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Abstract 

Purpose : Since some advertising set-ups are considered obtrusive by consumers, the way that they perceive advertising has 
become more and more sophisticated. Finding consumer knowledge of and reaction to different types of online audience 
intrusiveness in digital media ads was the aim of this study.

Methodology : The study administered a purposive approach to investigate intrusive advertisements and consumer 
awareness and responses. The sample was collected from 381 samples from Bahrain and India through a structured 
questionnaire. The results were analyzed by inferring a structural equation model, regression, and descriptive statistics 
through Smart PLS and SPSS. 

Findings : The results indicated that consumers are unaware of privacy invasion arising from digital marketing advertisement 
technology like facial recognition, eye tracking, and GPS tracking; however, they are aware of privacy invasion occurring 
through social media. The results explored that online ads are considered intrusive, and consumers deliberately do not pay 
attention to the ads on social networking services.

Practical Implications : The advertisers and practitioners carefully assess which internet advertising type is to be used based 
on the goal of their campaign. In the days of the information age, it is essential to evaluate consumers’ preferences and choices 
and provide them with more relevant communications by owing to knowledge about users’ navigational behaviors. 

Originality : The study contributed to the field of digital media advertisement by linking perceived consumer instructiveness. 
The outcome of the study proposed a framework for future research by focusing on the research gap and key findings in this 
domain. 
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ecently, the rise of new media has had an impact on advertising posture. Advanced media is defined as any Raudio or video content in digital arrangements that is transmitted over the Internet to any media that 
releases or distributes data products in digital layouts (Endoscopy). Global web-based advertising 

spending has increased by 25% annually since 2005 and needs to slow down going forward in the context of the 
broader online showcasing environment (Biswas, 2023). The most rising advertising tool is mobile phones, with 
an anticipated yearly growth rate of more than 45% until 2011 (Mahé et al., 2022). Worldwide advertising 
expenditure on digital media was about $26 billion in 2006 and is predicted to exceed $60 billion by 2012      
(Shimpi, 2018). Approximately 76% of professionals in the advertising industry anticipate that digital advertising 
will be the primary medium for program design and advertising issues over the next 10 years, according to 
research conducted by experts in digital media. Contemporary media spreading statistics have shown that digital 
media spread is growing extensively. The statistical study also explores that the regular time used by users on the 
Internet is the same duration as their TV-watching time (Berry & Laskey, 2012).

Additionally, adult consumer segments see an exponential increase in their mobile consumption time (Sharma 
et al., 2016). Digital media advertising spending appears to be increasing quickly, but occasionally, there seems to 
be a lack of a strategic marketing philosophy behind this spending and its potential to create brand neutrality and 
increase consumer spending. This is a defined interest, assuming a growing awareness among reviewers that 
pushing digital advertising approaches may be less operational than pulling digital advertising approaches online. 
Conventional push digital advertising strategies rely on an embedded stream across many communication 
modalities. In a normal push digital approach, one promotion is directed by one correspondent and perceived by a 
lot of addressees lacking the chance for instant feedback (Ketelaar et al., 2018).

However, non-linear techniques, unrestricted flow and shared information, and the possibility of more than 
one-way flow between the transmitting organization and audience as well as among audiences themselves, either 
singularly or plurally, make pull digital advertising approaches easier to use on the Internet (Menon, 2021). 
Nyström and Mickelsson (2019) conducted a study on social network marketing opportunities through the pull 
approach, with pathological communications – affirmative and deleterious – occurring 24/7 internationally via 
websites and through growing blogs. Customers can co-generate advertising content through online 
opportunities, connecting them with trademarks, and enabling them to share their opinions with relevant parties 
(Prasad & Amruta, 2023). Although digital media advertising has advanced, and mainly because of the significant 
strategic interactions that the advertising industry has seen due to an increasing number of authorized online 
consumers, there is still no theoretical analysis of these competitions (Nandi & Prasad, 2024). Even though the 
current work has gone through existing literature connecting online advertising and its strategic influence on 
audience behavior, there have not been considerable empirical studies that focus on definite strategic marketing 
features of advertising digital approaches that necessitate reflection by businesses. The theoretically adverse long-
term impacts of intrusiveness in promotional approaches are supposed to be thought-provoking, the appeal to the 
added value through this advertising media over normal media. The Internet, as the matchless platform, should be 
the most encouraging field of growth in the advertising business for the following 10 years (Chandel et al., 2017).  
Advertising approaches and assessments of consumers necessitate reflection by organizations. When advertising 
professionals use media, intrusiveness is a significant strategic experiment they often use. Due to specific 
advertising set-ups that consumers find to be obtrusive and well-thought-out, the way that consumers perceive 
advertising has gradually expanded. The purpose of this study is to find consumer awareness and response toward 
various forms of web audience intrusiveness in digital media advertisements.

