolving data protection laws like GDPR and CCPA. Companies like Apple have adopted 

privacy-centric strategies that prioritize user consent and anonymization, gaining consumer trust and 

competitive advantage (Rahman et al., 2024). 

Balancing personalization with non-intrusiveness is crucial in designing future-proof marketing strategies. 

Over-personalization risks creating a "creepy" user experience, triggering negative emotions and ad 

avoidance, especially among tech-savvy consumers. To mitigate this, brands must implement privacy-by-

design principles and promote user agency through opt-in models and transparent data usage policies. As 

ad-averse consumers become increasingly adept at avoiding conventional ads, innovation becomes key. 

Emerging strategies include blockchain-based data consent frameworks and AI-powered ad moderation 

systems that adapt in real-time to consumer preferences without breaching ethical boundaries. 

Simultaneously, creative solutions such as gamified content, AR/VR-driven experiences, and decentralized 

community-based marketing hold promise in making advertising feel more like engagement than 

interruption. These innovations not only respect consumer autonomy but also enhance brand credibility in 
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a privacy-conscious era. Ultimately, marketers must embrace a dual responsibility—maintaining 

commercial effectiveness while upholding ethical standards and privacy protections to build sustainable 

trust in a digital future. 

 

11. Conclusion 

In an era defined by digital saturation and privacy awareness, ad-averse consumers have become a powerful 

force shaping the evolution of marketing strategies. These individuals, often skeptical and empowered by 

technology, actively reject traditional advertising formats that feel intrusive, irrelevant, or manipulative. 

This paper concludes that marketers must move beyond outdated interruptive models and adopt approaches 

that prioritize authenticity, trust, and consumer autonomy. Strategies such as permission-based content, 

emotionally resonant storytelling, and influencer marketing—particularly through relatable micro-

influencers—allow brands to connect with consumers on a more personal and meaningful level. 

Community-based marketing and peer recommendations offer further value, as they harness social trust to 

counteract skepticism. Interactive formats like gamification and immersive AR/VR advertising not only 

engage but delight users, making them more receptive to brand messaging in a non-intrusive manner. 

However, the rising use of personalized content and native ads brings ethical obligations to maintain 

transparency and avoid deceptive practices. To be effective, marketers must balance innovation with 

responsibility, ensuring consumers feel informed, respected, and in control. By aligning strategic efforts 

with user values and measuring success through both behaviour and sentiment, brands can transform 

advertising from a source of irritation into a source of engagement. Ultimately, the path forward lies in 

humanizing marketing and treating consumers not as targets, but as participants in a trusted dialogue. 

 

References 

1. Zeng, J., He, Y., Ye, X., Wang, T., & Gao, Z. (2023). The negative effect of advertisement signs on 

consumers' willingness to purchase. Social Behaviour and Personality: an international 

journal, 51(12), 1-12. 

2. Jamil, R. A., ul Hassan, S. R., Khan, T. I., Shah, R., & Nazir, S. (2024). Influence of personality on 

skepticism toward online services information, consumer stress, and health: an experimental 

investigation. Management Research Review, 47(1), 123-140. 

3. Sonnac, N. (2000). Readers' attitudes toward press advertising: Are they ad-lovers or ad-

averse?. The Journal of Media Economics, 13(4), 249-259. 

4. Amarnath, R., & Jaidev, U. P. (2023). Personality and psychological predictors of Instagram ad 

avoidance.  

5. Dodoo, N. A., & Wen, J. (2019). A path to mitigating SNS ad avoidance: Tailoring messages to 

individual personality traits. Journal of Interactive Advertising, 19(2), 116-132. 

6. DelVecchio, D. S., & Jae, H. (2023). Characteristics of Aliterate consumers and their responses to 

advertising and non-advertising communications. Journal of Promotion Management, 29(7), 927-

960. 

7. Anand, B. N., & Shachar, R. (2002). Risk aversion and apparently persuasive advertising. Israel 

Institute of Business Research. 

8. Pahari, S., Bandyopadhyay, A., & Manna, A. (2024). Exploring the social media advertising 

avoidance behaviour through the lens of avoidance motivation theory. Kybernetes. 

