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It is possible to view many advertisements while watching sports. Various advertising techniques are used during 
sports. Virtual advertising has emerged as a unique form of advertising in the sports industry. It entails the insertion 
of digitized images or videos into television broadcasts (Turner & Cusumano, 2000). Furthermore, virtual 
advertising is increasingly used during sport broadcasts (Tsuji, Bennett, & Leigh, 2009). Consumers should have 
different attitudes toward virtual advertising and forms of avoidance of the same based on its perceived 
intrusiveness than they do toward general advertising. This study helped to determine how consumers were likely to 
change their behavior based on the perceived intrusiveness of virtual advertising and their attitudes.  
 
Perceived intrusiveness can be defined as “the degree to which advertisement in a media vehicle interrupts the flow 
of an editorial unit” (Ha, 1996). Questions regarding intrusiveness concerned the degree to which a given 
advertisement was distracting, disturbing, forced, interfering, intrusive, invasive, or obtrusive (Li, Edwards, & Lee, 
2002). Moreover, attitudes toward advertising were defined as good or bad feelings toward advertising (Ajzen & 
Fishbein, 1977).  As for questions regarding attitudes toward advertising, they assessed the degree to which the 
advertisements were good, likeable, or favorable (Homer, 1990). Attitudes toward a brand could define a given 
individual’s positive or negative internal evaluation of the brand (Mitchell & Olson, 1981). Questions regarding 
attitude toward brands had to do with whether they were positive, favorable, or good (Spears & Singh, 2004). 
The existing ways of measuring advertising avoidance include observation, mechanical means, and self-reporting. 
We used the self-report measurement. The different ways of avoiding advertising can be described as cognitive, 
physical, or mechanical forms of avoidance (Clancey, 1994). The questions we asked about cognitive avoidance 
concerned not paying attention, not thinking, and ignorance. Our questions about physical avoidance involved 
leaving the room, talking to a person, and doing other work. Our questions regarding mechanical avoidance 
involved switching the channel, skipping, and changing the screen (Speck & Elliott, 1997; Cho & Cheon, 2004).  
The study sample consisted of spectators of professional baseball, who were students at Pusan National University 
in South Korea, and the collected data sample size was 214. All the items were answered on a five-point Likert scale. 
The study employed SPSS 21.0 for descriptive analysis and Cronbach’s alpha. Structural equation modeling and 
confirmatory factor analysis were applied using AMOS 21.0 to test the research model.  
The hypotheses follow below: 
 
H1. Perception of virtual advertising intrusiveness has an effect on cognitive avoidance in sports.  
 
H2. Perception of virtual advertising intrusiveness has an effect on physical avoidance in sports. 
 
H3. Perception of virtual advertising intrusiveness has an effect on mechanical avoidance in sports. 
 
H4. Perception of virtual advertising intrusiveness has an effect on attitude toward advertising in sports. 
 
H5. Attitude toward virtual advertising has an effect on brand attitude in sports. 
 
H6. Attitude toward virtual advertising has an effect on cognitive avoidance in sports. 
 
H7. Attitude toward virtual advertising has an effect on physical avoidance in sports. 



2017 Sport Marketing Association Conference (SMA XV) 

Boston, MA November 1-3, 2017 

  

 

H8. Attitude toward virtual advertising has an effect on mechanical avoidance during the viewing of sports. 
 
A confirmatory factor analysis achieved an acceptable fit for data based on the selected approximation fit indices (χ2 
/df = 357.153/194 = 1.841, RMSEA = .063, CFI = .945, and SRMR = .054). The Cronbach’s alpha coefficients 
ranged from .843 to 939. Factor loadings for each item were statistically significant, ranging from .540 to .942. In 
terms of the model’s convergent validities, the model constructs showed acceptable levels of average variance 
extracted (AVE), which ranged from .581 to .787. Moreover, Composite Reliability (CR) ranged from .806 to .928, 
AVE was above .50, and CR was above .70. AVE should have been larger than the recommended .50. CR should 
have been larger than the suggested .70 (Fornell & Larcker, 1981). The results of structural equation modeling 
(SEM) were confirmed as a good overall fit for the measurement model (χ2 /df = 266.404/186 = 1.432, RMSEA = 
.045, CFI = .977, and SRMR = .055).  
 
The structural model was analyzed to test the hypotheses. Regarding H1, the path from perception of intrusiveness 
to cognitive avoidance was not significant (standardized γ =.031, S.E.=.067, p>.05). Regarding H2, the path from 
perception of intrusiveness to physical avoidance was significant (standardized γ =.594, S.E.=.569, p<.001). 
Regarding H3, the path from perception of intrusiveness to mechanical avoidance was significant (standardized γ 
=.632, S.E.=.509, p<.001). Regarding H4, the path from perception of intrusiveness to attitude toward advertising 
was significant (standardized γ =-.490, S.E.=.053, p<.001). Regarding H5, the path from attitude toward virtual 
advertising to attitude toward brand was significant (standardized γ =.585, S.E.=.063, p>.001). Regarding H6 the 
path from attitude toward virtual advertising to cognitive avoidance was significant (standardized γ =-.551, S.E.=-
.551, p<.001). Regarding H7 the path from attitude toward virtual advertising to physical avoidance was significant 
(standardized γ =-.163, S.E.=.094, p<.05). Regarding H8 the path from attitude toward virtual advertising to 
mechanical avoidance was not significant (standardized γ =-.094, S.E.=.122, p>.05).  
 
H1 had to be rejected. This result indicated that, if a sports spectator perceived virtual advertising as intrusive, 
he/she would not engage in cognitive avoidance of it. H2 and H3 were supported. These results were consistent 
with previous research findings (Chang & Cheon, 2004; Edwards, Li, & Lee, 2002). They showed that the effect of 
the perception of intrusiveness on mechanical avoidance had the strongest path. H4 and H5 were supported. The 
study by Edwards, Li, and Lee (2002) found that perception of intrusiveness had an impact on attitude toward 
advertising. In addition, previous research found that attitude toward advertising affected attitude toward brand 
(Mackenzie et al., 1986; Shimp, 1981). H6 and H7 were supported. These results were consistent with previous study 
findings (Rojas-Mendez & Davies, 2005). However, H8 had to be rejected because it did not show sufficient 
statistical significance. This result indicated that consumers would not adopt mechanical avoidance based on their 
attitude toward virtual advertising. In conclusion, the most effective way to reduce avoidance of advertising was to 
remove the perception of intrusiveness and to increase the likelihood that consumers would have good attitudes. 
 