Literature Review and Hypotheses Development  

Previous studies revealed that while 60% of Internet users ignore web adverts, 2.5 of them click on them and 
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eventually make a purchase. The mutually active element of the Web looks at major consumer participation. The 
typical Internet user, for instance, searches for helpful information quickly and easily and is constantly alert and 
involved. The Internet is viewed as a goal-oriented medium for distribution and sustenance when compared to 
traditional communication channels (Malhotra et al., 2021). 

Digital advertising is an increasing trend these days. However, with the recent advancements in technology and 
the targeting applications for improved visibility of ads on the web, the proportional rate of clicks on them is still 
very low (Gautam et al., 2022). Organizations are currently redirecting their resources from traditional channels to 
the newest internet medium technology due to cyberspace's remarkable position as a vehicle for advertising 
investment. This is because of marketers' skepticism of media like print, electronic, and so on. Consumers have 
been imbued by the number of adverts and their convincing manner, which is one of the key factors for the decline 
of advertising viability in traditional media (Dondzilo et al., 2022). In such circumstances, some behaviors and 
attitudes about advertisements and brands conflict with the needs of the businesses (Cheung & Bryant, 2017; 
Singh et al., 2022). Advertising avoidance is probably the most well-known effect. The delivery methods of 
several online markets survived the testing times. The earliest and most popular is the signpost or flag (banner) 
representing the firm in attractive features. This ad is fixed firmly “in-line” on a host webpage. The purpose of this 
is to draw customers' attention to product promotion. Lately, more internet advertisements have appeared; they are 
spaced out, come in various forms and sizes, and cover the entire page. Some referred to them as interruption 
marketing, or interstitials, that need to be opened or closed in order for a user to proceed. Sometimes, the user is the 
interstitial force; you want to watch the movie or move the picture before disappearing, reversing course, or 
clearing the path. Some advertisements call for a unique computer window that “pops under” or appears over other 
windows. In light of these difficulties, the following theories were put forth.

Ä H01 : Consumer responses do not significantly influence awareness of invasive digital marketing strategies 

and technologies. 

Ä Ha1 : Consumer responses significantly influence awareness of invasive digital marketing strategies and 

technologies.

A contemporary condition of “flow” among Internet users has been envisioned for navigation of high degrees 
of self-control, provocation, arousal, and focused attention (Pfiffelmann et al., 2020). As a result, as compared to 
other media ads, internet ads are perceived as more obtrusive (Guzey et al., 2021). Television and radio have a 
greater discomfort effect than print, which has involved more serious processing and more optional disclosure 
(McCoy et al., 2017). Negative opinions toward advertisements may stem from feelings of discomfort and 
intrusiveness. Siji (2021) claimed that advertisements irritate internet users. This is due to invasive advertising, 
which mostly consists of showing irrelevant advertisements to customers. These kinds of advertisements impede 
surfing and navigation, which ultimately increases delusion. As a result, the subsequent theory was created. 

