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ABSTRACT 

The purpose of this research is to examine the factors such as demographics, 

personality and internet experience influencing attitudes toward online advertising 

among Chinese customers. A structured questionnaire was designed to collect the 

empirical data from 395 internet users. Results show that there are some differences 

between various demographic factors in terms of their attitudes toward online 

advertising. In addition, personality and internet experience positively influence attitude 

toward online advertising in China. They were found to be a significant positive predictor 

of attitudes toward online advertising. Marketers would benefit from understanding the 

factors influencing online advertising as they can apply this knowledge for targeting 

Chinese consumers. The business can develop an advertising campaign and marketing 

plan more effectively in their global marketing efforts. 
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CHAPTER 1 

INTRODUCTION 
 

1.1 Introduction and Problem Statement 

1.1.1 Introduction  

      A new type of “advertising” is called online advertising such as corporate web 

sites (Schlosser and Kanfer, 1999). It also can be defined as a “social contract” 

between internet users and advertisers (Gordon and Turner, 1997). As the Internet is 

becoming more and more popular, the global marketing changes to digitalize and 

people move to purchase online, which is easier and faster. The prime benefit of online 

advertising is that the customer can view both day and night without time limitations 

(Wang et al., 2002). The other benefit of online advertising is that it can reduce the 

transaction cost and contributes higher success rate in international marketing (Wolin 

and Korgaonkar, 2005).  

      Online advertising uses a wide range of techniques. 'Pay- per- click' advertising 

is one form of advertisement and is pretty cost effective in getting advertised and more 

benefit of both advertisers and customers (Lutz, 1985). It always shows as: (1) web 

advertising, such as Button Ads and web banner; (2) E-mail advertising, such as opt-in 

e-mail advertising; (3) Text-link Ads; (4) Sponsored Ads; (5) Interstitial Ads; (6) 

Classified ads and others (Polly and Mittal, 1993). The reason why small businesses 
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prefer online advertising is that the online advertising contributes the maximum 

exposure with minimal costs. Small businesses find their target consumers first then find 

the right website to put their advertising on it for ads effectiveness. Online advertising 

gives the benefit to both the consumers and the sellers. For instance, the charge of 

Sponsorship advertisement is considered from the amount online newsletters.  

      In China, the online advertising had begun in March, 1997. Based on the high 

growth of China’s economic with the large population and the development of global 

business, online advertising has been paying attention to by both advertisers and 

researchers. The key players in China's search engine advertising are Baidu, Soso, 

Sogou, Google, Bing and Yahoo! For the search engine side, based on AM Mind Power 

Solutions research, it was indicated that Google was the top choice for search engine 

advertising in China, but after early 2010 Google was pulled its search engine out of the 

Chinese market, and Baidu becomes the top choice for search engine advertising in 

China (CNNIC, 2011). Similarly, Zhang (2012) also indicates that Baidu is the country's 

largest search engine in recently with the largest market share of 30.9 percent; the 

second one is Alibaba which has market share 17.9 percent, followed by Google's 6.5 

percent.  

      Chiang (2012) indicates that nearly half of Chinese Internet users (48.7 percent) 

are using Weibos. It was the top choice for internet users gaining on traditional news 

channels in China as Weibos now plays a role as one of the major news sources. In 

2011, total gross merchandise value of online advertising market in China achieves 

USD 51.29 billion, up 57.6 percent compared with 2010 (iResearch, 2012). In addition, 
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the increasing amount of online information searches influences online advertising clicks 

as well. Advertising effectiveness helps customers to make purchase decision which 

results in developing more favorable attitude towards online advertising. Similarly, it is 

also worth paying attention according to John and Richard (1989). The consumers’ 

searching relative information contribute the consumers’ positive attitudes toward online 

advertising is expected increased. The below is a list of top Ads server vendors in 2008 

with figures in millions of viewers published in an Attributor survey. In 2008 Google’s 

online advertising market share is 69 percent. The survey was based on a sample of 68 

million domains. 

Table 1.1: The number of ad viewers of each vendor in 2008 

Source: Internet World Stats, 2008. 

Vendor Ad  viewers (millions) 
Google 1,118 
DoubleClick (Google) 1,079 
Yahoo! 362 
MSN (Microsoft 309 
AOL 156 
Adbrite 73 
Total 3,097 

      China's online advertising market reaches year-on-year to be worth RMB 14 

billion (USD 2.2 billion) in the first quarter of 2012 (Zhang, 2012).The online advertising 

market this year focuses on big sports events as the Olympic Games in London and the 

European Football Championship. Facing this huge potential market, advertisers have 

to increase positive ads effectiveness. Previous research suggested that customer’s 
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attitudes toward online advertising are an important measure of advertising effectiveness 

(Ducoffe, 1996). Also, the past research of online advertising has contributed the factors 

as briefs and attitudes toward online advertising influencing the consumer behavior as 

positive predictor of both online ads and online purchase frequency. Online display is 

the same as attitudinal change over long periods of time and the refreshment of 

customer’s memory for keeping the brand on customer’s mind.  

      Over periods of days, weeks and even months, the brand perceptions can gain, 

modify and update through the frequent online advertising display (Lutz, 1985). Also, 

positive attitudes toward online advertising has effects on both before and after the 

purchase of customers which result in the increase of brand awareness and future sales 

as internet spending (Lin and Bui, 2003). For instance, the poor attitudes toward online 

advertising always result in the low attitude toward the web site and weak purchase 

online. In addition, people can viewing the online advertising at least has the basic 

internet skill (Ng, 2003).  

      According to the Report on Internet Development by CINIC (China Internet 

Network Information Center), the state-run network information center of China. It 

indicated that China has more than 513 million Internet users with over 356 million 

mobile Internet users by the end of December, 2011(Chiang, 2012). The number of 

Internet user is expected to be more than 650 million by 2015 (Zhou and David, 2010). 

The internet penetration current is 29 percent and it is forecasted to reach nearly 50 

percent by 2015. Advertising is a major media influencing the lifestyles of people by 

changing their values, beliefs, behavior and buying patterns (Polly and Mittal, 1993). 
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What’s more, the web model is growing faster than any other traditional medium add 

because of this reason, the online ads will be able to reach more internet users (Zeff 

and Aronson, 1997). Compared to the traditional media, online advertising is the most 

effective mode for global business. Banner advertising is still a very popular one of 

online advertising (Zhang, 2012). A small billboard that appears on a website can click 

to another site which results in behavior on purchase a product (Li, Kuo and Russell, 

1999). In general, as the number of internet users is increasing dramatically, it provides 

a big room for web advertising (Ng, 2003). 

      However, online advertising is becoming less effective. The one main reason is 

internet users always avoid looking at online advertising (Xavier and Hussherr, 2003). 

Many websites report that their banner ads just have click-through rates of between 0.3 

percent and 0.5 percent. In other words, only three to five people per thousand viewers 

of internet users click the ad, based on their lower attitudes toward online advertising. 

Hence, the purpose of this study is to examine the factors such as demographics, 

personality and internet experience which may have the influence on attitudes toward 

online advertising. The major focus of this paper is to understand which group of 

internet users has more positive attitudes toward online advertising.  
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1.1.2 Problem Statement  

      While internet growth increases, online advertising also faces problems and 

challenges in China. For instance, misleading and fraud advertisements display more 

online. The reason is the lack of legal regulation and insufficient management of 

government (Yang, 2007). In addition, the main goal of advertising is to raise the 

attitude toward brand through one's attitude toward an advertisement. Previous research 

examining attitude toward advertising in specific media (e.g., Radio, TV and online) has 

found that internet users’ attitudes toward online advertising have become increasingly 

negative day by day (Chen and Wells, 1999). That is, misleading and fraud 

advertisements by marketers and advertisers have resulted in negative attitudes toward 

online advertising among Chinese internet users. The poor attitudes toward online 

advertising have a direct impact on online advertising effectiveness (Shi, 2007). Lastly, 

the advertising click-through rate of internet users in recent years has been stagnant at 

around 0.33 percent due to their lower attitudes toward online advertising (Huang and 

Xie, 2006). Ducoffe (1996) indicated that the factors such as entertainment, irritation 

and formative are support to internet users’ evaluations of advertising values then affect 

to the attitudes toward online advertising. The response rates of online advertising have 

fallen dramatically in recent years. The main question among online marketers is how to 

increase the internet users’ click-through rate through positive attitudes toward online 

advertising, which will then increase advertising effectiveness.  
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1.2 Objectives    

      The main objective of this study is to examine the factors such as demographics, 

personality and internet experience influencing attitudes toward online advertising 

among Chinese customers through Technology Acceptance Model (TAM).   

1.2.1 To study the significant differences between demographic character groups in 

terms of their attitudes toward online advertising. 

1.2.2 To study the impact of personality on attitudes toward online advertising. 

1.2.3 To study the impact of internet experience on attitudes toward online advertising. 

 

1.3 Research Questions 

1.3.1 Demographics Factors  

1.3.1.1 Is there significant difference between demographics factor (Age) in terms of 

their attitudes toward online advertising? 

1.3.1.2 Is there significant difference between demographics factor (Educational level) in 

terms of their attitudes toward online advertising? 

1.3.1.3 Is there significant difference between demographics factor (Personal Income) in 

terms of their attitudes toward online advertising? 

 

1.3.2 Personality 

1.3.2.1 How does personality factor (Curiosity) have an impact on attitudes toward 

online advertising? 

1.3.2.2 How does personality factor (Imagination) have an impact on attitudes toward 
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online advertising? 

1.3.2.3 How does personality factor (Open-mindedness) have an impact on attitudes 

toward online advertising? 

 

1.3.3 Internet Experiences 

1.3.3.1 How do internet experiences (Internet usage frequency) have an impact on 

attitudes toward online advertising? 

1.3.3.2 How do internet experiences (Internet browsing history) have an impact on 

attitudes toward online advertising? 

 

1.4 Scope of the Study 

      The scope of this paper might be thought narrow because it reports on only a 

subset of Chinese customers on online advertising. Yet consumers at least have to 

acquire some basic internet-related skills in China. Therefore, the lack of internet skills 

may be a barrier for some consumers who do not have a chance to see advertising 

online. The questionnaire is collected from internet users in Guangxi province of China. 

Moreover, the survey should be made by the people who have the ability and skills to 

use internet. It is worthwhile identifying the factors as demographics, personality and 

internet experience that might influence attitudes towards online advertising. 
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1.5 Expected Benefits  

      The demographic profile, personality and internet experiences may influence 

attitudes toward online advertising in different ways. Thus, marketers would benefit from 

understanding how to employ online advertising effectively to reach people in China. 

Advertisers can save money by sending the right messages to the right people. 

Moreover, the study can provide the opportunity for business to develop an advertising 

campaign as a marketing strategy and develop a marketing plan that is more effective 

in their global marketing efforts as the online advertising are quite effective (The 

Economist, 1999). In addition, Internet users would also benefit for saving time to find 

the desired advertising which they can view quickly.  

 

1.6 Operational Definition 

Demographic Factors 

      Demographic Factors is a term that refers to dividing consumers into groups 

based on race, region, age, status, gender, income level, education, ethnicity, 

nationality, occupation, household size, marital status, home ownership and even 

location. 

Personality 

      Personality is defined as a collection of emotion, thinking, characteristics, 

feelings, thoughts, and behavior of the individual that make them unique. 
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Curiosity 

      Curiosity can be defined as the process of people asking or finding the 

questions and finding out the answers by investigation or research with exciting 

attention. 

Open- mindedness 

      Open- mindedness can be defined as the people’s willing to find, listen, consider 

to accept others ideas and different options before they make a conclusion or decision 

even they have had the own options already. 

Imagination 

      Imagination is the picture of imagining. The images of people who are 

considered very creative almost come from learning in experience or from what 

happens around them, from what they see, hear, and touch. 

Internet Experience 

      Internet Experience can be defined as the history of internet use and internet 

usage frequency by internet users through the internet browser for business or personal 

favorite.  

Internet Usage Frequency 

      Internet Usage Frequency can be defined as the people’s time of spending 

online with the usage patterns based on the location, speed of internet, interest and 

personal purpose. 
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Internet Browsing History 

      Internet Browsing History can be defined as the online user’s experience of 

internet search engine before base on their interest or personal goal mostly by 

keywords search. 

Attitudes Toward Online Advertising  

      Attitude Toward Online Advertising can be defined as the cognitive and affective 

of weighted evaluation of perceived attributes of online advertising on products. 
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CHAPTER 2 

LITERATURE REVIEW 
 

      In the virtual world, the internet is used to display the advertising as a new 

media channel. Examining the effectiveness of online advertising is relatively new 

compared to research that study the effectiveness of e-commerce. For example, a 

widely well-known and accepted model is the Technology Acceptance Model (TAM) 

(Davis, 1989, Davis et al., 1989).  

Technology acceptance model (TAM) 

      The TAM explains the intention to use a technology is determined by the 

individual’s attitude towards using that technology. The TAM was adapted Fishbein’s  

and Ajzen (1975) theory of reasoned action (TRA) to explain the causal relationship 

between users’ internal beliefs (usefulness and ease of use), attitude, intentions, and 

computer usage behavior (Davis, et al., 1989). The attitude is determined by the 

technology’s perceived usefulness and perceived ease of use which is the basic 

determining factors in information system acceptance (Davis et al., 1989). In addition, 

perceived usefulness as the level of users believes that they will gain the increase on 

their performance when they use of a system. Perceived ease of use refers to the level 

of users how easy it is to learn and use the system (Davis et al., 1989). Both of these 

two factors have the heavy influence on an individual’s attitude towards a technology. 
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That is, attitude and perceived usefulness are the predictors in the individual’s behavior 

intention. What’s more, TAM is based upon another key positive variable is enjoyment 

of technology (Venkatesh and Davis, 2000). 

