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Abstract: Online advertising, also called online marketing or internet advertising is a form of marketing and
advertising which uses the internet to deliver promotional marketing messages to customers. Advertising on
the web plays a critical role m e-Commerce. In spite of its purpose there are people who are still not willing to
use online ads. Therefore, the aim of this research is to develop a new model for measuring the acceptance of
online ads technology by internet users based on UTAUT Model. The proposed model has additional
constructors such as ad environment, ads display and brand name. The outcome of this research can contribute
by helping the IT developers mn designing better online ads based on the factors that atfect the acceptance of
online ads. This will then attract and convince advertisers to deal with online ads. Advertisers could also
become aware of factors that could give impact to online ads so that, they could decide where they can

advertise and what kind of online ads should be chosen.
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INTRODUCTION

The World Wide Web “WWW?” 1s defined as a
“user-friendly graphics-capable component of the
internet” and is a cross between an electronic tradeshow
and a society flea market (Pugsley and Trites, 2003). The
WWW 15 flexible in that it can display information in
numerous ways such as text, picture, audio and video.
The multimedia feature of the World Wide Web might
make the experience more fun and stimulating in order to
attract the attention of online consumers as longer as
possible. The WWW has been able to reach more and
more people 13 commonly accepted and available n the
majority parts of the globe and supports information in
various languages. The WWW has been used to separate
mformation to a lot of customers and more companies are
trying to enrol the WWW in order to reach more and more
internet customers.

Marketing on the WWW, by all types of companies;
particularly purely online ones, plays a very sigmficant
role in electronic-commerce (Koufaris and Kambil, 2001).
Online advertising currently represents 21% of all
advertising in the Umited States (IAB, 2015). According to
the IBA annual report, mternet advertising revenues in
the United States totalled $49.5 billion for the entire year
of 2014, Revenues in 2014 increased 16% over 2013
(which were $42.8 billion) (IAB, 2015). Comparnes have
understood the possible profits of the WWW 1n direct
sales, building brand mindfulness and giving marketplace
information for customers. Companies see the WWW as
a chance to deliver their advertising, marketing and

distribution of some (or all) of their goods or services. In
a WWW-based channel, companies can
advertising expenses in comparison to other traditional
channels for example, TV, radio, joumals and etc.,
(Palanisamy, 2004).

Due to the changes in environmental trends, the
marketplace 1s shifting towards online shopping;
consequently, online compenies have to focus more on
the internet ads. Marketers like to draw internet
customer’s attention from thousands of other goods or
brands to theirs (Palamsamy, 2004). Internet customer
features play an important role in designing mternet ads
and intemet customer dealings with goods data are one of
the major elements of a B2C electronic commerce
environment (Bayan, 2001).

reduce

Literature review: The internet is a technology that
makes some things simpler, cheaper and easier
(Pavlou and Stewart, 2000). It 15 a new way to
commumnicate with consumers for consumers to
communicate with one another and a new way to sell
products and services to consumers, when we talking
about online ads there 13 a need to know the factors could
be effect on the acceptance of this kind of advertising
(Pavlou and Stewart, 2000). There has been a good
of quantitative studying  the
effectiveness of online advertisement in the world. This
work sheds light on what leads people to believe or not
believe what they find online. Some of these studies have
examined the construct of “trust” of online ads, most
research m this vein focusing on the effect of ads delivery
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method, display, characteristics and etc. on the internet
users. Other studies have focused on the effect of brand
name, ads environment and ads exposure duration.
For example, Chan (2011), examined the effectiveness of
using online advertising on the social networking site
such as Facebook m encouraging university students to
comnect with their library’s Facebook page. Finding
showed that the click through rate for the advertisement
was high (Chan, 2011).

Manchanda et al. (2006), investigate the impact of
banner advertising on customers’ probabilities to
repurchase. The results show that the number of
exposures, number of websites and the number of pages
all have a positive effect on repeat purchase probabilities
whereas the number of unique creatives has a negative
effect (Manchanda et al., 2006). Returns from targeting are
the highest for the number of advertising exposures.
Palanisamy and Ramara) examines the impact of gender
differences on online consumer characteristics on web
banner advertising effectiveness. The study results in
gave mixed results. In the context of the web-based
banner ad, gender influences the following relationships:
banner adjudgment and attitude towards the banner ad,
focus and planning approach and attitude towards banner
ad and expectations
effectiveness (Palanisamy, 2004).

In order to measure the acceptance of online ads
technology we need to refer to one of the most popular
models that were used to examine the acceptance of new
technologies which 1s called Technology Acceptance
Model “TAM”. TAM Model has been adopted from the
Theory of Reasoned Action regarding beliefs, attitude,
mtention and behavior for modeling user acceptance of
mformation systems. The theory of reasoned action 15 a
social psychology model that observes the key elements
of intended behaviors. According to the model, an
individual’s performance of a particular behavior is

consumer and banner ad

determined by individual’s behavioral intention to perform
the behavior and behavioral mtention 1s determined by
multiple factors including a persen’s attitude and
subjective norms (Davis ef al., 1989).