Ä H02 : .Flow disruption does not significantly influence consumer awareness

Ä Ha2 : .Flow disruption significantly influences consumer awareness

Ä H03 : .Flow disruption does not significantly influence consumer response

Ä Ha3 : .Flow disruption significantly influences consumer response

In terms of consumer privacy, intrusion can be defined as interference in a person's solitude, including intrusion 
into private matters (Wottrich et al., 2018). According to this viewpoint, the medium being watched might be 
described as the advertisement's perceived intrusion (Gutierrez et al., 2019). The extent to which non-desired 
advertising interacts with a person's reasoning system and task accomplishment, as well as the amount of 
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disruption with the content of the consumers, do not place ads as intrusive if the advertisers approached them, 
according to prominent academics such as Sharma et al. (2016). Unwanted adverts can appear without the user's 
consent. This can ultimately lead to a privacy violation for the user. Customers who are accustomed to ads or who 
do not anticipate receiving advertisements may have significant ramifications because they typically view them as 
intrusive (Verberckmoes et al., 2016). The secret to surviving is getting to know the advertisers. It's equally 
important to get in touch with people who have enough adverts. Once more, damaging advertisements are 
essential to marketing's continued existence (Avérous & Galichon, 2021). 

An ad's intrusion may induce the user to perceive it as harmful. Interruptions of specific tasks are one of the 
determinants of consumer response. Uninterrupted ads can also cause havoc in the business (Pfiffelmann                     
et al., 2020). However, when commercials are categorized as invasive, users of a medium are forced to avoid them. 
The impression is either strengthened or weakened because the person only has a short amount of time to do the 
task in a medium (McCoy et al., 2017). In different impressions, the total notion of intrusiveness becomes the 
embodiment of a process wherein the ad creates annoyance and emotional outbursts in the user's mind. This may 
force the audience to evasion, and this could distract his/her attention and concentration toward an ad in the end. 
Users' tasks and intrusiveness can be the ultimate decider (Stavropoulos & Berle, 2020). Considering this 
disruption, the following hypotheses were developed :

Ä H04 : . Privacy disruption does not significantly influence consumer response

Ä Ha4 : .Privacy disruption significantly influences consumer response

Which advertisements bother you more? This kind of inquiry reveals the data or interesting advertisements that 
are thought to be less intrusive. Though some find the content to be more invasive, more substance is stressed than 
just information by Jackson et al. (2020). There are times and occasions when ads demand location and frequency 
of exposure. They largely affect the way the users expect them to be. Expectations are a matter to be investigated. 
When users encounter advertisements frequently, they feel as though their navigation is being disrupted. 
Sometimes, too few spaces between ads might deflate viewers' expectations for the final product of an 
advertisement. The users get irritated by the concept that perceived intrusion has a direct impact on how people 
react to advertisements (Schulz et al., 2014). Additionally, every response to advertising input is contingent upon 
an individual's final emotive responses. A client must perceive an advertisement as interfering with his/her 
experience of mobility within the media, i.e., a particular site, in order for them to perceive it as intrusive.

Disruption can lead to bad mentalities because of the subsequent mental reaction. Generally speaking, it will 
prompt the users to try to regain control over how they navigate the page, avoiding the advertisement, and 
restricting how much information may be processed (Olagunju et al., 2021). Considering this disruption, the 
following two hypotheses were developed : 

Ä H05 : . Temporal disruption does not significantly influence consumer awareness

Ä Ha5 : .Temporal disruption significantly influences consumer awareness

Ä H06 : .Temporal disruption does not significantly influence consumer response

Ä Ha6 : .Temporal disruption significantly influences consumer response

The impression of insensitivity may be assessed by various contextual factors, such as how much time users 
spend on satisfactory detail searches and how intrusive it becomes to them if their search is interrupted (Jankowski 
et al., 2016). As Internet users are quite frequently identified as target-driven and the internet-free ownership 
arrangement has been in place for web users to take full command of their online activities, users may feel even 
more disrupted if their web activities have been forcibly disrupted by exhibitions (Coker et al., 2021). Le and 
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Wang (2020) observed that subversive advertisements that specifically focused on suitable customers were 
perceived as significantly less irritating than other advertisements that had anything to do with users' goals on the 
Internet. People adopt avoidance to connect themselves with mental processes of understanding and the 
behavioral outcome of advertising exposure. It is something that places the advertisers and customers side by side 
because people tend to withdraw from them either deliberately or mechanically (Abbasi et al., 2022). Goal 
obstructions were perceived to be an important factor in causing feelings of intrusiveness and annoyance, which 
are the most significant precursors to advertising denials (Belanche et al., 2020). Intrusiveness is viewed as 
something related to ideas and concepts formed in the mind. They are distinct from emotional states of irritation 
and behaviors. Such outcomes may result from conceptual frameworks (Cordero-Gutiérrez & Lahuerta-Otero, 
2020). Considering the influence of visual disruption, the following hypotheses are proposed :  