      This paper examines the impact of demographics, personality and internet 

experience factors influence the users’ attitudes toward online advertising result in 

advertising effectiveness. It proposes a framework that links the perceived ease of use, 

perceived entertainment, and perceived usefulness with the appeal of an online 

advertising, measured through attitude toward online advertising result in advertising 

effectiveness provide to actual behavior. 

 

Figure 2.1: TAM model. 

Source: Davis (1989), Davis et al. (1989) 
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2.1 Demographic Factors  

      Demography is one of the consumers’ characteristic factors that can influence 

consumer’s attitude and behavior (Hui and Wan, 2007). Also, Wong (2002) indicated 

that different group of demographic factors cause different behavior, lifestyle and 

attitude. That is, previous research has shown that income, education (Alwitt and 

Prabhaker, 1992; Shavitt et al., 1998) and gender (Shavitt, et al., 1998) have an impact 

on consumers’ attitudes of advertising and beliefs. Similarly, the variables of 

demographics including college major, age, income, gender employment status are 

shown to affect the attitudes towards advertising (Brackett and Carr 2001). 

Demographic factors is always used to divide and group a market segment. Moreover, it 

is always used to determine when and where advertising should be placed so as to 

achieve maximum results with minimum cost (Wolin and Korgaonkar, 2002). Factors 

that contribute to consumers’ attitudes toward online advertising include entertainment, 

irritation, information, credibility, and demography (Wang, Zhang, Choi and Eredita, 

2002). That is different demography among internet users have different attitudes 

toward online avertising. For instance, the difference among genders contributes to the 

beliefs and attitudes towards advertising which help marketers to spend money on 

advertising in more targeted way (Wolin and Korgaonkar, 2005).  

    Based on past research, in general, demographics can be defined as a term 

that refers to characteristics of a population. As the population of a region, dividing 

consumers into different groups are based on race, age, status, gender, income, 

education, ethnicity, nationality, occupation, household size, marital status, home 
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ownership and even location (Lofosse, 2002). For marketers, a demographic profile can 

provide lots of information about the typical members of this group and create an image 

picture of this group. It is always used to develop a marketing strategy even a 

marketing plan. Such as an ad campaign, demographic segmentation could be used to 

develop different ads for the same products to touch different types of consumers 

(Korgaonkar and Wolin, 2003). Cramphorn (2011) stated that advertising directed to 

both males and females is less effective than advertising focused on just males or just 

females. For instance, Facebook can display targeted advertisements customized for 

each member of each group based on the analysis of their members’ age, gender, race, 

location and even interests. In addition, Facebook allows advertisers to choose 

demographic profile to display their advertisements and a premium on the ad space 

(Lampe, Ellison and Seinfeld, 2007). 

    Based on the characteristics on attitudes toward advertising, better educated, 

higher income consumers have more positive attitudes toward online advertising than 

the consumers who have less educated and lower-income (Shavitt, et al., 1998). Also, 

the demographic variables of internet users in China tend to be young, male, well 

educated, and above-average income (CNINC, 2011). Online advertising makes the 

right products to the target customers for making a positive profit based on 

segmentations of demography (Li, Kuo and Russell，1999). 
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2.1.1 Age 

      Based on different attitudes for demand of customers, age plays an important 

role in customer’s consumption pattern of products (Best, Hawkins and Coney, 2001). 

Additionally, the age plays a key role in emotion (Pons et al., 2003). In current studies, 

a lot of factors are affecting attitude toward the web advertising. Emotional feelings are 

one of them (Ng, 2003). That is, the age influences ATOA directly. However, different 

range of age has difference attitudes on advertising. The younger internet users have 

more positive attitudes on advertising compare to the children and older folks (Lofosse, 

2002). The reason for the children, by definition, lacking experience and knowledge 

based on their shorter length of life period is age. They cannot understand the meaning 

of many advertising (Li, Kuo and Russell, 1999). In China, for age of internet users’ side, 

the popular press often reports that younger users not just spend more time in the 

internet but also more web-clicks in general. Similarly, based on Enfordesk’s data in 

2011, it showed that the internet users of top social networking sites are pretty young in 

China with around 80 percent of which are between 20-34 years old, this group expect 

higher opportunity to building more positive attitudes toward online advertising (China 

Internet Watch, 2011).    

 

2.1.2 Educational Level 

      The education is simply the combination of skills, knowledge, customs and 

values from one generation to another (Simon and Schuster, 2000). The goal of 

education is person’s development, society’s progress by studying knowledge and skill 
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to raise person’s social activity (Ford, 1986). Generally, and education is an individual 

gain of knowledge or skills after studying variety subjects in school environment or 

experiencing life lessons that contribute understanding, feeling and capacities 

(Honeyman and Miller, 1993). Educational level as the level of education is different 

based on the degree of study or any other relative certificates. Mostly higher 

educational level can create opportunities to make life better. What’s more, education is 

the prime predictor with a necessary power of civic engagement (Campbell, 2006). In 

addition, age and education guide people’s thought and change the people’s way of 

understanding. Mostly, different educational level contributes different understanding, 

attitude, the behavior, even the human culture transmission (Papachaarissi and Rubin, 

2000). However, the final goal of education is not just the knowledge by understanding 

and transformation but also positive influence in life and some develop abilities. For 

instance, educational level has a strong influence on one’s attitudes and preferences.  

      Past research shows that advertising plays an important role in building and 

improving brand awareness which result in higher purchase online (Rossiter and Percy, 

1997). That is, educational level influences different people on different thinking, lifestyle 

and positive relationship with the personal income. It also predicts the internet usage 

frequency even the level of internet literacy (Best, Hawkins and Coney, 2001).  In other 

words, education is a prime factor that affects online buying behavior (Lofosse, 2002). 

People who have higher educational level generally gain more money and spend it 

widely online (Li, Kuo and Russell, 1999). However, attitudes toward online advertising 

is an indicator of online advertising that results in ads click, brand image, brand 
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perception and online shopping. The more positive attitudes one held towards online 

advertising, the greater the likelihood that a person would respond favorably to web ads 

(Korgaonkar and Wolin, 2002). Combined all of these, this study assumes that different 

educational level is a significant factor that relates to attitudes toward online advertising.   

 

2.1.3 Personal Income 

      Personal Income is the consumption and savings opportunity gained by an 

entity within a specified time frame that is generally expressed in monetary terms (Barr, 

2004).  Past research indicated that most personal income may be earned from 

productive activities, business transfer payments and government interest in a given 

period of time, mostly one year. Personal income can be defined as the personals’ total 

earnings from salaries, wages, rental receipts, profit sharing bonuses received from 

employment or self-employment, dividends, investment interest and other forms of 

received earnings (Campbell, 2012). However, by household’s side, income is the sum 

total of all the family’s member salaries, profits, interests’ payments, bonus and other 

kinds of earnings received during a specific period of time such as one month, season 

or year (Case and Fair, 2007). In deeply, personal income determines consumers’ 

consumption and purchasing behavior. It can display a rising or declining trend during 

periods of economics. Personal income is a predictor in business. If personal income is 

high, the result could be more money spent in the market, expecting a future business 

boom (Andrew et al., 2006). Moreover, the market here includes internet market as well.  

      Income is the main predictor of consumers' attitude and behavioral intention 
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toward purchasing online (Li, Kuo and Russell, 1999). Moreover, demographic variables 

such as personal income and age are shown to effect attitudes toward online 

advertising. Different income mostly has different attitudes toward online advertising. 

(Wang, Zhang, Choi and Eredita, 2002). That is, Income is a prime factor influence 

people’s the attitudes toward online advertising also the ability to take internet spending 

(Malaika et al., 2005). In other words, a person’s income level combined with his or her 

disposable personal income determines its different purchasing power online (Best, 

Hawkins and Coney, 2001).   

 

2.2 Personality 

      The personality can be defined as the personal thinking, feeling, and behaving 

that constitute the individual’s distinguish from other people relating to the environment 

(Jerome and Havemann, 1976). In other words, personality is a collection of emotion, 

characteristics, feelings, thoughts, and behavior of the individual that making them 

unique (Amichai, 1992). All of these factors can create the typical impression pictures in 

one’s mind which differentiate from others. In addition to this, there are congenital 

personality and acquired personality. In general, genetic inheritance, family experiences, 

culture and life experiences are the factors making personality different (Jerome and 

Havemann, 1976). Moreover, the factors can be used to describe a person’s dimension 

of personality includes: Imagination, curiosity and open-mindedness (Shalley, Zhou and 

Oldham, 2004). It does not just determine the way a person thinks but also affects acts 

in his or her social, long-lasting tendency in behaviors and personal relations. In 
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addition, two factors have great importance to online advertising includes personal 

relation of the ad and the level of interactivity of the ads. These two factors play the key 

role regarding online advertising (Liu and Shrum, 2002). Specifically, through analysis of 

the internet users who prefer searching and providing online reviews since they are 

talkative, outgoing, and curiosity (Curtis, Petty and Cacioppo, 1992).  

      In addition, the five personality factors are extraversion, agreeableness, 

conscientiousness, emotional stability, and openness relate to people’s attitudes 

contribute behavior in a wide variety of contexts (Wehrli, 2008). Moreover, the five 

Factor Model of personality always use for psychology fields to predict attitudes and 

behaviors (Todd and Steger, 2007). For instance, personality is a major predictor of 

internet behavior (Amichai-Hamburger, 2002). In addition, online advertising always 

displaying in search engines, blogs, news sites, and social networking (Polly and Mittal, 

1993). That is, personality is a predictor of attitudes toward online advertising. Past 

literature indicates that the curious internet users have more positive attitudes toward 

online advertising, which have the brands information created in his or her mind (Curtis, 

Petty and Cacioppo, 1992).  

 

2.2.1 Curiosity 

      Curiosity is about asking questions and finding answers from daily life (William, 

2003). In other words, curiosity is people’s eager to investigate, learn and find more with 

exciting attention. It is the feeling of wanting to know then finding out (Hiscox, 2006). In 

addition, being curious is the process of seeking knowledge that they do not know 
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clearly even never heard before. Being curious is proactive and explorative. Different 

people have different personal responses of curious contributing different results, which 

fit to different goals or learning styles (Meadows, 2006). Past research showed that 

curious refers to the desire of investigating, finding and learning. Also, curiosity benefits 

the meaning of life, close relationships, and experience (Todd and Steger, 2007).  

      In recent years, most researchers consider that curiosity contributes the interest 

as a predictor in development, learning, and motivation (Silvia, 2008). Based on past 

research, curiosity and motivation play the prime role in creating people’s attitudes that 

contribute the persons’ interest in increasing knowledge and expertise which result in 

better learning, education, and motivation. Also, it influences people’s desire to explore 

new things and build positive attitudes based on their own interest and purpose (Todd 

and Steger, 2007). For instance, the user can view the relative pages and click to the 

page of his/her interest by selecting a topic with their curiosity. For another side, the 

most recently visited pages were shown attitudes toward the users in each topic and 

the kinds of users’ current interest (Grcar, Dunja and Marko, 2005). Based on these, 

this study assumes that the curiosity of personality has the positive relationship with 

attitudes toward online advertising. 

 

2.2.2 Imagination 

      Imagination is considered as "a power of the mind," a "process" of the mind 

used for thinking, planning, creating, imaging, and forming opinion or a development of 

a concept of what already exists to the gain of new thinking (Bergstra and Van, 2010). 
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Different people have different image pictures in their mind even to the same thing. That 

is, imagination means the picture of imagining and ability contributing the images and 

sensations which perceive without hearing, watching, touching or other senses based 

on various experiences they may have had already or something that is of some 

interest to them (Perdue, 2003). However, the images almost come from learning in 

experience or from what happens around them, from what they see, hear, and touch. 

Combining these to create the image in their mind then develop it with personal feeling, 

thinking and attitudes calls imagination (Bergstra and van Vlijmen, 2010). Then 

imagination helps provide the large space to experience and understanding to 

knowledge. It also always plays a prime role in the learning process.  

      Imagination can express in other way through stories such as fairy tales. 

Consisted with this feature, it often becomes a source making imagining pleasurable 

and involving in emotional perception as attitude (Costa, et al., 2010). Imagination also 

plays a key role in invention. Past research showed if you are able to make up or 

create your own creative ideas for something already exist or no one has ever found it 

before, you are considered as an imaginative person. Imagination in this study can be 

defined as the people have the imagination about the product as the attitudes in their 

mind. This study assumes that the imagination has the positive relationship with 

attitudes toward online advertising.  
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2.2.3 Open-mindedness 

      Open-mindedness can be defined as someone who is willing to hear, consider 

and acceptance new ideas or to try new things with the positive attitudes if the 

information of the new ideas and new things makes sense (Antony, 1985). That is the 

reception of others’ new and different ideas, opinions from others if it can change her or 

his mind or share to others. In other words, open mindedness is even if you have your 

own opinion, you are still willing to listen to and hear an opposing or different view 

(William, 2003). Open-mindedness is the willingness to search actively based on 

personal favored beliefs, interest, experience of life, plans, or goals, and the weigh to 

change when it is available. They have the attitudes to know and willingness to accept 

the new things in their interesting area (Antony, 1985). The main benefit of open-

mindedness is better able to predict what others will behave (Ross et al., 2009).  

      For leaders, open-mindedness is a term of listening to ideas or options from 

every possible corner and then weighing them in their thought processes before making 

conclusions. That is, open-mindedness is held in high regard for a successful leader. 

They should strive to be more open minded. In truth, open-mindedness does not require 

that every idea should be seriously (Philip, 1982). Not just for leaders, that’s also a 

positive relationship between openness and social media use (Correa et al., 2010). For 

instance, openness was an important predictor of general Internet use (McElroy et al., 

2007). The individuals high on the trait of openness to experience were more positive in 

attitudes on online usage such as prefer to write on blog (Guadagno et al., 2008). 

