2019 2022

Consumer Information Processing from Advertisements: Avoidance, Memory, and
Attitudes

Takeuchi, Ryosuke

2,500,000

Marketers SEend on advertising to increase its effectiveness. Nevertheless,
in recent years, the number of ads has increased significantly due to the diversification of
advertising media. Consequently, consumers tend to avoid ads, fail to store ad information in
memory, and fail to form favorable attitudes toward ads. This research focused on the information
processing processes from ads and aimed to address two issues unresolved by previous literature.
These issues are (1) to explain the decision making of advertising avoidance and (2) to identify the

relationship between avoidance, memory, and attitudes.
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