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This research aimed at an 4 points (1) to study the sequence development of the Pop-up advertising
on the Internet (2) to study the function of the Pop-up on the Internet for use in advertisinglpubﬁc relations (3) to
study the factors that made people select to use the pop-up for advertising / public relations, and (4) to study the
impact of the pop-up to the Internet users in terms of attitude and behavior to open or avoid the ads.

This research is qualitative and quantitative research. Data collected by survey methods. Depth
interviews and use of questionnaires. The samples from all 3 sources of information sources (1) Pop-up
advertising from 30 sites (2) 4 production and advertising planning organizations (3) 200 Internet users with

various demographic backgrounds.

The research found:

1. Development of the pop-up is divided into 3 periods: First period is "the beginning of pop-up ads”
that the pop-up advertising is displayed separately from the website. Second period is “the pop-up ads blocked”
by using the program or function against the display window ads (Pop-up Blocker). The last period is “hover
pop-up” that the pop-up ad is appearing on the same site in order to avoid the use of pop-up blocker. But today
both type of the pop-up ads display are found.

2. Page ad window is divided into 2 criteria.

2.1. Status of use is divided into 2: (1) as main media and (2) as supplementary media.

2.2. Objective of use is divided into 5 sorted by priorily: (1) Informing (2) Assisting Other Company Efforts
(3) Reminding, Increasing Salience and Adding Value (4) Influencing and (5) Listing.

3. The main factors in selecting the pop-up advertising is the rates adverlising (Advertising rates} and the
other factors will be a supplement in decision-making.

4. Exposure, altitudes, and behavior to avoid the pop-up advertising of Internet users are related
statistically significant at the 0.05. The Internet users, who are exposed to ads accidentally, have a neutral
attitude on the pop-up advertising. The motivation to expose to the pop-up advertising is to get the relevant
content in pop-up advertising. Too frequent pop-up ads cause the avoidance behavior. Moreover the internet

users also avoid the pop-up advertising which contained the buying-stimulating information.