Online advertising always displays in search engines, blogs, news sites and social 
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networking (Andrei, et al., 2008). However, innovation is the new trend of advertising, 

open-minded person is looking forward to also easy to accept (Watson, 1996). Combine 

this and definition of open-mindedness, this study assumes that open-mindedness has 

the positive relationship with attitudes toward online advertising. 

 

2.3 Internet Experience 

      Based on past research, Internet experience can be defined as the history of 

internet use and internet usage frequency by internet users through the internet browser 

(Lawton, 2012). Moreover, the aims of internet experience are that the internet users 

have the request for product information, news, personal relationship, shopping on line, 

even business. Prior research conducted in seven European countries: the Czech 

Republic, Hungary, Lithuania, Poland, Romania, Slovakia and Ukraine found that 85 per 

cent of the respondents recognize to click advertisements online (Kanfer, 1999). In 

China, the online advertising market soared 56.2 percent year-on-year which is worth 

RMB 14 billion (USD 2.2 billion) in the first quarter of 2012 (Zhang, 2012). Moreover, 

Interactivity is a factor that contributes to consumers perceptions. Based on the huge 

internet ads market in China, by understanding internet users attitude towards 

advertising, designers and marketers can contribute more effective advertising designs, 

then much easier to get the success. The history of internet browser clicks and the 

usage of internet users are the director of online advertising clicks.  

      For instance, Fernandez (2000) indicated that the context of Yellow pages helps 

researchers to understand goal-oriented consumer’s responses toward advertising trend. 
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From an internet user’s perspective, advertising may be not perceived to be relevant to 

his or her current needs, but it can create the brand image in their mind with the 

attitudes and motivate further action. On the other hand, the result of positive attitudes 

toward online advertising will influence ads effectiveness and result in brand awareness 

or internet spending such as transaction of purchase. Figure 2.2 and 2.3 show the 

usage patterns of Chinese internet users from 1999-2012. 

  

Figure 2.2: Chinese Internet Users’ Usage Patterns  

Source: Lawton (2012) 

  

Figure 2.3: Chinese Internet Users by Usage Patterns –Financial Usage 

Source: Lawton (2012) 
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Figure 2.4: Chinese Internet Users by Usage Type (in Millions of Users)  

Source: Lawton (2012) 

      Based on the figure shown above, as the chart room is popular in China, they 

use such as MSN, QQ instead of Email for saving time and gaining the response 

immediately. The result is that Email is going down. On the other hand, the top one is 

search and the huge potential market of internet is that the number of internet users 

who prefer playing games online goes down a little at the beginning of year 2010. In 

addition, Chinese internet users always spend time online in financial usage includes: 

Stock Trading, Travel Bookings and Group Buying with the huge increase of E-

Commerce/ online shopping, followed by online payment banking around 33 percent at 

the beginning of 2012. For Usage types by internet users in China the favorite one is 

search with 407 million internet users and gaming has 324 million internet users, followed 

by Social media, Micro blogging, E-Commerce/online shopping and group buying. 
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2.3.1 Internet Usage Frequency 

      Internet usage frequency can be defined as the time spending online with the 

usage patterns by internet users (Chak and Louis, 2004). Mostly, frequency of Internet 

users by users’ personality tends to be lonely and mostly lack of the emotion with lower 

social skills (Li and Gill, 2005). Furthermore, users' gender and age heavily influence in 

their spending time online. The internet users tend to be younger males. That is, the 

age difference as a predictor plays a key role in internet usage frequency. Younger 

remain more frequently and more intensely compared to the older by internet users. In 

regard to the gender, men prefer surfing the web and playing online games while 

women are willing to shop online and chat online (Gross, 2004). However, either men or 

women who are addicted to the Internet are interested in online communication such as 

e-mail, OICQ, online games, online shopping and chart online. In addition, full-time 

students prefer spending more time online (Chak and Louis, 2004). Additionally, the 

main factors affecting frequency of Internet use are personal interest, location of use, 

type of Internet connection, working status, speed of internet and personal purpose 

(Christos, 2000). 

   For Chinese students, men have more computer skills than women (Cho et al., 

2008). Undergraduates have higher preferences for online communication via e-mail, 

QQ, chart room with friends compared to other education level groups. Also, higher 

educated people use the Internet more and their use is more about information oriented, 

while the less educated are more interested in the online entertainment (Heinz, 2002). 

In addition, higher frequency of Internet users indicates higher scores on online 
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communication and other relative behavior (Stacy and Sukanya, 2006).  However, past 

research focused on analyzing the internet users from different groups which are 

characteristics and usage patterns (Gupta and Chatterjee, 1997; Sivadas, Grewal, and 

Kellaris, 1998). For instance, the increasing number of internet users in frequency is not 

just communication, shopping but also entertainment and information (Cho et al., 2003). 

Similarly, December (1996) showed that the reason for people’s frequency of using the 

Internet is communication, interaction, and information. Moreover, Internet usage has 

higher utility for personal purpose such as study (Newhagen and Rafaeli 1996). 

Likewise, the famous functions of usage frequency are information, entertainment, 

personal utility, and interpersonal integration (Papacharissi and Rubin 2000). Combined 

these, the internet usage frequency plays a major role in internet user’s attitude (Cho et 

al., 2008). This paper extends additional aspects of Internet usage including reasons for 

using the Internet, specific activities and usage time which are relative to attitudes 

toward online advertising. 

 

2.3.2 Internet Browsing History 

      Internet browsing history can be defined as the user profiling providing the user 

with his/her interest-focused, require-based online search history or previously visited 

Web pages (Grcar, Dunja and Marko, 2005). For instance, a system uses the Internet 

Explorer tomaintain a dynamic user profile for building topic ontology. The user can 

view the relative pages and clicks to the page of his/her interest by selecting a topic. 

For another side, the most recently visited pages was shown interest of the user in 
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each topic and the kinds of user’s current interest that is the term interest-focused 

browsing history (Grcar, Dunja and Marko, 2005). Personal web search is the process 

of people reach individual information goals (Wang et al., 2009). Similarly, another 

system called browsing support system is built by user's interests and most used 

keywords are based on a user's browsing history (Xavier and Hussherr, 2003).  

      Also, the keyword selections are reflecting a user’s interest. This can improve 

the accuracy of the comparison between a user profile and a document profile (Hans, 

2001). In addition, based on past research, users' gender and age heavily influence 

their Web browsing behaviors. The internet users tend to prefer online shopping through 

the online advertising. That is, Web pages visited by similar users may be relative to 

similar demographic tendency, and users would always visit similar Web pages with 

their similar demographic information (Sun et al., 2007). 

 

2.4 Attitudes Toward Online Advertising 

Attitudes toward online advertising have cognitive and affective antecedents 

together (Ducoffe, 1996). In other words, the collection of weighted evaluations of 

perceived attributes and consequences of products is attitudes toward online advertising 

(Brackett and Carr, 2001). Based on online advertising to be informative and trustworthy 

(John, 1989), consumers’ attitudes toward advertising become more and more important 

because it likes a predictor that influences consumers’ exposure, attention, and reaction 

to ads effectiveness (Alwitt and Prabhakar, 1992). Consumers’ attitudes toward online 

advertising are a positive predictor of online ads clicking. In other words, the more positive 
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attitudes toward online advertising the person has, the more likely he or she will click on 

advertisements (Wang, Sun, Lei and Toncar, 2009). Based on the past research, most 

researchers examined that the information seeking, economy, entertainment, value 

corruption, credibility were significant predictors of attitudes toward online advertising 

(Sun et al., 2010). Aaker (2006) indicate that online advertising has continually affected in 

building awareness, creating brand image, transaction of internet, message association, 

brand loyalty and even future sales. The attitude toward the web advertising is the reader’s 

perception towards the web advertisement. It is an important factor which affects the 

purchase intention and the effectiveness of web advertisement (Ng, 2003). Chang and 

Thorson (2004) showed that the positive attitude toward the advertisement provides 

higher purchase intention. Moreover, the attitudes toward web advertisement also have 

the positive relate to the brand aware and purchase intention (Bagozzi and Moore, 1994).  

      Online advertising in China will continue increasing with the growth of internet 

users. That is, with China joining WTO and becoming more a global player, more and 

more advertising companies find that the online advertising become the most effective 

means in their global marketing efforts. So the foreign advertising companies prefer 

entering internet advertising market in China. If they want to make success they must 

clearly understand Chinese demographic, personality and whether internet experience 

can influence the positive attitudes toward online advertising. In contrast, to customers, 

Ducoffe (1996) stated that entertainment, irritation and informativeness as prime factors 

support consumers evaluations of advertising values and even attitudes toward ads. 

Based on these factors, the advertisers can make more effective online advertising 
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through understanding what kinds of Chinese demographics, personality and internet 

experience that can influence the positive attitudes toward online advertising. It is easier 

and more effective for customers to view the online advertising that they really want to 

view and help them making easier purchase decision. It can save time and increase the 

customer’s satisfaction. 

 

2.5 Previous Research 

      Online advertising is very popular in previous research. Moreover, attitude 

toward online advertising is a major predictor of online advertising. Previous research 

were measured the relationship between demographic factors and attitudes toward 

online advertising. Shavitt, et al., (1998) argue that possibly man has more positive 

attitudes toward online advertising compare to female. Alwitt and Prabhaker (1992) 

indicated that higher educational level and income have the more positive attitudes 

toward online advertising. In sum, Brackett and Carr (2001) studied the consumer and 

mature student different attitudes toward online advertising compare to other media. 

The research came clear that the variables of demographics including college major, 

age, income, gender employment status are shown to affect the attitudes towards 

advertising. 

      For personality characters, previous researches were measured the relationship 

between personality and attitudes toward online advertising as well. Wehrli (2008) 

indicated that the five personality factors relate to people’s attitudes contribute behavior 

in a wide variety of contexts. Wehrli (2008) argue that Five Factor Model of personality 
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always use for psychology fields to predict attitudes and behaviors. Amichai (2002) 

studied the impact of personality characters on internet attitudes. They argue that 

personality is a major predictor of internet behavior. 

For internet experience, previous studies were measured the relationship 

between internet experience and attitudes toward online advertising. Fernandez (1995) 

argues that the context of Yellow pages helps researchers to understand goal-oriented 

consumer’s responses toward advertising trend. Cho et al., (2008) indicated that the 

internet usage frequency plays a major role in internet user’s attitude. 

      Moreover, previous studies measure the attitudes toward online advertising. 

Ducoffe (1996) studied the impact of advertising value on individual positive attitudes 

toward online advertising. Wang, Sun, Lei and Toncar (2009) draws conclusions 

regarding online behavior is a predictor of attitudes toward online advertising. Wolin et 

al. (2005) argue that advertising search online depend on their attitudes toward online 

advertising. Ng (2003) studied that the factors affecting attitudes toward online 

advertising and found that information, brief and online shopping are the predictor of 

attitudes toward online advertising. Wang, Sun, Lei and Mark (2009) indicated that the 

more positive attitudes toward online advertising are more behavior in online ad click. 

Korgaonkar and Wolin (2002) argue that the person who has more positive attitudes 

toward online advertising is more likely always use internet and shopping online.  
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2.6 Conceptual Framework 

 

Figure 2.6: The framework of factors that have an impact on attitudes toward online 

advertising 

      This framework exhibits the relationship between factors of demographics and 

attitudes towards online advertising. That is, how educational level, personal income 

and age will have the impact on the attitudes towards online advertising. It also exhibits 

the impact between the personality and attitudes towards online advertising. That is, 

how imagination, curiosity and open-mindedness will have the impact on the attitudes 

towards online advertising.  In addition, how internet browsing history and internet 

usage frequency will have the impact on the attitudes towards online advertising.  
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CHAPTER 3 

METHODOLOGY 
 

3.1 Research Design 

     A survey is a data collection tool used to gather information about individuals. 

Surveys are commonly used in psychology research to collect self-report data from 

study participants (Babbie, 1990). The benefits of survey are found in many ways. 

Surveys are relatively cheaper (especially self-administered surveys) compared to other 

methods. A survey is also useful in describing the characteristics of a large population. 

They can span the location bias through using mail, email or telephone. Hence, the 

respondents can be very large samples, making the results statistically significant even 

when analyzing multiple variables (Rogers and Banti, 2012). 

      In this study, pencil-paper surveys were used in order to collect data that were 

analyzed through computer program. Based on the survey of Chinese consumers, the 

questionnaire survey was designed by translating measurement from English to 

Chinese and then translating back into English for data analysis. The reason why the 

researcher conducted the survey in Chinese language was that it was easier for 

Chinese participants to read and understand 
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3.1.1 Research Framework 

      This study is divided into two parts. The first part is a Documentary research 

and the second part is a survey research. 

      Documentary research refers to studying information from thesis, internet, 

journals, statistics, textbooks, magazines and other related documents. 

      Survey research refers to studying how demographic factors, personality and 

internet experience that influence on attitudes toward online advertising among Chinese 

internet users.  

Process of research divided into 5 sections  

      Section1: To plan the research to study problems, construct conceptual 

framework and set objectives. 

      Section2: Construct the questionnaire then test reliability and improve the 

questionnaire, survey the population and sampling for introduction and control of adviser.  

      Section 3: Collect the information of questionnaire from the internet users in 

China. 

      Section 4: Use the methods as ANOVA, multiple regression and descriptive 

statistic of statistics program to find out the result of hypotheses and frame work. 

      Section 5: Conclude and discuss the research. 
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3.2 Population and Sample  

      The research is the questionnaire survey for the respondents who are the 

internet users in China.  