In 2003, Venkatesh et al. (2003) proposed a new
model called A Unified Theory of Acceptance and Use of
Technology “UTAUT” which is a research model to
investigate user acceptance to information technology
(Fig. 1) (Venkatesh et al., 2003). Tt is used to provide a
unified view of the user acceptance process towards
new technology as previously various models with the
different approach are used to study user’s behaviour and
mtention to use mformation technology. UTAUT had
mtegrated eight different models such as Technology

Performance
Expectancy

Effort
Expectancy

Behavioral > Use

Intention / Behavior

Social
Influence

Facilitating
Conditions

Voluntariness

Experience
P of Use

Fig. 1: “Original UTAUT Model by Morris”

Table 1: Origin constructor of UTAUT Model

Construct Root construct

Performance expectancy Perceived usefulness
Outcormne expectation
Extrinsic motivation

Effort expectancy Perceived ease of use
Complexity

Social influence Social factors
Image

Facilitating condition Perceived behavioural control
Compatibility

Facilitating factors

Acceptance Model (TAM), motivational model, theory of
planned behaviour, theory of reasoned actior, a combined
theory of plamed behaviorftechnology acceptance
model, model of PC utilization, mnovation diffusion
theory and social cognitive theory. UTAUT Model 1s
more cominory, flexible than TAM and offers more factors
that could be used in this research.

As seen from the above figure, UTAUT consists of
four main constructs and four moderators which
determine the behavioural intention and use behaviour of
individual in accepting as well as using new information
technology. In this project, the new information
technology restricted to m-Commerce. The gender, age,
experience and voluntarmess of use are the four
moderators which could bring great Influence of the four
main elements n determine the behavioural intention and
use behaviour. Behavioural intention and use behaviour
are the dependent variables which could be affected by
the constructs. The root construct of the constructs is
listed in Table 1.

This research will be based on A Unified Theory of
Acceptance and Use of Technology (UTAUT) to develop
new model could be used to measure the acceptance and
effect of online Ads on the internet users.

MATERIALS AND METHODS

Proposed model: In our proposed design, three additional
constructors are added to the UTAUT Model. These
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Fig. 2: Research proposed model

constructors are perceived of Ads display, environment
and brand name. The existing constructors in the original
model are retained but only effort expectancy is not
applicable. The reason for this proposed design and
selection are explamed individually.

In this proposed design referencing to previous
studies (Briggs and Hollis, 1997; Rodgers and Thorson,
2000, Ajzen, 2002, Acar, 2007, McCoy et al., 2007,
Robinson et al.,, 2007; Chan et al., 2010, Helft and Vega,
2010; Jeong and King, 2010, Abdollahi and
Khorsandnejad, 2011; Wang et al, 2013; Chun et al.,
2014), sex factors are suggested to be effect on user
behaviour toward omnline ads. These factors are ads
environment, ads display, brand name, facilitation
condition, performance expectancy and social influence
(Fig. 2).

Model construct overview: Here explain of the constructs
that build up the proposed meodel. It would include the
previous researchers’ works on those constructors. The
proposed constructors are performance expectancy, social
influence, facilitating condition, ads display, brand name,
ad environment, behavioural intention and use behaviour.

Performance expectancy: Performance expectancy
refers to the level to which an individual believes that
information system might enhance histher work
performance (Wang and Yang, 2005). Venkatesh et al.
(2003) define performance expectancy as the “degree to
which an individualbelieves that using a system will help
him or her to attain gains in job performance”.

Social influence: Venkatesh et al. (2003) define social
mfluence as the “degree to which an individual perceives
that important others believe he or she should use the
new system”. According to Pahnila et al. (2011), “the
individual behaviour s influenced by theiwr perception of

how other people look and judge them when they use a
system”. The judgement of others individuals is
considered in making the decision to use the information
system. The effect of the opmion is reflected in the
individual user behaviour (Zhou ef al., 2007). Huang and
Dou they said that the e-Community individuals™ replies
to society ads based on their perceptions of the relevance
and value of society ads and these perceptions are either
directly/mdirectly affected by social identity and group
norms (Zeng et al., 2009). Bakshy et al. (2012) authors try
to examine the impacts of community signals in the
mtemnet ads using 2 large field experiments that randomize
the mumber of community signals present in
advertisement parts on Facebook. The finding shows
that measure social influence via social cues on an

economically relevant form of wuser behaviour
(Bakshy et al., 2012).
RESULTS AND DISCUSSION