Ä H07 : . Visual disruptions do not significantly influence consumer response

Ä Ha7 : .Visual disruptions significantly influence consumer response

Ä H08 : . Visual disruptions do not significantly influence consumer awareness

Ä Ha8 : .Visual disruptions significantly influence consumer awareness

Methodology

Research Setting and Procedure

The present study was conducted through an online survey from March – June 2023 using Google Forms. The 
questionnaire began with the introduction of demographic variables like employment, gadget use, personal 
attributes, and demographic variables. The study focused on participants' awareness of invasive digital marketing 
strategies and technologies, perceived intrusiveness, perceived invasiveness, drivers of ad intrusiveness, and 
consumer response. The study was adopted with a purposive approach to investigate intrusive advertisements in 
Bahrain and India. We consulted two academicians who specialized in the same field to determine whether the 
questions generated were in the correct format.

Additionally, three industry professionals reviewed the questionnaire after it was submitted, and their inputs 
were taken into consideration. The questionnaire was developed to get complete information from respondents; 
with this intention, the questions were divided into different groups consisting of various questions under 
demographic, awareness of invasive digital marketing strategies and technologies, perceived intrusiveness, 
perceived intrusiveness, drivers of ad intrusiveness, and consumer response. These groups were designed to avoid 
bias. Finally, the respondents were asked to drop their comments about the study. 

The adopted questionnaire was submitted to the academic integrity and ethics committee and was approved as 
per the research policy and procedure of the University Council 2021. The data collected will be used only for 
academic research purposes. All the samples who participated in this survey gave their consent to use their 
feedback to publish in our research publications and journals.

Procedure

The questions adopted Likert scales (1 = , 5 = ); in each group, questions were not at all aware extremely aware
developed under various heads like awareness of invasive digital marketing strategies and technologies with 20 
questions, perceived intrusiveness with 10 options, perceived invasiveness with 12 questions, drivers of ad 
intrusiveness have sub-areas such as temporal disruption have 12 questions, visual disruption having 12 
questions, flow disruption having nine questions, privacy disruption having subdivision like privacy risks having 
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three questions, privacy control having four questions, privacy concern four questions, the consumer response 
having 25 questions, all these incorporated with Likert scales (1= , 5 = ).strongly disagree strongly agree

After careful development of the questionnaire, we circulated the questionnaire link to the participants via 
LinkedIn, Facebook, WhatsApp, and Twitter. The data were collected from Bahrain and India, and the study 
received 480 filled questionnaires. After scrutiny, we found 381 samples fit for the analysis, which included 
samples 190 from India and 191 from Bahrain. The study data was organized to draw fruitful inferences, and the 
study implemented descriptive statistics like mean and standard deviation, reliability scale, Smart PLS, and IBM 
SPSS version 26. The present study gathered all the items together, counted all the variables as 111, and executed 
Cronbach's alpha. The accepted threshold for awareness of invasive digital marketing strategies and technologies 
is 0.82, perceived intrusiveness is 0.83, perceived invasiveness is 0.82, drivers of ad intrusiveness of temporal 
disruption is 0.91, visual disruption is 0.90, flow disruption is 0.89, privacy disruption of privacy risks is 0.80, 
privacy control is 0.82, privacy concern is 0.91, and the consumer response is 0.92 ; the values received were 
acceptable in the reliability range. 