      The sample size of this research can calculate from Yamane (1973) for random 

sample size to study a research as below: 

               

n    =                  N___                      

                                   (1+Ne2) 

             n     =    Numbers of Sample 

            N     =    Population of sample (Population of sample in this study who are the 

internet users in China about 513,000,000  

(http://technode.com/2012/01/16/cnnic-report-half-china-netizens-are-weibo-users-b2c-

becomes-mainstream/) 

           e2     =   Proportion of error that is 0.05 or 5% (at 95% confidence level) 

    So,  

            n     =           ____513,000,000_____            

                                 1+513,000,000(0.05)2 

 

            n     =           399.99 samplings 

From equation the number of the research is 400 samplings. The respondents 

who were selected in this study at least need to have the internet skills. The skill in here 

means they should have the ability for used internet by themselves. 



 
 

37 

3.3 Variables of the Researched 

      Dependent Variable:  

      In this study, the dependent variable of the research is attitude towards online 

advertising. 

      Independent Variables: 

      The independent variables are demographic factors, personality and internet 

experience in this study. 

 

3.4 Research Instrumentation 

      The researcher constructed questionnaire by developing questionnaire items 

from text books, articles, journals, thesis, statistics and other related documents. Then 

questionnaire used for this research were analyzed in terms of the impact of 

demographic factors, personality and internet experience on online advertising in China. 

The questionnaire for this study required participants to respond to all items and 

demands that respondents take about 20 minutes to fill it. The instrument building 

process for this research was comprised of 4 parts shown as follows: 

 

Part 1: Demographic factors of respondents 

      In this part, the questionnaire consists of 6 questions regarding the respondents’ 

personal information: gender, age, occupation, education, personal income and status. 

The questions are developed from Shavitt, et al. (1998) and Ducoffe (1996). 
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Part 2: Personality factors of respondents 

      In this part, the questionnaire consists of 9 questions asking about the 

respondents’ perception on online advertising based on their personality factors, which 

the measurement is adapted from Curtis, Petty and Cacioppo (1992). 

 

Part 3: Internet experience of respondents 

      In this part, the questionnaire consists of 10 questions asking about the 

respondents’ behavior of online advertising based on their internet usage frequency, 

which the measurement is adapted from Lawton (2012) and internet browsing history is 

adapted from Grcar, Dunja and Marko (2005). 

 

Part 4: Attitudes toward online advertising 

      In this part, the questionnaire consists of 11 questions asking about the 

respondents’ attitudes toward online advertising (Goode and Harris, 2007; Wang, Sun, 

Lei and Toncar, 2009). 

 

Questions Categories Questionnaires items  

1. Demographic factors 1.1-1.6 

2. Personality  2.1-2.9 

3. Internet experience 3.1-3.10 

4. Attitudes toward online advertising 4.1-4.11 
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Five-point Likert scale was used to measure people’s opinion by the degrees of 

agreement with the all statements in the questionnaire. The range of each statements 

shows as follow: 

1 represents the respondents who choose strongly disagree. 

2 represents the respondents who choose disagree. 

3 represents the respondents who choose neutral. 

4 represents the respondents who choose agree. 

5 represents the respondents who choose strongly agree. 

 

3.5 Data Collection  

      The feature of survey is inexpensive, efficient and accurate by means of 

assessing information about the population (Zikmund, 2003). Specifying the form of data 

collection, Web-base is being increasingly used for survey. E-mail is a type of web base. 

The major benefit of using the E-mail for survey is saving time and money. That is, E-

mail survey can eliminate the need for paper resources which is also associated with 

distribution costs, and survey collection costs with the less feedback time. E-mail survey 

can eliminate location bias (Yun and Trumbo, 2000). However, the response bias of e-

mail survey is that not all the people are equally articulate and perceptive. On the other 

hand, pencil and paper is the other form of survey (Mehta, 2000). Although time is 

consuming and it is costly, the pencil and paper could get a more in-depth response 

from the subject. It was the most reliable form of surveys at one time. They were 

considered to provide the most accurate data. It is the most powerful form of surveys 
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(Schuman and Jordanbcd, 1990). Moreover, Guangxi Zhuang Autonomous Region is 

stated in the southern part of China. By the end of the year 2011, it has a total 

population of 51,990,000 which is the tenth among all the provinces in China. Guangxi 

is rich in ethnic customs including 25 minority groups. Zhuang people are the major 

ethnic group in Guangxi. The capital of Guangxi Province is Nanning which is a 

metropolis in China. Nanning is the cultural, political, education and economical center 

of Guangxi Province as well. Zhuang is the most popular language among minority 

groups. Considering a long summer and warm winter time in Guangxi, the most 

products are many kinds of tropical and subtropical crops. For economic hand, Guangxi 

GDP reaches 950.239 billion RMB ranking sixteenth among all the provinces in China 

(Guangxi news, 2012). In Guangxi, Guangxi news indicated that there are around 

3,847,826 people who have college diploma ranking eighteenth among all the provinces 

in China. Also, there are 4,200,000 internet users ranking fifteenth among all the 

provinces in China. In addition, according to urban per capita disposable income of 31 

provinces in 2011, Shanghai is the top one and the following one is Beijing, Guangxi is 

the thirteenth as the middle of the position with 19,572 RMB per person per year 

(Zhang, 2012). Therefore, this paper’s sampling respondents was drawn from the 

medium-sized province such as Guangxi in China. In addition, the sampling in this 

survey chose internet users by pencil paper respectively. Then the process of collecting 

the primary data starts from Sep. 15, 2012 to Oct. 15, 2012. All questionnaires will be 

distributed to the people who use internet. This study uses pencil and paper survey and 

two sections of the collecting data collection show as followed: 
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      Primary Data: primary data accomplished by questionnaires was used for 

analysis. The respondents were internet users in China. The researcher will collect the 

data from the completed questionnaires then use them to analyze and interpret the 

result. The program used to analyze the data is computer program.  

      Secondary Data: The sources of data collection are from text books, articles, 

journals, thesis, documents, statistics, news, magazines and other research related. 

 

3.6 Data Analysis 

      Hypothesis can be defined as a possible answer to the research question 

(Aaker, 2006). In this research, the researcher set the Hypotheses to examine the 

factors such as demographics, personality and internet experience influencing attitudes 

toward online advertising among Chinese customers. 

 

These Hypotheses are developed based on the conceptual framework as follow: 

Hypothesis 1 

      H1.1 There is a significant difference between age groups in terms of their 

attitudes toward online advertising. 

      H1.2 There is a significant difference between educational level groups in terms 

of their attitudes toward online advertising. 

      H1.3 There is a significant difference between personal income groups in terms 

of their attitudes toward online advertising. 
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Hypothesis 2 

      H2.1 Curious internet users are more likely to have positive attitude towards 

online advertising. 

      H2.2 Imaginative internet users are more likely to have positive attitude towards 

online advertising. 

      H2.3 Open-minded internet users are more likely to have positive attitude 

towards online advertising.  

Hypothesis 3 

      H3.1 Internet users with various internets browsing history will have more 

positive impact on attitude towards online advertising. 

      H3.2 Internet users with more internet usage frequency will have more positive 

impact on attitude towards online advertising. 

      Keller (2000) suggests using five range scales to collect the samples’ data; this 

research also used this scale for consistency. The score on a 5-point Likert Scales’ 

principle, the questionnaire of this research can be divided to 5 equally ranges which is 

0.8 each. 

       N (Width of the range) = (Max— Min)/ Level = (5—1)/5= 0.8 

After calculating the means, the scale used to interpret the level of opinion shows as 

follow: 

1.00 — 1.80: Strongly disagree (This range is considered as the least important level). 

1.81 — 2.60: Disagree (This range is considered as the low important level). 

2.61 — 3.40: Neutral (This range is considered as medium important level). 
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3.41 — 4.20: Agree (This range is considered as the higher important level). 

4.21 — 5.00: Strongly agree (This range is considered as the most important level).   

      In addition, the higher score means the more important the variables are as 

evaluative criteria. Moreover, after all samples data collected, they were summarized 

and analyzed in a readable and interpretable form. The type of statistical analysis such 

as ANOVA and multiple regressions were used to examine the Hypotheses in this study. 

In addition, the descriptive statistics was used to analyze demographic factors of the 

sample data. Pre-test was used to complete the questionnaires.  

 

3.7 Reliability Analysis 

      In statistics, reliability is the consistency of a measure. In other words, reliability 

is the correlation of an item, scale, or instrument with a hypothetical one which truly 

measures what is supposed to. Since the true instrument with a hypothesis is not 

available. There are four ways to estimate the reliability; that is, Inter-rater reliability, 

Test-retest reliability, Inter-method reliability and internal consistency reliability. Internal 

consistency was used in this thesis. In addition, it used Cronbach’s alpha model. For 

the internal consistency reliability coefficient, the most popular form is Cronbach’s alpha. 

It is commonly used as a measure of the internal consistency or reliability of a 

psychometric test score for a sample of examinees. When the true score is not 

measure at all and there is only the true score and there is no error component that is 

alpha equals 0. In addition, Cronbach’s alpha has cut-off criteria. For instance, in 

exploratory research the common cut-off is 0.60. However, alpha having at least 0.70 or 
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higher is considered "acceptable" in most social science research situations and many 

researchers required a cut-off 0.80 for a “good scale” (Cronbach, 1951). Hence, the 

researcher was chosen 30 samples to do the pretest before test all the samples. Then 

text all 395 samples as well. The result of the coefficients calculated by using 

Cronbach’s alpha score are shown as follows: 

Table 3.7.1: Reliability of personality factors, internet experience factors and attitudes 

toward online advertising (Cronbach’s alpha) 

Variable (Personality) Pre-test Actual Number of Items 

Curiosity         0.785          0.838                3 

Imagination         0.804       0.722          3 

Open-mined         0.790       0.831          3 

Variable(Internet Experience) 

Internet usage frequency         0.831       0.856          3             

Internet browsing history         0.703       0.870          7            

Variable(Attitudes toward online advertising) 

Attitudes toward online 
advertising 

0.759 0.916 11 

      Based on the above Table, Cronbach’s alpha score of pretest shown in Table 

3.7.1 are higher than 0.70 in all cases. That means the scale in this thesis as an 

instrument for measuring perception of consumer in this study has been confirmed. 

Specially, the alpha coefficient for the internet usage frequency items is 0.831, 

suggesting that the items have relatively high internal consistency. Moreover, the 
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Cronbach’s alpha score of total 395 samples are higher than 0.70 in all cases as well. 

Most of variables are higher than 0.80, suggesting that the items real has relatively high 

internal consistency which means that the items of this variable have relatively high 

internal consistency. 
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CHAPTER 4 

RESULTS 
 

4.1 Demographic of the Respondents 

      This part was the analysis of the demographic characteristics data of the 

respondents: age, education level and personal income of the internet users by using 

descriptive statistic (Frequency and percentage).  

      As a total of 400 questionnaires were sent out, 395 were completed (a 98.75 

percent response rate). For the respondents, 193 were females (48.9 %) and 202 were 

males (51.1 %) in this thesis. For the age side, the highest number of samples is the 

group of age between 18-25 years old with 86 respondents (21.8%). The lowest number 

of samples is the group of age over 55 years old with 45 respondents (11.4%). The 

occupation of the respondents can be separated into seven groups. They are groups of 

manager, self-employed, employee, civil servant, student, teacher and others. The 

highest number of respondent group is employee group with 23.5 percent. On the other 

hand, the lowest one is teacher group with 7.1 percent. For the educational level of the 

respondents, it can be separated into four groups. They are groups of under high 

school, high school diploma, undergraduate and post graduate or higher. The highest 

number of respondent group is undergraduate group with 37.2 percent. On the other 

hand, the lowest group is under high school with 10.9 percent. In addition, the monthly 
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personal income of the respondents can be separated into four groups. They are 

groups of personal income below 1,700 RMB, 1,700-5,000RMB, 5,001-10,000RMB and 

more than 10,000 RMB. The highest number of respondents group is the group of 

personal income below 1,700 RMB with 35.4 percent. On the other hand, the two lower 

groups are between 5,000-10,000 RMB and more than 10,000 RMB with 15.7 percent. 

Moreover, the marital status of the respondents can be separated into five groups. They 

are groups of single, in a relationship, engaged, married and divorced. The highest 

number of respondent group is married with 47.8 percent. On the other hand, the lowest 

group is engaged group just 1.5 percent. 

      In sum, most respondents are the group age between 18-25 years old which 

representing 21.8 percent. Then the majority of the respondents are employee with 23.5 

percent. In addition, most of them are undergraduate diploma with 37.2 percent. For the 

monthly personal income, most of them can gain below 1,700 RMB with 35.4 percent. 

And most respondents are already married with 47.8 percent. Summary of the 

demographic result of the respondents show as Table 4.1:  
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Table 4.1: The result of sample demographics 

 
 

Characteristics (N=395)                     Frequency                              Percentage  
 

 
Gender 
  Male                202                51.1 
  Female                 193                48.9 
 
Age (years old) 
  Under 18                 67                 17.0  
  18-25                   86                 21.8 
  26-35                   58                  14.7  
  36-45                   75                  19.0 
  46-55                   64                 16.2 
  Over 55                45                11.4 
 
Occupation     
   Manager                 40                  10.1 
   Self-employed              41                 10.4 
   Employee                93                 23.5 
   Civil servant               29                   7.3 
   Student                  91                 23.0 

Teacher                  28                   7.1 
Others                   73                18.5 

 
Education 
  Under high school            43                 10.9 
  High school diploma         124                31.4 
  Undergraduate            147                37.2 
  Post graduate or higher          81                  20.5 
 
Personal Income (Monthly; RMB) 
  Below 1,700              140                35.4 
  1,700-5,000              131                33.2 
  5,001-10,000                62                 15.7 
  More than 10,000             62                 15.7 
 
Marital Status 
  Single                 146                37.0 
  In a relationship              42                  10.6 
  Engaged                6                    1.5 
  Married                189                47.8 
  Divorced                 12                   3.0 
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4.2 Data Analysis and Findings 

4.2.1 ANOVA Analysis 

4.2.1.1 Results between Age and Attitudes Toward Online Advertising. 

      This part was analysis the result of Hypothesis between age and attitudes 

toward online advertising for respondents by ANOVA, to test if Hypothesis 1.1 is 

supported or not supported. 