9. Kelly, L., Kerr, G., Drennan, J., & Fazal-E-Hasan, S. M. (2021). Feel, think, avoid: Testing a new 

model of advertising avoidance. Journal of Marketing Communications, 27(4), 343-364. 

10. Suzuki, S., & Kang, N. (2021, July). Evaluation and Analysis of How to Remove Ads Based on Ad 

Avoidance. In International Conference on Applied Human Factors and Ergonomics (pp. 970-976). 

Cham: Springer International Publishing. 

11. Ham, C. D. (2017). Exploring how consumers cope with online behavioural 

advertising. International Journal of Advertising, 36(4), 632-658. 

http://www.ijcrt.org/


www.ijcrt.org                                                           © 2025 IJCRT | Volume 13, Issue 7 July 2025 | ISSN: 2320-2882 

IJCRT2507426 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org d730 
 

12. Acquisti, A. Do Interruptions Pay off? Effects of Interruptive Ads on Consumers'. 

13. Godin, S. (1999). Permission marketing: Turning strangers into friends and friends into customers. 

Simon and Schuster. 

14. Abashidze, I. (2023). Permission Marketing Strategy Shaping consumer behaviour through online 

communication channels. Baltic Journal of Economic Studies, 9(2), 8-18. 

15. Naumovska, L., & Petrusevska, G. (2025). Gamification in Marketing: Analyses of the Impact 

Beyond Play and Fun. European Journal of Behavioural Sciences, 8(2), 45-57. 

16. Raimondo, M. A., & Vernuccio, M. (2019). The effects of native advertising on consumer responses. 

Some experimental evidences on the interaction between content type and brand awareness. Mercati 

& Competitività, (2019/3). 

17. Rigby, B. D., & Lee, R. (2024). Creating emotional resonance in advertising language strategies and 

consumer identity. Journal of Linguistics and Communication Studies, 3(3), 1-13. 

18. Mandung, F. (2025). The Influence of storytelling techniques in digital marketing on brand loyalty: 

A Consumer Psychology Perspective. Golden Ratio of Marketing and Applied Psychology of 

Business, 5(1), 66-78. 

19. Gupta, T., & Bansal, S. (2022). Cognitive Computing and Emotional Intelligence in Content 

Personalization. Journal of Marketing & Supply Chain Management. SRC/JMSCM-152. DOI: doi. 

org/10.47363/JMSCM/2022 (1), 135, 2-7. 

20. Manoharan, J. (2024). Navigating the Digital Marketing Landscape: The Role of AI and Emotional 

Storytelling in Consumer Engagement. Authorea Preprints. 

21. Tian, V. I., Wong, O. Y. K., & Hung, T. H. B. (2023). Gamification: A Practitioner's Case in 

Building Brands. Journal of Marketing Development & Competitiveness, 17(3). 

22. Rialti, R., Filieri, R., Zollo, L., Bazi, S., & Ciappei, C. (2022). Assessing the relationship between 

gamified advertising and in-app purchases: a consumers’ benefits-based perspective. International 

Journal of Advertising, 41(5), 868-891. 

23. Srivastava, A. (2024). The power of play: Gamified advertising with AR/VR/AI and its impact. 

24. Tashman, M., Xie, J., Hoffman, J., Winikor, L., & Gerami, R. (2020). Dynamic Bidding Strategies 

with Multivariate Feedback Control for Multiple Goals in Display Advertising. ArXiv. 

25. Yousef, M., Dietrich, T., & Rundle-Thiele, S. (2021). Social advertising effectiveness in driving 

action: a study of positive, negative and coactive appeals on social media. International journal of 

environmental research and public health, 18(11), 5954. 

26. Wells, W. D. (2014). Measuring advertising effectiveness. Psychology Press. 

27. Rahman, A. V., Dika, R. P., & Khairi, A. Personalization vs. Privacy: Balancing Customer Data Use 

with Ethical Marketing Practices. Equator Journal of Management and Entrepreneurship 

(EJME), 12(4), 349-356. 

 

http://www.ijcrt.org/