Analysis and Results 

Table 2 exhibits consumer demographic profile results. The results indicate that the majority, that is, 52.7% of the 
consumers were employed. It is followed by 20% of the respondents engaged in business activities, 13.8% of the 
consumers were students, 7.3% of the consumers were unemployed, and 6.2% of the consumers retired from their 
employment. When it comes to using electronic devices, the majority of the consumers—29.3%—used 
smartphones, followed by tablets and iPads (27%), laptops (24.5%), PCs (13.8%), and linked TVs (5.4%). 
Regarding how long customers spent on the Internet, the majority utilized it for over 10 hours (53.5%) and 
between 5 and 10 hours (46.5%). The results also described the majority, 40.6% of WhatsApp, 34.1% of YouTube, 
and 25.4% of the consumers were using Instagram. Table 3 displays the consumers' perception of the marketing 
strategies of digital marketing. A significant proportion of respondents, 31%, believed that internet marketing 
does not compromise their privacy; protects my privacy (15.5%); invades my privacy (24.8%); and completely 
invades my privacy (18.6%) are the order in which they occur. Tables 4 and 5 illustrate the descriptive statistics of 
the overall average score of awareness on invasive digital marketing strategies and technologies. The mean and 
SD of the overall average score for the understanding of invasive digital marketing strategies are 3.84 and 0.791. 
The mean value is greater than 3, which means that customers are sufficiently aware of intrusive digital marketing 
tactics and technologies. Table 6 reveals the results of the level of awareness of invasive digital marketing 
strategies and technologies. Out of 381 respondents, the majority, 42.5% of the consumers, had a moderate level of 
awareness of invasive digital marketing strategies and technologies, followed by a low level (31.8%) and a high 
level (25.7%).

Table 1. Conceptual Framework of the Constructs

No. Constructs Variables References

1 Awareness of invasive digital marketing strategies and technologies. Srivastava et al. (2023)

2 Perceived intrusiveness and perceived invasiveness. Rodgers & Thorson (2017)

3 Drivers of Ad intrusiveness Li et al. (2002)

 (i.e., temporal disruption, visual disruption, 

 flow disruption, and privacy disruption). 

4 Consumer response. Tustin et al. (1994)
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Table 2. Demographic Profile of the Consumers

Demographic Profile Frequency Percent

Employment

Student 49 13.8

Employed 187 52.7

Unemployed 26 7.3

Business 71 20.0

Retired 22 6.2

Gadget Used

Smartphones 104 29.3

Tab/iPad 96 27.0

Laptop 87 24.5

Computer 49 13.8

Connected TV 19 5.4

Overall Internet Usage per day

More than 10 hours 190 53.5

Between 5 to 10 hours 165 46.5

Social Media Usage

WhatsApp 144 40.6

Instagram 90 25.4

YouTube 121 34.1

Table 3. Consumers’ Perception of the Marketing Strategies of Digital Marketing

Strategies of Digital Marketing Frequency Percent

Completely invades my privacy 66 18.6

Invades my privacy 88 24.8

Neither invades nor protects my privacy 110 31.0

Protects my privacy 55 15.5

Completely protects my privacy 36 10.1

Table 4. Awareness of Invasion of Digital Marketing Advertisements

Awareness of Invasion of Digital Marketing Ads Yes (%) No (%)

SMS ads (80.8) (19.2)

Telemarketing ads (74.3) (25.7)

Ads between FB newsfeeds (56.7) (43.3)

Pop up ads (64.8) (35.2)

Side panel ads (56.4) (43.6)

Coupons (50.1) (49.9)

Email spam and updates (60.4) (39.6)

Commercial ads before/in between YouTube clips (56.7) (43.3)

Native advertising (52.5) (47.5)
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Drivers of Intrusiveness 

The study focuses on assessing the influence of drivers of intrusiveness on consumer response and awareness of 
invasive digital marketing strategies and technologies To examine the relationship between drivers of . 
intrusiveness toward consumer response and awareness, the smart PLS was used to measure the model. The model 
used six constructs, i.e., TD (temporal disruption = 5 items), VD (visual disruptions = 9 items), FD (flow  
disruption = 5 items), PD (privacy disruption = 5 items), CR (consumer response = 5 items), and AW (Awareness 
of invasive digital marketing strategies = 5 items). 

Table 7 reveals the results of construct reliability and discriminant validity. The results indicate Cronbach's 
alpha values and construct reliability, and the average variance extracted is above the threshold level. 

Ads between FB video clips (53.8) (46.2)

Technologies like facial recognition, eye  (60.9) (39.1)

tracking, GPS tracking, etc. 