      Hypothesis 1.1: There is a significant difference between age groups in terms of 

their attitudes toward online advertising. 

      The measurement properties of the composite measures of demographic 

characters (age) impacting on attitudes toward online advertising are shown in Table 

4.2.1, Table 4.2.2, Table 4.2.3 and Table 4.2.4. 

      From Table 4.2.1, the analysis of different age group on attitudes toward online 

advertising shows that all the components of the measure are strongly associated. Each 

age group has different impact on attitudes toward online advertising (F = 11.301; p < 

0.005). Post Hoc Tests (Table 4.2.2 and Table 4.2.3) shows the different impact on 

attitudes toward online advertising within different age group. In comparison, age 

between 18-25 years old group and age between 26-35 years old group produce 

significantly different result from age less than 18 years old group, age between 36-45 

years old group, age between 46-55 years old group and age more than 55 years old. 

As table 4.2.3 show that compared with other groups, age 18- 25 years old group and 

age 26-35 years old group are younger. Therefore, there are some significant 

differences between age groups’ attitudes toward online advertising. Concerning the 



 
 

50 

educational level factor, one-way ANOVA analysis of respondents data such as Table 

4.2.4 indicates that the group of age between 26-35 years old (Mean=3.5066, S.D. 

= .70491) has the most impact on attitudes toward online advertising which the 

respondents agreement level is agree. Compared to the group age under 18 years old 

(Mean=3.2694, S.D. = .40815), the group age between 18-25 years old (Mean=3.4997, 

S.D. = .56457) is more likely to impact attitudes toward online advertising. In addition, 

the respondents’ agreement level of the group age under 18 years old is neutral, while 

the respondents’ agreement level of the group age between 18-25 years old is 

agreement. However, the impact is going down from group age between 36-45 years 

old (Mean=3.0483, S.D. = .73810) to the group age between 46-55 years old 

(Mean=2.9792, S.D. = .58510), these two age groups shown the respondents 

agreement level are neutral. In contrast, the group age over 55 years old has the lowest 

attitudes toward online advertising (Mean=2.9538, S.D. = .57230) with the respondents’ 

agreement level is neutral. Therefore, the respondents’ age between 26-35 years old 

are more likely to have higher positive attitudes toward online advertising compared with 

the group of age over 55 years old. Combined with Table 4.2.1, Table 4.2.3 and Table 

4.2.4, p < 0.005 that means the Hypothesis H1.1 is supported.  
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Table 4.2.1: The analysis of different age group on attitudes toward online advertising 

by using one-way ANOVA 

ANOVA 

Attitudes toward online advertising 

 Sum of Squares df Mean Square F Sig. 

Between Groups 

Within Groups  

Total 

       20.728 

     142.705 

     163.433 

    5 

 389 

 394 

  4.146 

   .367 

11.301   .000 

 

Table 4.2.2: Post Hoc Tests (Tukey HSD). 

(I)Age (years old) (J)Age (years old) Mean Difference (I-J) Sig. 

Under 18 18-25 -.23025      .183 

26-35 -.23715      .248 

36-45  .22114      .253 

46-55  .29018      .070 

Over 55  .31563      .077 

18-25 Under 18  .23025      .183 

26-35  -.00690     1.000 

36-45  .45138*      .000 

46-55  .52043*      .000 

Over 55  .54587*      .000 

    



 
 

52 

26-35 (Con.) (J)Age (years old) Mean Difference (I-J) Sig. 

18-25  .00690 1.000 

36-45  .45829* .000 

46-55  .52733* .000 

Over 55  .55277* .000 

36-45 Under 18 -.22114 .253 

18-25 -.45138* .000 

26-35 -.45829* .000 

46-55  .06905 .985 

Over 55  .09449 .962 

46-55 Under 18 -.29018 .070 

18-25 -.52043* .000 

26-35 -.52733* .000 

36-45 -.06905 .985 

Over 55 .02544 1.000 

Over 55 Under 18 -.31563 .077 

18-25 -.54587* .000 

26-35 -.55277* .000 

36-45 -.09449 .962 

46-55 -.02544 1.000 

Note:* The mean difference is significant at the .05 level. 
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Table 4.2.3: Analysis of Post Hoc Tests (Tukey HSD) 

(I)Age (years old) (J)Age (years old) Mean Difference (I-J)      Sig. 

18-25 36-45 .45138      .000 

46-55 .52043      .000 

Over 55 .54587      .000 

26-35 36-45 .45829      .001 

46-55 .52733      .000 

Over 55 .55277      .000 

 

Table 4.2.4: Analysis of difference age groups impact on attitudes toward online 

advertising by using One-way –ANOVA (Descriptive) 

 N Mean Std. Deviation 

Under 18 67 3.2694 .40815 

18-25 86 3.4997 .56457 

26-35 58 3.5066 .70491 

36-45 75 3.0483 .73810 

46-55 64 2.9792 .58510 

Over 55 45 2.9538 .57230 

Total 395 3.2294 .64405 
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4.2.1.2 Results between Educational Level and Attitudes Toward Online Advertising    

      This part was analysis the result of Hypothesis between educational level and 

attitudes toward online advertising for respondents by ANOVA, to test if Hypothesis 1.2 

is supported or not supported. 

      Hypothesis 1.2: There is a significant difference between educational level 

groups in terms of their attitudes toward online advertising. 

      The measurement properties of the composite measures of demographic 

characters (educational level) impact on attitudes toward online advertising are shown in 

Tables 4.2.5, Table 4.2.6, Table 4.2.7 and Table 4.2.8.  

          From Table 4.2.5, the analysis of different educational level group on attitudes 

toward online advertising shows that all the components of the measure are strongly 

associated. Each educational level group has different impact on attitudes toward online 

advertising (F= 34.261; p < 0.005). Post Hoc Tests (Table 4.2.6 and Table 4.2.7) shows 

that the difference impacts on attitudes toward online advertising within different 

educational level group. The high school diploma group, undergraduate group and post 

graduate or higher of respondents produce significantly different result. From Table 

4.2.6, compared to other groups, the highest different result is the post graduate school 

group and under high school group. Moreover, the undergraduate group also has the 

higher difference with under high school group. Undergraduate group and post graduate 

or high group has no different result which means the undergraduate group and post 

graduate or higher group have a lot of differences with lower educational level group. 

Therefore, there are some significant differences between educational level groups’ 
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attitudes toward online advertising. Concerning the educational level factor, one-way 

ANOVA analysis of respondents data such as Table 4.2.8 indicate that, the 

respondent’s groups of educational level at post graduate or higher (Mean=3.4609, S.D. 

= .75949) has the highest positive impact on attitudes toward online advertising and the 

agreement level of the respondent is agree. Undergraduate group (Mean=3.4459, S.D. 

= .56488) with agree level and the group of educational level at high school diploma 

(Mean=3.0512, S.D. = .49840) and the agreement level of the respondent is neutral. 

The group of educational level under high school (Mean=2.5672, S.D. = .38195) has 

less positive impact on attitudes toward online advertising and the agreement level of 

the respondent is disagree. Therefore, the educational level is an important predictor of 

attitudes toward online advertising. Considered with mean of each group, the highest 

one is post graduate or higher group, followed by undergraduate group, high school 

diploma group and the lowest one is under high school group. Hence, higher 

educational level is more likely to have more positive attitudes toward online advertising 

even just a few. Combined with p < 0.005 means the Hypothesis H1.2 is supported.  

Table 4.2.5: The analysis of different educational level group on attitudes toward online 

advertising by using one-way ANOVA 

ANOVA 

Attitudes toward online advertising       

 Sum of Squares df Mean Square F Sig. 

Between Groups 

Within Groups  

Total 

      34.019 

     129.414 

     163.433 

    3 

 391 

 394 

     11.340 

         .331 

34.261  .000 
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Table 4.2.6: Post Hoc Tests (Tukey HSD) 
(I)Education level (J)Educational level Mean Difference (I-J)     Sig. 

Under high school High school diploma  -.48400*     .000 

Undergraduate  -.87864*     .000 

Post graduate or higher  -.89365*     .000 

High school diploma Under high school   .48400*     .000 

Undergraduate  - .39464*     .000 

Post graduate or higher  - .40965*     .000 

Undergraduate  Under high school    .87864*     .000 

High school diploma  .39464*     .000 

Post graduate or higher  - .01501     .998 

Post graduate or 

higher  

Under high school  .89365*     .000 

High school diploma  .40965*     .000 

Undergraduate   .01501     .998 

Note:* The mean difference is significant at the .05 level. 
 

Table 4.2.7: Analysis of Post Hoc Tests (Tukey HSD) 
(I)Education level (J)Educational level Mean Difference (I-J)    Sig. 

High school diploma Under high school   .48400*    .000 

Undergraduate  Under high school   .87864*    .000 

High school diploma .39464*    .000 

Post graduate or 

higher  

Under high school .89365*    .000 

High school diploma .40965*    .000 

Note:* The mean difference is significant at the .05 level. 



 
 

57 

Table 4.2.8: The analysis of different educational level group on attitudes toward online 

advertising by using one-way ANOVA (Descriptive) 

 N Mean Std. Deviation 

Under high school  43 2.5672 .38195 

High school diploma 124 3.0512 .49840 

Undergraduate 147 3.4459 .56488 

Post graduate or higher  81 3.4609 .75949 

Total 395 3.2294 .64405 

 

4.2.1.3 Results between Personal Income and Attitudes Toward Online Advertising   

      This part was analysis the result of Hypothesis between personal income and 

attitudes toward online advertising for respondents by ANOVA, to test if Hypothesis 1.3 

is supported or not supported.       

            Hypothesis 1.3: There is a significant difference between personal income 

groups in terms of their attitudes toward online advertising. 

      The measurement properties of the composite measures of demographic 

characters (personal income) impact on attitudes toward online advertising are shown in 

Tables 4.2.9, Table 4.2.10, Table 4.2.11 and Table 4.2.12. 

      From Table 4.2.9, the analysis of different personal income group on attitudes 

toward online advertising shows that all the components of the measure are strongly 

associated. Each personal income group has different impact on attitudes toward online 

advertising (F = 52.194; p < 0.005). Post Hoc Tests (Table 4.2.10 and Table 4.2.11) 
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shows that the difference impacts on attitudes toward online advertising within different 

personal income group. In comparison, the personal income per month 5,001-10,000 

RMB group and more than 10,000 RMB of respondents produce significantly different 

result. As Table shown in 4.2.11, compared to others group, the highest different result 

is the group of personal income at 1,700-5,000 RMB and the group of personal income 

at more than 10,000 RMB. In addition, the personal income below 1,700 RMB group 

also has the higher difference than more than 10,000 RMB group. Compared to other 

groups, the lowest different result is the group between below 1,700 RMB and 5,001-

10,000 RMB. Moreover, 5,001-10,000 RMB group and more than 10,000 RMB group 

have a few different result which means the 5,001-10,000 RMB group and more than 

10,000 RMB group have a lot of differences with lower educational level group. 

Therefore, different personal income affects the respondents’ attitudes toward online 

advertising.  

      As shown in Table 4.2.12, concerning the personal income factor, one-way 

ANOVA analysis of respondents data such as Table 4.2.9 indicates that the group of 

respondents of personal income per month more than 10,000 RMB(Mean=3.8585, S.D. 

= .46076) has most positive impact on attitudes toward online advertising and the 

agreement level of the respondents is agree. The group of respondents of personal 

income per month 5,001-10,000 RMB (Mean=3.5866, S.D. = .48573) also produces 

more positive impact on attitudes toward online advertising and the agreement level of 

the respondents is agree, and the group of respondents of personal income per month 

below 1,700 RMB (Mean=3.0444, S.D. = .53704) with the agreement level of the 
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respondents is neutral. Compared to others group, the group of respondents of personal 

income per month 1,700-5,000 RMB (Mean=2.9602, S.D. = .61561) produces the least 

positive impact on attitudes toward online advertising and the agreement level of the 

respondents is neutral. Therefore, the personal income per month more than 10,000 

RMB group of respondents is most likely to have higher positive attitudes toward online 

advertising. Then the personal income per month 5,001-10,000 RMB group of 

respondents is more likely to have higher positive attitudes toward online advertising. 

Compared to other groups, the group of respondents whose personal income per month 

is below 1,700 RMB is least likely to have higher positive attitudes toward online 

advertising. Hence, the personal income is an important predictor of attitudes toward 

online advertising. Considered with mean of each group, it indicates that higher 

personal income is more likely to have more positive attitudes toward online advertising. 

Combined with Table 4.2.9, Table 4.2.11 and Table 4.2.12, p < 0.005 that means the 

Hypothesis H1.3 is supported.  

 

Table 4.2.9: The analysis of different personal income group on attitudes toward online 
advertising by using one-way ANOVA 

ANOVA 
Attitudes toward online advertising 

 Sum of Squares df Mean Square F Sig. 

Between Groups 

Within Groups  

Total 

     46.734 

    116.699 

    163.433 

    3 

 391 

 394 

 15.578 

    .298 

52.194   .000 
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Table 4.2.10: Post Hoc Tests (Tukey HSD) 

(I) Personal Income 

(RMB/Per month) 

(J) Personal 

Income 

Mean Difference 

(I-J) 

Sig. 

