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Exploring the Impact of Interruptions in Consumer Information Processing on
Advertising Effectiveness
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The purpose of this study is to examine the effect of interruptions in
consumer information processing on advertising effectiveness. First, the fundamental results
indicated that the inconsistency between brand identity and brand image was a major marketing issue.
Second, we developed a scale to measure the amount of information processing interruptions, taking
into a practical perspective. As interruptions could be divided into multiple types, we also
explored the relationship between information processing patterns and media use behavior, and the
relationship between their patterns and advertising effectiveness. Finally, we proposed a consumer
state change model that was useful when planning advertising strategies. This study contributes to
the field of marketing and consumer behavior research by examining the interruptions of information
processing, which have not been studied extensively.
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