Table 5. Descriptive Statistics of Overall Average Score of Awareness on Invasive 
Digital Marketing Strategies and Technologies

 N Mean SD t p

The overall average 355 3.91 1.041 17.119 <0.001 

score of awareness 

on invasive digital 

marketing strategies 

and technologies 

Table 6. Level of Awareness of Invasive Digital 
Marketing Strategies and Technologies

Level of Awareness Frequency Percent

Low 111 31.26

Moderate 146 41.12

High 98 27.60

Total 355 100.0

Table 7. Results of Construct Reliability and Discriminant Validity

 Cronbach's  rho_A CR AVE CA CR FD PD TD VD

 Alpha 

CA 0.834 0.841 0.883 0.602 0.776     

CR 0.919 0.92 0.939 0.755 0.569 0.869    

FD 0.836 0.872 0.879 0.594 0.416 0.438 0.771   

PD 0.861 0.865 0.901 0.646 0.338 0.391 0.334 0.803  

TD 0.89 0.896 0.919 0.694 0.383 0.446 0.284 0.183 0.833 

VD 0.954 0.956 0.96 0.729 0.545 0.657 0.464 0.422 0.482 0.854

Note. TD (temporal disruption), VD (visual disruptions), FD (flow disruption), PD (privacy disruption), CR (consumer response), and              
AW (awareness of invasive digital marketing strategies).
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The path technique was used to check the hypotheses (Tables 8 and 9). The model results indicate that the  and -t p
value for the relationship between consumer response and awareness of invasive digital marketing is 5.219 and 
<0.001. Therefore, the proposed hypothesis (Ha1) supports and concludes a significant relationship between 
consumer responses and awareness of invasive digital marketing. Regarding the relationship between flow 
disruption and consumer awareness, the outcome of the model indicates that the  and -values are 2.802 and t p
0.005. Therefore, the proposed hypothesis (Ha2) is supported and confirms that there is a significant influence on 
flow disruption and consumer awareness. The third hypothesis focuses on assessing whether the flow disruption 
influences consumer responses. The results show that the  and -values for the above hypothesis are 2.589 and t p
0.010. The -value is significant; therefore, the hypothesis (Ha3) supports and concludes that flow disruption p
significantly influences consumer responses The fourth hypothesis (Ha4) results mention that the  and -values . t p
for privacy disruption influences on consumer responses are 2.672 and 0.008. The -value is statistically p
significant, and it can be concluded that privacy disruption significantly influences consumer responses. 
Hypothesis 5 (Ha5) indicates that the  and -values for temporal disruption and consumer awareness are 1.972 t p
and 0.049. Based on the results, the study confirms a significant relationship between temporal disruption and 
consumer awareness.

The study also concludes that temporal disruption significantly influences consumer awareness. The outcome 
of the study describes that the  and -values for temporal disruption significantly influence consumer responses t p

Table 8. Model Fit Summary

 Saturated Model Estimated Model

SRMR 0.051 0.051

d_ULS 1.556 1.556

d_G 0.605 0.605

Chi-square 1211.484 1211.484

NFI 0.858 0.858

Table 9. Results of Path Analysis

 Mean SD t p Decision

Consumer Response –> 0.31 0.06 5.219 0.000** Ha1: Accepted 

Consumer Awareness 

Flow Disruption –> 0.149 0.053 2.802 0.005** Ha2: Accepted 

Consumer Awareness 

Flow Disruption –>  0.137 0.053 2.589 0.010** Ha3: Accepted

Consumer Response 

Privacy Disruption –>  0.123 0.045 2.672 0.008** Ha4: Accepted

Consumer Response 

Temporal Disruption –>  0.095 0.048 1.972 0.049* Ha5: Accepted

Consumer Awareness 

Temporal Disruption –>  0.162 0.049 3.276 0.001** Ha6: Accepted

Consumer Response 

Visual Disruptions –>  0.226 0.071 3.13 0.002** Ha7: Accepted

Consumer Awareness 

Visual Disruptions –>  0.463 0.057 8.199 0.000** Ha8: Accepted

Consumer Response 
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(3.276 and 0.001) The outcome infers that there is a significant relationship between temporal disruption and . 
consumer response (Ha6). Hypothesis 7 results indicate that the  and -values for visual disruptions on consumer t p
responses are 3.13 and 0.002. Based on the results, the study confirms that there is a significant association 
between visual disruptions and consumer responses (Ha7). Hypothesis 8 mentions that the  and -values for  t p
visual disruptions significantly influence consumer awareness (8.199 and 0.000). The -value is statistically p
significant and confirms a significant relationship between visual disruptions and consumer awareness (Ha8). 