Below 1,700 1,700-5,000 .8420 .475 

5,001-10,000 -.54218* .000 

More than 10,000 -.81412* .000 

1,700-5,000 Below 1,700 -.08420 .475 

5,001-10,000 - .62638* .000 

More than 10,000 - .89832* .000 

5,001-10,000 Below 1,700  .54218* .000 

1,700-5,000 .62638* .000 

More than 10,000 - .27194* .030 

More than 10,000 Below 1,700 .81412* .000 

1,700-5,000 .89832* .000 

5,001-10,000 .27194* .030 

Note:* The mean difference is significant at the .05 level. 

  
Table 4.2.11: Analysis of Post Hoc Tests (Tukey HSD); (I): (RMB per month) 

(I) Personal Income (J) Personal Income Mean Difference (I-J)    Sig. 

5,001-10,000 Below 1,700   .54218*    .000 

1,700-5,000 .62638*    .000 

More than 10,000 Below 1,700 .81412*    .000 

1,700-5,000 .89832*    .000 

 5,001-10,000    .27194*   0.030 

Note:* The mean difference is significant at the .05 level. 
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Table 4.2.12: The analysis of different personal income group on attitudes toward online 

advertising by using one-way ANOVA (Descriptive) 

Personal income (RMB) N Mean Std. Deviation 

Below 1,700 140 3.0444 .53704 

1,700-5,000 131 2.9602 .61561 

5,001-10,000 62 3.5866 .48573 

More than 10,000 62 3.8585 .46076 

Total 395 3.2294 .64405 

 

4.2.2 Correlation Analysis 

      This part was analysis the result of Hypothesis between demographic characters 

and attitudes toward online advertising for respondents by correlation. 

      Considering the demographic characters correlative with attitudes toward online 

advertising, Table 4.2.13 shows that different demographic characters produce different 

result in attitudes toward online advertising. Age, educational level and personal income 

all have the correlation with attitudes toward online advertising. Attitudes toward online 

advertising have more positive correlation with both education level and personal 

income which means that when the educational level increases the attitudes toward 

online advertising may increase, or the attitudes toward online advertising will increase 

when personal income of the respondents increases. Age of the respondents has a few 

negative correlations with attitudes toward online advertising. Moreover, age has the 

negative correlation with educational level and positive correlation with personal income. 
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It means that the personal income will increase when the age of respondent increases 

and the educational level will decrease when the age of respondent increases. Also, 

educational level has the positive correlation with personal income. The respondents 

whose educational levels are higher are more likely to gain more personal income.  

 

Table 4.2.13: The correlation between demographic characters and attitudes toward 

online advertising of the respondents 

 Age Education Personal income ATOA 

Age     Pearson Correlation 

             Sig. (2-tailed) 

             N 

1 

 

395 

 -.221** 

  .000 

   395 

 .313** 

 .000 

  395 

-.268** 

 .000 

  395 

Education Pearson Correlation 

              Sig. (2-tailed) 

              N 

-.221** 

 .000 

  395 

      1 

 

   395 

  .464** 

   .000 

    395 

 .418** 

  .000 

   395 

Personal Income Pearson Correlation 

             Sig. (2-tailed) 

             N 

 .313** 

 .000 

  395 

  .464** 

  .000 

   395 

       1 

 

    395 

  .468** 

  .000 

   395 

ATOA    Pearson Correlation 

            Sig. (2-tailed) 

            N 

-.268** 

 .000 

  395 

  .418** 

  .000 

   395 

   .468** 

   .000 

    395 

      1 

 

   395 

Notes:  (1) ATOA here means attitudes toward online advertising. 

           (2) Correlation is significant at the 0.01 level (2-tailed). 
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4.2.3 Linear Regression Analysis  

      This part was analysis the personality and internet experience of respondents 

on attitudes toward online advertising by using linear regression. The following equation 

will be use to analyze the relationship between independent variables and dependent 

variable:  

          Y=a+B2X1+B2X2+B3X3+……+BKXK  

Where: 

a= the constant (point at which line crosses Y axis) 

B1= (regression coefficient) for variable X1 

B2= (regression coefficient) for variable X2 

B3= (regression coefficient) for variable X3 

Bk= (regression coefficient) for variable Xk 

 

4.2.3.1 Result of Personality on Attitudes Toward Online Advertising 

      The researchers setting the Hypothesis testing the personality have positive 

impact on attitudes toward online advertising. This part was test the Hypothesis are 

supported or not supported. Table 4.2.14 and Table 4.2.15 are analysis the Hypothesis 

result of personality on attitudes toward online advertising by using linear regression. 

Table 4.2.16 shows the options of the respondents of agreement level. 

Hypothesis: 

      2.1: Curious internet users are more likely to have positive attitude towards 

online advertising. 

      2.2 Imaginative internet users are more likely to have positive attitude towards 
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online advertising. 

      2.3 Open-minded internet users are more likely to have positive attitude towards 

online advertising.  

      Table 4.2.14 shows that the multiple coefficient (R) is 0.833, suggesting 

reasonably good correlation between all the influencing factors taken together and the 

attitudes toward online advertising, also the adjusted R square figure of 0.692 suggests 

that they can explain 69.2 percent of the variance, leaving just 30.8 percent unexplained. 

It can predict the deep impact of personality characters on attitudes toward online 

advertising. What’s more, as shown in Table 4.2.15, regarding the analysis of variance, 

the statistical significance is 0.000 which is below the significant level or alpha level 

(p=0.05). It means that the result of the analysis is validity, and is significant for the 

Hypothesis test. In other words, the analysis of relationships between all influencing 

factors and attitudes toward online advertising can be accepted. Therefore, the 

Hypothesis H2.1, H2.2 and H2.3 are supported. It means that personality has the 

impact on attitudes toward online advertising.  

      Table 4.2.14 also suggests that a person’s attitudes toward online advertising 

can be influenced by personality characters such as curiosity, imagination and open-

minded. For curiosity, imagination and open-minded p＜0.005, showing that all these 

factors can influence significantly the attitudes toward online advertising. As shown in 

Table 4.2.15, in general, open-minded influence the attitudes toward online advertising 

(0.431 or 43.1 percent), followed by imagination, the second most influential effect 

(0.265 or 26.5 percent) and curiosity is the least influential effect (0.232 or 23.2 percent). 
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In addition, the Table 4.2.15 shows that the variance that can predict the constant is 

personality characters. Therefore, the reasonable linear regression equation for 

respondents as: 

ATOA= 0.779+0.179(curiosity) +0.241(imagination) +0.329(open-minded) 

Where, ATOA in here is Attitudes toward online advertising. 

      The t-value of personality or constant at 9.069, curiosity character = 5.151, 

imagination character = 5.737 and open-minded character = 10.587. Considered the 

open-minded character = 10.587 with the highest beta of 0.431, it therefore appears 

that for many internet users, personality has the impact on attitudes toward online 

advertising. Open-minded is the most important characters of personality which impacts 

on attitudes toward online advertising. Thus, when considered with the sig. value, all of 

the variance are below the level of significant or the alpha level (p= 0.05) for the 

hypothesis test. It means the curiosity, imagination or open-minded internet users are 

more likely to have a positive impact on attitudes toward online advertising. 

      In sum, Table 4.2.16 shows the respondents’ opinions on the level of agreement 

of personality characters to the respondents. Based on 5-point rating scales, the 

means=3.25 with S.D. = 0.935 at the range from 2.61 to 3.40 and shows the agreement 

level of the respondents is neutral in this thesis. As already discussed in chapter 3, 

personality consists of three drivers. Analysis of each driver show as follows: 

      Curiosity driver was constituted with three questions in the questionnaire. The 

mean=3.23, S.D. = 0.953 show that the agreement level of the respondents is neutral 

on respondents’ personality. In addition, all the questions in this item indicate the 
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neutral level. 

      Imagination driver was constituted with three questions in the questionnaire. The 

mean=3.16, S.D. = 0.878 show that the agreement level of the respondents is neutral 

on respondents’ personality. In addition, all the questions in this item indicate the 

agreement level of the respondents is neutral. 

      Open-minded driver was constituted with three questions in the questionnaire. 

The mean=3.37, S.D. = 0.975 show that the agreement level of the respondents on 

respondents’ personality is neutral. In addition, question 1 and 2 in this item indicate 

that the agreement level of the respondents is agree and question 3 is neutral. The 

result of Hypothesis testing shows show as Table 4.2.16. 

Table 4.2.14: Result of Hypothesis between personality and attitudes toward online 

advertising for respondents by using linear regression 

Model R Adjusted R Square Std. Error of the Estimate   F  Sig 

1 .833 a          .692            .35760 295.674  .000 a 

a. Predictors: (Constant), curiosity, imagination, open-minded. 
Table 4.2.15: Result of Hypothesis between personality and attitudes toward online 

advertising for respondents by using linear regression 

 Unstandardized 
Coefficients 

Standardized 
Coefficients 

  

 B Beta T Sig. 
Regression     
(Constant)  .779    9.069  .000 
Curiosity  .179  .232  5.151  .000 
Imagination  .241  .265  5.737  .000 
Open-minded  .329  .431 10.587  .000 
Significant level=0.05 
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Table 4.2.16: The level of agreement of the sample on personality factors 
 Personality Mean S.D. Level of 

agreement 

Curiosity 
2.1 If my favorite brand has new online 

advertising, I want to view as soon as possible. 

3.30 .988 Neutral 

2.1 Online advertising can create my motivation 

on the brand. 

3.17 .904 Neutral 

2.3 I would like to find more online advertising 

of my favorite brand. 

3.23 .967 Neutral 

Total 3.23 .953 Neutral 

Imagination 
2.4 Online advertising can easy create the 

brand image in my mind. 

3.22 .950 Neutral 

2.5 I always think about my favorite brand. 2.95 .840 Neutral 

2.6 Online advertising helps me keep up-to date 

about products and services that I need. 

3.31 .844 Neutral 

Total 3.16 .878 Neutral 

Open-minded 
2.7 I can accept the innovation of online advertising. 3.52 1.003 Agree 

2.8 I can accept all kinds of advertising  

(eg: funny, meaningful). 

3.55 .956 Agree 

2.9 I can accept all types of advertising  

(eg: button, pop-up advertising). 

3.04 .967 Neutral 

Total 3.37 .975 Neutral 

Personality total 3.25 .935 Neutral 
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Note:  (1) n in here is 395 

 (2) 5-point rating scale, where 1= strongly disagree to 5= strongly agree. 

 

4.2.3.2 Result of Internet Experience on Attitudes Toward Online Advertising    

      The researcher sets the Hypothesis testing that the internet experience has 

positive impact on attitudes toward online advertising. This part was test the Hypothesis 

are supported or not supported. Table 4.2.17 and Table 4.2.18 are analysis the 

Hypothesis result of personality on attitudes toward online advertising by using linear 

regression. Table 4.2.19 shows the options of the respondents of agreement level.      

Hypothesis: 

      H3.1 Internet users with various internets browsing history will have more 

positive impact on attitude towards online advertising. 

      H3.2 Internet users with more internet usage frequency will have more positive 

impact on attitude towards online advertising. 

      Table 4.2.17 shows that the multiple coefficient (R) is 0.812, suggesting 

reasonably good correlation between all the influencing factors taken together and the 

attitudes toward online advertising, also the adjusted R square figure of 0.657 suggests 

that they can explain 65.7 percent of the variance, leaving just 34.3 percent unexplained. 

It can predict the deep impact of internet experience on attitudes toward online 

advertising. In addition, as shown in Table 4.2.17, regarding the analysis of variance, 

the statistical significance is 0.000 which is below the significant level or alpha level 

(α=0.05). It means that the result of the analysis is valid, and is significant for the 
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Hypothesis test. In other words, the analysis of relationships between all influencing 

factors and attitudes toward online advertising can be accepted. Therefore, the 

Hypothesis H3.1 and H3.2 are supported. It means that internet experience has the 

impact on attitudes toward online advertising.  

      Also, Table 4.2.17 suggests that a person’s attitudes toward online advertising 

can be influenced by internet experience such as internet usage frequency and internet 

browsing history. For internet usage frequency and internet browsing history, p＜0.005, 

show that both two factors can influence significantly the attitudes toward online 

advertising. As shown in Table 4.2.18, in general, internet browsing history influences 

the attitudes toward online advertising (0.669 or 66.9 percent), followed by internet 

usage frequency, the second most influential effect (0.182 or 18.2 percent). In addition, 

the Table 4.2.18 shows that the variance that can predict the constant is internet 

experience. Therefore, the reasonable linear regression equation for respondents as: 

ATOA= 0.812+0.126(IUF) +0.628(IBH)  

Where, ATOA here is Attitudes toward online advertising; IUF here is internet 

usage frequency; IBH here is internet browsing history.   

      The t-value of internet experience or constant at 9.012, internet usage frequency 

factor = 4.186 and internet browsing history = 15.391. Considered the internet browsing 

history = 15.391 with the highest beta of 0.664, it therefore appears that for many 

internet users, internet experience has the impact on attitudes toward online advertising. 

Internet browsing history is the most important factor of internet experience impacting 

on attitudes toward online advertising. Thus, when considered with the sig. value, all of 
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the variance are below the level of significant or the alpha level (α= 0.05) for the 

Hypothesis test. It means the internet users are more likely to have a positive impact on 

attitudes toward online advertising with higher internet usage frequency and internet 

browsing history. 

