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ABSTRACT

This research is aimed to study the factors resulting in the decision to block
the digital advertising on YouTube in Thailand. This is quantitative research which
applies plan- based behavioural theory, behavioural theory to avoid the digital
advertising media, concept of media acceptance and concept of description of
advertising as guideline to build the research framework. Two hundreads and eight
YouTube users completed electronic questionnaire. The usable data was analysed by
statistical package program.

From the research, it could be summarized The statistical results reveal
that attitude toward digital advertising factor has directly influence on intention to
block advertising factor and indirectly influences to block digital advertising factor. The
boredom or annoyance factors directly affect blocking of digital advertising factor. If
YouTube users feel bored and annoyed with advertising in YouTube together with their
intention to block advertising in YouTube, they will use Ad Block software. The reason
that characteristics of ad do not indirectly affect intention to Ad Blocking via media
exposure factor may be the age of samples. The majority of the sample in this research

is female with the range of age between 21 and 30 years. These samples, normally,
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choose to listen Thai music and international music respectively. In addition these

participants may have experience or use of different media.

Keyword: Attitude toward the ad, Media exposure, Characteristics of Ad, Intention to
Ad Blocking, Annoyance, Ad Blocking
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