Discussion 

We discuss the awareness of the privacy invasion related to digital marketing advertisements, invasive digital 
marketing strategies, and technologies. The study classifies the various drivers of ad intrusiveness: visual 
disruption, flow disruption, temporal disruption, privacy disruption, and consumer response to these disruptions 
(Table 1; Figure 1). Based on this parameter, the study has proposed eight hypotheses and tested the results with 
regression. As a result, it has been found that a high percentage of consumers indicated that they are not aware of 
the privacy invasion arising from digital marketing advertisements through social media ads. This indicates that 
most consumers lack awareness of the privacy invasion related to arising from digital marketing advertisements 
through SMS ads.

Furthermore, through the study results, it is found that a high percentage of consumers lack the awareness of 
privacy invasion arising from digital marketing advertisements through these types of technology like facial 
recognition, eye tracking, GPS tracking, etc. On the contrary, it can be concluded that a high percentage of 
consumers are aware of the privacy invasion arising from digital marketing advertisements through Ads on FB 

Figure 1. Structural Equation Model
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newsfeeds. The previous findings prove that the styles and techniques of displaying an ad will affect the degree of 
awareness that emerges from the consumers. The results are consistent with other studies. 

Van den Broeck et al. (2020) conducted a study recruiting 248 adult mobile users within the Gulf Cooperation 
Council and examined their reactions to and awareness of SMS ads. The study revealed that young and adult 
consumers' assertiveness toward SMS ads was based on five SMS features: entertaining value, informativeness, 
trustworthiness, personalization, and annoyance level. The results are also consistent with the study of Riedel et al. 
(2018), who stated the consumers' awareness level of informativeness, entertainment, reliability, and need for 
annoyance with Instagram ads are significantly associated with their approaches. The study results also show that 
a high percentage of consumers are aware that search engines (Google and Yahoo) seek personal information 
through digital footprints. Smartphones can have ads targeted to them, spam mail and SMS ads intrude on their 
private space, and customized ads use their personal information through offers and discounts affecting purchase 
intention. By collecting personal information, personalized advertisements are created. Their data is collected and 
stored for advertising purposes. These findings are dependable on the study results of Chang et al. (2013) and 
Mishra and Malhotra (2021), who refer to three dimensions of perceived advertisement intrusiveness: privacy 
intrusion, task performance intrusion, and media content intrusion. Consumer privacy incursion is included in the 
first dimension. This dimension is especially relevant to uninvited advertisements that are invading a potential 
customer's private area, such as telesales, obnoxious nonstop mail, and junk mail.

Temporal disruption occurs when ads limit their action while accomplishing their online activities, when ads in 
video format are more time-consuming than other ads, and when there is a repetition of ads. These results are 
consistent with the study findings of Sung (2020), who stated that potential customers became more exasperated 
as soon as ads intrude into purposeful patterns of behavior, like information or data seeking, than when an 
advertisement appears for the duration of performing. The study results find that a high percentage of the 
consumers indicated that visual disruption occurs when ads are not user-initiated and are superimposed over a 
user-requested page. Other consumers agree that visual disruption occurs when ads appear in a new window that is 
below the existing window. These results are consistent with the study findings of Hirsimäki et al. (2021), who 
described ad intrusiveness as the extent to which a media method visually intrudes the editorial content stream. 
Advertising intrusiveness appears as soon as the potential customer has not sought to see it performed on the 
display, the moment the potential customers are relishing the context.

Similarly, a high percentage of the consumers agreed that flow disruption is a driver of ad intrusiveness, and it 
occurs when ads flash while reading an article/or during any activity and ads are displayed like their needs 
(contextually targeted ads). The present findings align with the assertions made by Arora et al. (2023) that editorial 
environments, such as radio, television, newspapers, and magazine stories, typically constrain conventional 
commercials. The result also reveals that a high percentage of consumers agreed that privacy risk is the first aspect 
of privacy disruption that occurs in general when the collection of their information for advertising is risky for 
them. It has also been found that a high percentage of consumers agreed that privacy control, as the second aspect 
of privacy disruption, has control over the individual details that online companies release. It has been found that a 
high percentage of consumers agreed that marketers seriously threaten privacy concerns as the third and last 
aspect of privacy disruption. 