      In sum, Table 4.2.19 shows the respondents’ opinions on the level of agreement 

of internet experience to the respondents. Based on 5-point rating scales, the means= 

3.2665 with S.D. = 0.975315 at the range from 2.61 to 3.40 and shows that the 

agreement level of the respondent is neutral in this thesis. As already discussed in 

chapter 3, internet experience consists of two drivers. Analysis of each driver is shown 

as follows: 

      Internet usage frequency driver was constituted with three questions in the 

questionnaire. The mean=3.36, S.D. = 1.04533 show the agreement level of 

respondents is neutral on respondents’ internet experience. In addition, questions 1 and 

2 indicate that the agreement level of respondents is neutral and question 3 indicate 

that the agreement level of respondents is agreed. 

      Internet browsing history driver was constituted with seven questions in the 

questionnaire. The mean=3.173, S.D. = .9053 show the agreement level of respondents 

is neutral on respondents’ internet experience. In addition, all the questions in this item 

indicate that the agreement level of respondents is neutral except question 9 which 

indicates that the agreement level of respondents is agreed. The result of hypothesis 

testing shows as Table 4.2.19. 
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Table 4.2.17: Result of Hypothesis between internet experience and attitudes toward 

online advertising for respondents by using linear regression 

Model R Adjusted R Square Std. Error of the Estimate  F  Sig 

1 .812 a  .657  .37699  378.965 .000 a 

a. Predictors: (Constant), internets browsing history, internet usage frequency 

 

Table 4.2.18: Result of Hypothesis between internet experience and attitudes toward 

online advertising for respondents by using linear regression 

 Unstandardized 

  Coefficients 

Standardized 

Coefficients 

  

        B      Beta T   Sig. 

Regression     

(Constant)       .812     9.012   .000 

Internet usage frequency       .126      .182    4.186   .000 

Internet browsing history       .628      .669  15.391   .000 

Significant level=0.05 
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Table 4.2.19: The level of agreement of the sample on internet experience factors 

Internet experience Mean S.D. Level of 

agreement 

Internet Usage Frequency    

3.1 I feel uncomfortable without the internet for 

one day. 

3.29 1.124 Neutral 

3.2 In general, I’m browse over the internet every day.  3.35 1.101 Neutral 

3.3 In general, I feel surfing is a good way for 

me to spend my time. 

3.44 .911 Agree 

Total 3.36 1.04533 Neutral 
Internet Browsing History    

3.4 I always spend my time on banner advertising. 2.77 .735 Neutral 

3.5 I always click on the online advertising. 2.83 .778 Neutral 

3.6 I always use internet based on my personal 

interest such as game, music download and etc. 

3.22 .925 Neutral 

3.7 I always use internet for school or work 

purposes. 

3.33 1.014 Neutral 

3.8 I always use internet for entertainment such 

as PPS, Youtube, Tudou and etc. 

3.31 .852 Neutral 

3.9 I always use internet for communication 

such as Weibo, Chat rooms, MSN, QQ and 

Blogs. 

3.41 .989 Agree 

3.10 I always search for information or news on 

internet. 

3.34 1.044 Neutral 

Total 3.173 .9053 Neutral 
Note: (1) n in here is 395 

        (2) 5-point rating scale, where 1= strongly disagree to 5= strongly agree. 
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4.3 Level of Agreement Analysis of the Sample Data 
Table 4.3: The level of agreement of each variable 

Personality  Mean S.D. Level of 
agreement 

Curiosity 
2.1 If my favorite brand has new online 

advertising, I want to view as soon as possible. 

3.30 .988 Neutral 

2.2 Online advertising can create my motivation 

on the brand. 

3.17 .904 Neutral 

2.3 I would like to find more online advertising 

of my favorite brand. 

3.23 .967 Neutral 

Total 3.23 .953 Neutral 
Imagination 
2.4 Online advertising can easy create the 

brand image in my mind. 

3.22 .950 Neutral 

2.5 I always think about my favorite brand. 2.95 .840 Neutral 
2.6 Online advertising helps me keep up-to date 

about products and services that I need. 

3.31 .844 Neutral 

Total 3.16 .878 Neutral 
Open-minded 
2.7 I can accept the innovation of online 

advertising. 

3.52 1.003 Agree 

2.8 I can accept all kinds of advertising (eg: 

funny, meaningful). 

3.55 .956 Agree 

2.9 I can accept all types of advertising (eg: 

button, pop-up advertising). 

3.04 .967 Neutral 

Total 3.37 .975 Neutral 
Personality total 3.25 .935 Neutral 
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Internet experience (Con.) Mean S.D. Level of 
agreement 

Internet Usage Frequency    

3.1 I feel uncomfortable without the internet for 

one day. 

3.29 1.124 Neutral 

3.2 In general, I’m browse over the internet 

every day.  

3.35 1.101 Neutral 

3.3 In general, I feel surfing is a good way for 

me to spend my time. 

3.44 .911 Agree 

Total 3.36 1.04533 Neutral 
Internet Browsing History    

3.4 I always spend my time on banner 

advertising. 

2.77 .735 Neutral 

3.5 I always click on the online advertising. 2.83 .778 Neutral 

3.6 I always use internet based on my personal 

interest such as game, music download and etc. 

3.22 .925 Neutral 

3.7 I always use internet for school or work 

purposes. 

3.33 1.014 Neutral 

3.8 I always use internet for entertainment such 

as PPS, Youtube, Tudou and etc. 

3.31 .852 Neutral 

3.9 I always use internet for communication 

such as Weibo, Chat rooms, MSN, QQ and 

Blogs. 

3.41 .989 Agree 

3.10 I always search for information or news on 

internet. 

3.34 1.044 Neutral 

Total 3.173 .9053 Neutral 
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Attitudes toward online advertising (Con.) Mean S.D. Level of 
agreement 

4.1 Online advertising is a good source of 

product/service information. 

3.48 .911 Agree 

4.2 I like to search product/service through 

online advertising. 

3.34 .965 Neutral 

4.3 I think that I can click and look at online 

advertising displays by myself. 

3.42 .885 Agree 

4.4 Online advertising is enjoyable.  2.94 .785 Neutral 

4.5 I can remember slogan of brand well after 

watching online advertising. 

3.19 .912 Neutral 

4.6 I usually get better value for my money in 

brands advertised on the Internet than in non-

advertised brands. 

3.32 .957 Neutral 

4.7 Online advertising express brand value very well. 3.09 .915 Neutral 

4.8 I can gain the positive attitudes of brand 

from online advertising. 

3.21 .928 Neutral 

4.9 I can trust online advertising. 2.91 .668 Neutral 

4.10 I am willing to click online advertising in the 

future. 

3.21 .800 Neutral 

4.11 I ignore all online advertising. 3.39 .834 Neutral 

Attitudes toward online advertising total 3.23 .869 Neutral 
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  Table 4.3 shows the respondents’ opinions on the level of agreement of 

attitudes toward online advertising to the respondents. Based on 5-point rating scales, 

the means= 3.23 with S.D. = 0.869 at the range from 2.61 to 3.40 shows neutral level 

of respondents in this thesis.  

 

4.4 Hypothesis Summary 

       All the Hypotheses were supported shown as Table 4.4 in this thesis. It means 

that the younger person has a positive impact on attitudes toward online advertising; the 

educational level has a positive impact on attitudes toward online advertising; the 

personal income has a positive impact on attitudes toward online advertising. In addition, 

curious internet users are more likely to have a positive impact on attitude towards 

online advertising; imaginative internet users are more likely to have a positive impact 

on attitudes toward online advertising; open-minded internet users are more likely to 

have a positive impact on attitudes toward online advertising. Moreover, internet users 

with various internets browsing history will have a more positive impact on attitude 

towards online advertising; internet users with more internet usage frequency will have 

a more positive impact on attitude towards online advertising. 
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Table 4.4: Summary of the Hypothesis 

Hypothesis  Description of Hypothesis Result 
1.1 There is a significant difference between age 

groups in terms of their attitudes toward online 

advertising. 

Supported 

1.2 There is a significant difference between 

educational level groups in terms of their 

attitudes toward online advertising. 

Supported 

1.3 There is a significant difference between 

personal income groups in terms of their 

attitudes toward online advertising. 

Supported 

2.1 Curious internet users are more likely to have 

positive attitude towards online advertising. 

Supported 

2.2 Imaginative internet users are more likely to 

have positive attitude towards online 

advertising. 

Supported 

2.3 Open-minded internet users are more likely to 

have positive attitude towards online 

advertising.  

Supported 

3.1 Internet users with various internets browsing 

history will have more positive impact on 

attitude towards online advertising. 

Supported 

3.2 Internet users with more internet usage 

frequency will have more positive impact on 

attitude towards online advertising. 

Supported 
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CHAPTER 5 

CONCLUSION AND DISCUSSION 

 

5.1 Conclusion 

      The purpose of this study is to examine how factors such as demographics, 

personality and internet experience influence attitudes toward online advertising among 

Chinese customers. The findings presents a summary of respondents’ demographics, 

personality and internet experience as well as a summary of Hypotheses based on the 

data of 395 respondents. The questionnaire is collected in the shopping building such 

as Electronic technology square, Gome and Suning. The majority of the respondents 

are located in Nanning, which is one of the most important cities of Guangxi in China. 

      For the general demographic side, based on the data of 395 respondents 

collected from the survey, the majority of respondents are men who are undergraduates 

and aged between 18 and 25. Their personal income is below 1,700 RMB per month. In 

addition, most of them are employees and already married. 

   Moreover, from the ANOVA test among the demographic factors, all variables 

declared that some demographic factors of the respondents such as age, educational 

level and personal income are relevant to the attitudes toward online advertising. This 

thesis found that age, educational level and personal income are correlated with 

attitudes toward online advertising. The Hypotheses of the demographic factors were all 

supported. Meanwhile, there are differences between age group, educational level and 
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personal income on attitudes toward online advertising. According to the correlation of 

attitudes toward online advertising with demographic factors such as age, educational 

level and personal income, the educational level and personal income have the positive 

correction with attitudes toward online advertising while the age has the negative 

correlation with attitudes toward online advertising. 

      For the personality characters such as curiosity, imagination and open-

minded，the result is interpreted by using the linear regression. In summary, the result 

of curiosity, imagination and open-minded is relevant to the attitudes toward online 

advertising. The Hypothesis of the personality characters were all supported. It means 

that curious, imaginative and open-minded internet users are more likely to have a 

positive impact on attitude towards online advertising.  

   For the internet experience such as internet usage frequency and internet 

browsing history, the result is interpreted using the linear regression. In summary, the 

result of internet usage frequency and internet browsing history has an impact on the 

attitudes toward online advertising. The Hypotheses of the internet experience were all 

supported. It means that Internet users with various internets browsing history will have 

a more positive impact on attitude towards online advertising and internet users with 

more internet usage frequency will also have a more positive impact on attitude towards 

online advertising. 

In sum, the result of this thesis indicated that different age, educational level 

and personal income have different impact on attitudes toward online advertising; 

curious, imaginative or open-minded internet users are more likely to have a positive 
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impact on attitude towards online advertising. Moreover, internet users with various 

internets browsing history or more internet usage frequency will have a more positive 

impact on attitude towards online advertising. 

 

5.2 Discussion 

      Over the past years, China has become one of the fastest-growing consumer 

markets in the world. As the internet had grown rapidly in the recent years, advertisers 

pay their attention to Chinese internet market. Therefore, for advertisers, understanding 

the attitudes toward online advertising of Chinese has important implications for global 

business. 

   The research examines the factors such as demographics, personality and 

internet experience influencing attitudes toward online advertising among Chinese 

customers. The result presents that demographic factors such as age, educational level 

and personal income are related to the attitudes toward online advertising. Ducoffe 

(1996) also found the higher educational level internet users are more likely to have 

more positive attitudes toward online advertising. However, the educational level and 

personal income are the positive predictors for attitudes toward online advertising while 

age is a significant negative predictor for attitudes toward online advertising. 

      Exploring Chinese internet users’ attitudes toward online advertising, personality 

characters such as curiosity, imaginative and open-minded are positive predictor of 

attitudes toward online advertising. This result confirmed findings from prior studies. 

Ross et al., (2009), for example, found that personality was positively related to 



 
 

81 

attitudes toward online advertising. That’s a strong correlation between personality and 

attitudes toward online advertising. It is not surprising that the internet users who are 

curiosity, imaginative or open-minded have a more favorable attitude toward online 

advertising. For many internet users, they are willing to search and accept new 

advertising based on their personality characters. It seems reasonable then to extend 

this line of reasoning and suggest that curiosity, imaginative or open-minded internet 

users may be primary factors that result in positive attitudes toward online advertising. 

      Another significant positive predictor for attitudes toward online advertising is 

internet experience which includes internet usage frequency and internet browsing 

history. Internet motivation research indicated that internet usage frequency is the major 

predictor for positive attitudes toward online advertising. This is consistent with previous 

studies; past literature has shown that the internet users who always use internet were 

more likely to have higher positive attitudes toward online advertising (Korgaonkar and 

Wolin, 2002). As mentioned before, the result of the testing shown that internet 

browsing history has the correlation with attitudes toward online advertising as well. In 

other words, internet browsing history is the significant positive predictor for attitudes 

toward online advertising. The internet users who always use internet for search 

information contribute more positive attitudes toward online advertising (Wang, Sun, Lei 

and Tocar, 2009). 
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5.3 Implication for Business 

     The main objective of this study is to examine the factors such as demographics, 

personality and internet experience influencing attitudes toward online advertising 

among Chinese customers through Technology Acceptance Model (TAM). The result is 

demographic factors and personality factors impact on attitudes toward online 

advertising are as predictor for global business. The results suggest the company can 

get the benefit from push more advertising online if this company’s target customers are 

young people with the personality characters such as curiosity, imaginative and open-

minded. Also, higher internet usage frequency and internet browsing history more likely 

have more positive impact on attitude towards online advertising. Therefore, from this 

thesis result, the company can gain the higher advertising effectiveness from the 

websites which are internet users always search. In sum, the results benefit not only 

advertiser but also future research.  