Facilitating condition: Facilitating conditions can be
defined in many ways. Defined it as the “user has the
ability and resources to use a system it also plays a
significant role in determining the degree of behavioural
intention in using a system”. Tt directly effects the use of
KMS (Knowledge Management System). In the online
adverting facilitating conditions can be taken from the
different side. There is an important concept in the online
advertisement marketing which called Behavioural
Targeting (BT) is a method used by internet marketers to
increase the efficiency of their campaigns and 1s playing
a more and more significant role i the online ads market
(Yan et al, 2009). In the other hand, viewers are more
likely to receive messages that are related and valuable to
them (Evans, 2009)

Display ads: Display ads deliver its advertising
message visually using text, animations, videos,
images or other graphics. The designer of those ads
normally aims customers with specific characters to rise
the advertisement’s influence. Chuna et af. (2014), try to
investigate the efficiency of contextual advertisements
over the web. Basically, they observe the influence of
contextual advertisements over the web on brand recall,
the results show that the online contextual ads improves
brand discrimination and encourages appropriate
attitudes towards the advertisements. Besides, users have
higher recall rates and attitudes towards the brand when
they are showing a less complex contextual ads or when
they are exposed to a complex, non-contextual
advertisement. Handa investigates the influence of
seven lmmovative features of banner advertisements on
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the efficiency of advertising over the internet. One
outcome of this research illustrates that long posts on
bamners were related to lugher click-through rates
(Robinson et al., 2007).

Brand name: A brand is a name, term, design, symbol or
other characteristic that differentiates one seller’s
artifact from those of others. Brands are used
in business, marketing and advertising (Howard, 1989).
The brand name is the tool which can certainly change
customer’s ordering mammers. The mternet users are
extremely affected by artefact brand names (Chan ef al,,
2010). Upon exposure to other brands, users characteristic
a particular way of quality to its goods. For example, in the
hotel business, wusers link hotel brands under
Starwood to be of a lugher class than those under Choice
Hotel (e.g., Holladay Inn, Comfort Tnn, Quality Tnn).
PBrands are more possibly to be involved in user’s thought
set, thus, recalling greater buying aims from users
(Chan et al., 2010). Ranjbarian mvestigate the influence of
brand equity on ads efficiency. The respondents of the
research have viewed the target ads. The results show
that brand equity has a favourable mfluence on the ads

efficiency (Abdollahi and Khorsandnejad, 2011).

Ads environment (hosting website): Ads environment
means the type of the web site where the advertisement
sited, whether it’s i the social network (Facebook,
Twitter), web directory, etc., (Ngai, 2003). Applied
Analytic Hierarchy Process (AHP) to choose the top
website for ads over the internet, the method 1s based on
a pawrwise contrast between numerous features that
influence the choice of the top web site. Five criteria were
applied for assessing sites: impression rate, monthly
cost, audience fit, content quality and look and feel.
Yongick examines how the web site context withuin wlich
ads are embedded effects Ad efficiency. They found that
a contextually related banner convinced more positive
estimating and a larger buying amn toward presented
goods than a contextually umrelated counterpart and
neither a context related ads nor a contextually unrelated
ad was remembered with enhanced precision than the
other ads. These results afford inferences for prospected
users study and online advertising.

Behavioural intention: McCoy et al. (2007), defines
behavioural mtention as “the mdication of how far a
person willing to exert effort to perform a particular action.
As the intention is getting stronger, people are willing to
accept that particular action (McCoy et al., 2007). Also, he
said that appearance of online advertisements of any kind,
regardless of mode, affect behavioural intentions.

Use behaviour (e-Shopping): The customer would use the
advertisements either to explore more info about the
advertisements or use it to purchasing goods. As we can
see in Agsa and Kartim who’s trying to investigate how
the impact of ads over the internet on people purchasing
manners as well as how to monitor the behaviour and
subjective norms effect the attitudes and welfares of
people purchase over the web. The findings indicated that
ads over the internet have an effect on person ordering
manners and online. Scopes interactivity of ads over the
web offers the maximum effect on the attitudes and
welfares of people buying over the web.

CONCLOUSIN

The mtemet is a technology that makes our lives
simpler, better and easier. Tt is a new successful way to
communicate with customers and for customers to
communicate with each other and a new means to sell
products and services. When talking about online ads
there 1s a need to know the factors that could have
impacts on the acceptance of this kind of advertising
services. The main objective of this research 1s to develop
model could be used to measure the acceptance of online
ads technology by internet users based on UTAUT
Model. Both, the factors affecting the behaviour mtention
to use online ads and the factors influencing on positive
buying behaviour were studied m this study. A Umnified
Theory of Acceptance and Use of Technology (UTAUT)
15 a popular model that integrates key elements from
previously well-known models as determinants of
behavioural intention to accept new technology.
Nevertheless, the original models of UTAUT need to be
reviewed to capture individuals® incentives for use of
online ad technology. The current research also presents
three more constructors in the proposed model. These
constructors are display ads, ad environment and brand
name. The limitation of this study was the lack of literature
review and previous studies about using the UTAUT in
the online ads field. Future work will be about mcluding
some factors that could affect the online ads acceptance
to the proposed model such as Ads exposure time and
Ads delivery method.
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