The perception of online consumers indicates that consumers are aware that online ads are considered 
intrusive, and they deliberately don't pay concentration to ads on social networking sites. They feel frustrated 
when they come across intrusive ads, and they are more likely to remember the product/ brand after seeing the ad, 
and the claims made in the ad are memorable. These findings are consistent with other studies like Huber et al. 
(2019) and Feng and Xie (2018), who described ad intrusiveness as the extent to which a media method intrudes 
the editorial content stream.
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Conclusion 

In recent years, digital media advertising has been influencing and desirable in consumer perception, which is 
related to intrusiveness. The study uses PLS-SEM to test the hypotheses. The inferences show that a good 
percentage of the consumers directed that they did not know much about privacy invasion arising through digital 
marketing advertising through ads of social media, lack of eye tracking, facial recognition, GPS tracking, and so 
on. Consumers are very much aware of search engines like Google and Yahoo to get personal information; other 
gadgets like smartphones will also be targeted through SMS and spam mail, and customized ads will attract 
personal information by offering discounts affecting the intention of purchase, and consumer personnel 
information will be used for advertising. When it comes to visual disruption, if the user is not in control, if a new 
window opens automatically without the user's input and appears below the current window, and when it comes to 
consumer privacy, the majority of them concurred that marketers would take employee data and display it online. 
However, some businesses will disregard customer privacy the least and cause disruptions to it.

Managerial and Theoretical Implications 

This study includes information that marketing professionals may find beneficial when designing and conducting 
advertising campaigns online. Some pertinent suggestions for practitioners are briefly mentioned here by the 
information offered throughout the text. The perceived intrusiveness of online advertising varies depending on the 
format, and distinct outcomes on attitude and purchase intention will occur differently. As a result, advertisers 
should carefully assess which internet advertising type is to be used based on the goal of their campaign. 
Practitioners must consider which forms of online advertising are less affected. The study throws light on one 
important practical implication for practitioners, which would be to reduce to the extent possible the feeling of 
impatience among the audience. Niu et al. (2021) observed that the variable “perception of an ad as entertainment” 
influences irritation. Thus, the more fascinating the advertisement, the less annoying it is. This research can help 
managers create strategic efforts for creating advertisements without invading audience privacy.

As a result of the study's findings, practitioners will benefit from more user-friendliness, better user 
experiences, and ease of access and page navigation. These factors will encourage users to explore the ads further. 
Including buttons for shutting the window will help people find the adverts less invasive and bothersome because 
they will be easier to close. Based on the study, practitioners are advised to concentrate on these types of 
campaigns that bring in money with less invasive advertisements. It is advantageous for practitioners to evaluate 
consumers' preferences and choices to provide them with more relevant communications, hence lowering 
advertising avoidance, owing to knowledge about users' navigational behaviors in these days of the information 
age. The effectiveness of an advertisement can be determined by how entertaining it is, resulting in improved 
advertising recall. Hence, it is required for practitioners to understand that there is a need to develop ads that are 
entertaining, thereby reducing ad avoidance.

Limitations of the Study and Scope for Further Research 

There is no study without limitations, and the present study considers the following constructs: awareness of 
invasive digital marketing strategies and technologies, perceived intrusiveness, perceived invasiveness, drivers of 
ad intrusiveness, and consumer response; besides, the sample was taken from India and Bahrain. The same study 
can be conducted in the Gulf Cooperation Council (Saudi Arabia, Kuwait, Qatar, Oman, and UAE), and 
comparative studies can be conducted, and the same study can be conducted in any part of India by having a larger 
sample size. The study can be conducted by adding other constructs, such as social bots and electronic word-of-
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mouth marketing. Finally, it would be interesting to study which sort of intrusive ads are appealing to the audience. 
Furthermore, a study can also be conducted to understand the effect of different ad formats that the users avoid. To 
better assess intrusiveness, a research study can be made by specifically including different social media 
platforms, which will help in gaining better knowledge.
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