 

5. 4 Research Recommendations 

   Nowadays, China's online advertising market reaches year-on-year to be worth 

RMB 14 billion (USD 2.2 billion) in the first quarter of 2012 (Zhang, 2012). Depending 

on the high growth of China’s economic with the large population and the development 

of global business; online advertising has been paying more and more attention to by 

both advertisers and researchers. Therefore, consumers’ attitudes toward advertising 

become more and more important because it likes a predictor that influences 

consumers’ exposure, attention, and reaction to ads effectiveness (Alwitt and Prabhakar, 
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1992). In this study, the researcher explored that the different age, educational level or 

different personal income result in different attitudes toward online advertising. Also, the 

personality characters and internet experience impact on attitudes toward online 

advertising. Finding may deepen people’s understanding of attitudes toward online 

advertising in the Chinese environment and contribute useful implications for global 

business man. 

      Moreover, according to the finding of this research, the researcher has some 

recommendations to the advertiser to pay attention to customers’ attitudes toward online 

advertising. Based on this study, advertisers can better understand that specific 

personality and demographic group have more positive attitudes toward online 

advertising. In addition, the result of this study also shows the internet usage frequency 

and internet browsing history of the internet users, the advertisers can put the online 

advertising fit for the right internet users and will result in higher advertising 

effectiveness.  

 

5.5 Limitation & Further Research 

There are several limitations associated with this study. Firstly, the sampling 

group used in this study may limit the generalizability of research findings, because the 

respondents almost come from Guangxi. Secondly, some respondents can clearly 

understand the questionnaire, but some respondents require more explanations. The 

result is that the accurate rate of the given questionnaire answers was influenced. 

Thirdly, the questionnaire is a little substantial. Therefore, the respondents had to take 
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around 20 minutes to fill out the questionnaires. The result is that the answers may not 

correspond to the respondents’ real feelings and options if they are in a hurry. Fourthly, 

the respondents made answer wrong, such as false age, educational level or personal 

income.  

Based on several limitations associated with this study, future research could 

examine a broader profile of internet users, and compare with online advertising, not 

just in Guangxi. Secondly, this study lies in addressing the impact of demographic 

factors, personality characters and internet experience on attitudes toward online 

advertising. Past research indicated that the entertainment, economy, value, credibility 

and information are the predictors of attitudes toward online advertising (Wang, Sun, Lei 

and Toncar, 2009). Further research can focus on how these factors conspire to 

influence positive attitudes toward online advertising and result in higher advertising 

effectiveness, perhaps examine other demographic characters relative to attitudes 

toward online advertising. Thirdly, this research just examined the demographic 

characters, personality and internet experience which impact on attitudes toward online 

advertising. Further research could compare the different culture impacting on attitudes 

toward online advertising for enhancing our understanding of culture influence on 

internet users’ attitudes toward online advertising. Fourthly, further research could focus 

on examining which type of online advertising and what web-site the internet users 

always click. Lastly, future research may investigate how positive attitudes toward online 

advertising affect online shopping. 
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Questionnaires 

 

Research Topic: “The impact of demographics, personality and internet experience 

factors on online advertising in China” 

    My name is Wu Xiao Yan. I am a student of International business at University 

of the Thai Chamber of Commerce. I am conducting a research to fulfill my MBA 

degree. I would be grateful if you fill in the questionnaire in order to complete the 

research process. It will only take 20 minutes to fill in this form. The information 

acquired from this questionnaire will be confidentially used for academic purpose only. 

Part 1 Demographic factors 

Please write down your answer or check “x” in the “__”  that related with your answer 

1. Gender    ___1) Male  ___2) Female           

2. Age (years)      __1）Under 18   __2) 18-25   __3) 26-35    

         __4) 36-45    __5) 46-55 __6) Over 55 

3. Present Occupational position                      

__1) Manager 

__2) Self-employed 

__3) Employee 

__4) Civil servant 

__5) Student 

__6) Teacher 

__7) Others. Please specify ____________________     
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4. Education                                      

__1) Under high school   

__2) High school Diploma 

__3) Undergraduate   

__4) Post graduate or Higher 

5. What’s your annual personal income per month?        

__1) Below1,700 RMB   

__2) 1,700 RMB—5,000 RMB   

__3) 5,001 RMB—10,000 RMB   

__4) 10,001 RMB—20,000 RMB 

__5) More than 20,000 RMB 

6. What’s your marital status?                    

__1) Single   

__2) In a relationship   

__3) Engaged   

__4) Married 

__5) Divorced 
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Part 2 Personality                 

    Listed below are statements that ask about your personality about online 

advertising, please indicating the degree to which you agree or disagree with the 

statements in following. Please remember to mark “x” in one of the boxes for each box 

in the following scale: 

1= strongly disagree; 2= disagree; 3= neutral; 4= agree; 5= strongly agree. 

No. Curiosity Strongly 
disagree 
1 

Disagree 
 
2 

Neutral 
 
3 

Agree 
 
4 

Strongly 
agree  
5 

2.1 If my favorite brand has new online 

advertising, I want to view as soon as 

possible. 

     

2.2 Online advertising can create my 

motivation on the brand. 

     

2.3 I would like to find more online 

advertising of my favorite brand. 

     

 Imagination      

2.4 Online advertising can easy create the 

brand image in my mind. 

     

2.5 I always think about my favorite 

brand. 

     

2.6 Online advertising helps me keep up-

to date about products and services 

that I need. 
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 Open-mindedness      

2.7 I can accept the innovation of online 

advertising. 

     

2.8 I can accept all kinds of advertising 

(eg: funny, meaningful). 

     

2.9 I can accept all types of advertising 

(eg: button, pop-up advertising). 
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Part 3 Internet experience 
    Listed below are statements that ask about your internet experience on online 
advertising. Please indicate the degree to which you agree or disagree with the 
statements in following. Please remember to mark “x” in one of the boxes for each box 
in the following scale: 

1= strongly disagree; 2= disagree; 3= neutral; 4= agree; 5= strongly agree 
No. Internet Usage Frequency Strongly 

disagree 

1 

Disagree 

 

2 

Neutral 

 

3 

Agree 

 

4 

Strongly 

agree 

5 

3.1 I feel uncomfortable without the 

internet for one day. 

     

3.2 In general, I’m browse over the 

internet every day.  

     

3.3 In general, I feel surfing is a good 

way for me to spend my time. 

     

 Internet Browsing History      

3.4 I always spend my time on banner 

advertising. 

     

3.5 I always click on online advertising.      

3.6 I always use internet for my personal 

interest such as game, music 

download and etc. 

     

3.7 I always use internet for school or 

work purposes. 

     

3.8 I always use internet for 

entertainment such as PPS, 

Youtube, Tudou and etc. 
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No. Internet Browsing History Strongly 
disagree 
1 

Disagree 
 
2 

Neutral 
 
3 

Agree 
 
4 

Strongly 
agree 
5 

3.9 I always use internet for 

communication such as Weibo, Chat 

rooms, MSN, QQ and Blogs. 

     

3.10 I always search for information or 

news on internet. 

     

 

Part 4 Attitudes toward online advertising 

    Listed below are three statements that ask about your attitudes toward online 

advertising Please indicate the degree to which you agree or disagree with the 

statements in following. Please remember to mark “x” in one of the boxes for each box 

in the following scale: 

1= strongly disagree; 2= disagree; 3= neutral; 4= agree; 5= strongly agree. 

No. Attitudes toward online advertising Strongly 
disagree  
1 

Disagree 
 
2 

Neutral 
 
3 

Agree 
 
4 

Strongly 
agree 
5 

4.1 Online advertising is a good source 

of product/service information. 

     

4.2 I like to search product/service 

through online advertising. 

     

4.3 I think that I can click and look at 

online advertising displays by myself. 
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No. Attitudes toward online advertising Strongly 
disagree  
1 

Disagree 
 
2 

Neutral 
 
3 

Agree 
 
4 

Strongly 
agree 
5 

4.4 Online advertising is enjoyable.      

4.5 I can remember slogan of a brand 

well after watching online 

advertising. 

     

4.6 I usually get better value for my 

money in brands advertised on the 

Internet than in non-advertised 

brands. 

     

4.7 Online advertising express brand 

value very well. 

     

4.8 I can gain the positive attitudes of 

brand from online advertising. 

     

4.9 I can trust online advertising.      

4.10 I am willing to click online 

advertising in the future. 

     

4.11 I ignore all online advertising.      

 

Thank you very much for your time!!!! 
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APPENDIX B 

Questionnaire (Chinese version) 
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调查问卷表 

 

研究题目: “人口特性，个性和互联网体验因素对中国网络广告的影响。” 

      我的名字是吴笑妍。我是一名泰国商会大学工商管理学院的学生。我进

行的研究是为了履行我的 MBA 学位（即工商管理硕士学位）。感谢您帮我填写

问卷，它将需要您大概 20 分钟的时间来填写这份调查问卷。这个问卷调查所

获得的信息将被秘密地只用于学术目的。  

 

第一部分：人口特性因素 

 

请根据你的情况写下你的答案或划“x”在相应的“_”里。 

1. 性别     ___1) 男性       ___2) 女性             

 

2. 年龄(岁)  __1）低于 18  __2) 18-25  __3) 26-35   

__4) 36-45     __5) 46-55  __6) 高于 55                        

 

3. 现任职业                    

__1) 经理, 管理人员 

__2) 个体经营 

__3) 公司职员 

__4) 公务员 

__5) 学生 

__6) 教师 

__7) 其他。请详细说明___________________     
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4. 学历                                      

__1) 高中以下  

__2) 高中文凭 

__3) 大学本科 

__4) 研究生及高于研究生学历 

 

5. 您每月的个人收入：        

__1) 低于 1,700 元   

__2) 1,700 元—5,000 元 

__3) 5,001 元—10,000 元 

__4) 10,001 元—20,000 元 

__5) 高于 20,000 元 

 

6. 您的婚姻状况：                     

__1) 单身   

__2) 正在交往   

__3) 已订婚  

__4) 已婚 

__5) 离异 
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第二部分： 个性因素            

下面列出的问题是询问您的个性对在线广告看法的影响,请指出您在何种程度上同意或不同意以

下声明。请根据以下的判断标准把您的答案划上“x”在每一题相应的框里： 

  5= 非常同意; 4= 同意; 3= 中立; 2=不同意; 1=非常不同意. 

题

号 

个性因素 非常 

同意 

 

5 

同意 

 

 

4 

中立 

 

 

3 

不同

意 

 

2 

非常

不同

意 

1 

 好奇      

2.1 如果我最喜欢的品牌有了一个新的在线广告,我

想尽快查看它 

     

2.2 网络广告可以提高我对品牌的兴趣。      

2.3 我愿意查找并观看我感兴趣的在线广告。      

 想象力      

2.4 网络广告可以很容易地在我脑海中形成品牌形

象。 

     

2.5 我总是想像，构思着我喜欢的品牌。      

2.6 网络广告帮助我保持，更新我感兴趣的产品和

服务信息。 

     

 思想开放      

2.7 我可以接受网络广告的创新。      

2.8 我可以接受各种类型的网络广告 （比如：有趣

的，有内涵的）。 

     

2.9 我可以接受网络广告出现的各种方式（比如：

网页广告，广告视窗）。 
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第三部分  互联网体验因素 

下面列出的问题是询问您的个性对在线广告看法的影响,请指出您在何种程度上同意或不同意以

下声明。请根据以下的判断标准把您的答案划上“x”在每一题相应的框里： 

5= 非常同意; 4= 同意; 3= 中立; 2=不同意; 1=非常不同意. 

 

题

号 

互联网体验因素：互联网使用频率 非常 

同意 

5 

同意 

 

4 

中立 

 

3 

不同

意 

2 

非常不

同意 

1 

3.1 如果有一天不能使用因特网我会感觉不舒服。      

3.2 一般来说,我每天都在互联网上浏览。      

3.3 一般来说，我觉得网上冲浪是一个很好的消磨

时间的方式。 

     

 互联网浏览记录      

3.4 我经常花时间在网络的网页广告上。      

3.5 我经常点击网络广告。      

3.6 我经常使用互联网基于我个人的兴趣如游戏、

音乐下载等。 

     

3.7 我经常使用互联网用于学习或者是工作。      

3.8 我经常使用互联网用于娱乐如 PPS，Youtube,土

豆网等。 

     

3.9 我经常使用互联网用于交流比如微博、聊天

室、MSN、QQ和博客。 

     

3.10 我经常使用互联网用于寻找信息或新闻。      
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第四部分 网络广告的态度 

下面列出的问题是询问您对网络广告的态度,请指出您在何种程度上同意或不同意以下声明。请

根据以下的判断标准把您的答案划上“x”在每一题相应的框里： 

5= 非常同意; 4= 同意; 3= 中立; 2=不同意; 1=非常不同意. 

 

题号 网络广告的态度 非常 

同意  

5 

同意 

 

4 

中立 

 

3 

不同

意 

2 

非常不

同意 

1 

4.1 网络广告是一个不错的产品/服务信息的来

源。 

     

4.2 我喜欢通过网络广告来搜索产品或服务。

（比如淘宝。） 

     

4.3 我认为我可以自己点击并查看网络广告。      

4.4 网络广告是让人愉快的。      

4.5 通过网络广告我能记住品牌的标语。      

4.6 相对于没有广告的品牌，有广告的品牌通

常会让我获得更好的价值性价比。 

     

4.7 网络广告可以很好的表达品牌的价值。      

4.8 通过网络广告我可以获得对品牌的积极态

度。 

     

4.9 我可以相信网络广告。      

4.10 我以后还是愿意点击网络广告。      

4.11 我避免所有的网络广告。      

 

 

非常感谢您的时间! ! !  
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