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ABSTRACT

Globalisation and technological developments have brought changes to the implementation of business
activities and product marketing. Internet and digital technology can reach and change consumer
behaviour in consuming products and services. Consumer behaviour, especially the millennial
generation supported by technological devices, is interesting to study further as input for developing
marketing activities. The study examines the role of pop-up ads in driving purchase intentions in
millennial consumers mediated by brand trust. The research uses the SEM-PLS measurement tool. Data
were collected from 280 respondents who have used the internet in the last five years. The study found
that pop-up ads can be both a distraction and an obstacle to driving consumer purchase intentions. The
sudden appearance of pop-ups that tend to be spammy is very disruptive to consumer activities.
Furthermore, the study found the role of brand trust in mediating pop-up ads and driving consumer
purchase intentions.
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A EFICéCIA DA PUBLICIDADE POP-UP NAS INTENCOES DE COMPRA DOS
INTENCOES DE COMPRA DOS CONSUMIDORES DA GERACAO DO MILENIO

RESUMO

A globalizacdo e os desenvolvimentos tecnoldgicos trouxeram mudangas na implementacao
das atividades comerciais e no marketing de produtos. A Internet e a tecnologia digital podem
alcancar e mudar o comportamento do consumidor no consumo de produtos e servicos. E
interessante estudar mais a fundo o comportamento do consumidor, especialmente a geracéo do
milénio, que conta com o apoio de dispositivos tecnologicos, como insumo para O
desenvolvimento de atividades de marketing. O estudo examina o papel dos anuncios pop-up
no estimulo as intencdes de compra dos consumidores da geragdo do milénio, mediado pela
confianga na marca. A pesquisa usa a ferramenta de medicdo SEM-PLS. Os dados foram
coletados de 280 entrevistados que usaram a Internet nos ultimos cinco anos. O estudo
constatou que 0s anuncios pop-up podem ser tanto uma distracdo quanto um obstaculo para
impulsionar as inten¢des de compra dos consumidores. O aparecimento repentino de pop-ups
que tendem a ser spam € muito perturbador para as atividades do consumidor. Além disso, 0
estudo constatou a funcdo da confianga na marca como mediadora dos anuncios pop-up e na
motivacao das inten¢des de compra do consumidor.

Palavras-chave: Digitalizacdo, publicidade pop-up, geracdo Millineal, confianga na marca,
intencdo de compra.

1. Introduction

Technology's rapid development has changed how we interact with the world. One of
the things affected by this technological change is consumer behavior in purchasing (Zhong et
al., 2021). When making purchases, customers are now more likely to shop online (Watanabe
& Omori, 2020). At the same time, marketers are competing to attract customer attention
through various marketing strategies. One of the most commonly used marketing strategies
today is digital advertising, including pop-up advertising (Hsieh et al., 2021). Even though pop-
up ads are often considered annoying, the use of these ads continues to increase because they
are considered effective in attracting user attention and increasing product sales (Abbasi et al.,
2021).

Data from the Indonesian Internet Service Providers Association (APJII) shows that in

2020, internet users in Indonesia reached 196.7 million people or the equivalent of 73.7% of
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the total population (APJII., 2023). In addition, in the same year, the number of e-commerce
transactions in Indonesia reached 22.4 billion US dollars, an increase of 18.7% from the
previous year (Bank Indonesia, 2022). This shows that internet use is increasingly becoming an
essential part of people's lives, and e-commerce is becoming one of the leading choices for
making purchases. Although pop-up advertisements are considered effective in attracting
customer attention and can increase product sales (Sovania & Erasashanti, 2020), the use of
pop-up advertisements is often considered intrusive and can influence customer perceptions of
the advertised brand (Smith, 2011). Several previous studies have identified factors influencing
customer purchase intentions, including brand trust and advertising perceptions (Dam, 2020; J.
Lee et al., 2011; Sanny et al., 2020). However, only some studies have specifically looked at
the influence of pop-up advertising on customers' brand trust and purchase intentions.

One relevant study conducted by Hwang et al., (2011) found that pop-up advertising
significantly positively influenced brand trust and purchase intention among online consumers
in China. Other research conducted by Fachryto & Achyar (2018) also revealed that pop-up
advertisements significantly positively influence purchase intentions among visitors to e-
commerce websites in Indonesia. This is also in line with research conducted by Park & Ohm
(2014) which found that the relevance of pop-up advertisements significantly positively
affected brand trust and purchase intentions among online consumers in South Korea.

In contrast, research Tran (2020); Wagas et al., (2021) and Yasmin & Akhter (2023)
found that pop-up advertising did not significantly impact brand trust and purchase intention
among online consumers in India. This is also in line with research conducted by (K.-Y. Lee &
Samanta, 2023; Tan et al., 2022), which found that pop-up advertisements did not significantly
influence brand trust and purchase intentions among online consumers in Taiwan. The
differences in the studies above prove that more in-depth research is needed regarding pop-up
advertising and its influence on brand trust and customer purchase intentions.

The influence of pop-up advertising on brand trust and customer purchasing interest can
be explained through two theories in the context of consumer behavior; the first is related to the
Unified Theory of Acceptance and Use of Technology (UTAUT), which explains that the
intention to use technology is influenced by four main factors, namely perceptions of
usefulness, perceptions of ease of use, perceptions of subjective norms, and perceptions of
satisfaction (Nair et al., 2015; Venkatesh, 2022). Perceptions of usefulness and ease of use can
also be applied to customers' brand trust and purchase intentions. If customers consider pop-up
advertising useful and easy to access, it can increase brand trust and customer purchase

intentions (Martins et al., 2019). The next theory related to this is the Technology Acceptance
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Model (TAM) theory, which explains that the intention to use technology is influenced by two
main factors: perceptions of usefulness and ease of use (Lala, 2014). In the context of pop-up
ads, if customers find the ad useful and easy to access, it can increase brand trust and purchase
intent.

Based on previous studies, which still provide inconsistent and quite contrasting results.
Thus, brand trust can be used as a mediating variable to bridge the relationship between pop-
up advertising and customer purchase intentions. The implementation of brand trust as a
mediating variable still needs to be carried out by previous research. Brand trust plays a crucial
role in bridging the relationship between pop-up advertising and consumer purchase intentions
(Movahedisaveji & Shaukat, 2020), so it is important to consider brand trust in developing pop-
up advertising marketing strategies. Because in the context of pop-up advertising, the use of
brand trust as a mediating variable shows that pop-up advertising can influence consumer trust
in certain brands or products, which in turn will influence customer purchase intentions.

This research is aimed at further investigating the role of pop-up advertising in
encouraging purchase intentions among millennial generation consumers. From a theoretical
point of view, this research will form a comprehensive conceptual model using the grand theory
of the Technology Acceptance Model (TAM) regarding user behavior in using technology
(Davis, 1989). This research developed and tested hypotheses about the mediation effect, using
a sample of intense internet and social media users. This study focuses on consumer behavior
to purchase goods or services driven by digital advertising on their own devices and trust in the
brand. It also analyses brand trust's direct and indirect influence on purchase intention through
digital advertising. Therefore, this problem attracts researchers to conduct more profound

studies by carrying out research.

2. Theoretical framework and literature review

2.1 POP-UP Ads on Brand Trust

Pop-up advertising appears suddenly on a user's computer screen or mobile device to
increase brand awareness about the products or services offered (Imsa, 2020). This is because
pop-up advertising can increase a brand's opportunity to build consumer relationships and trust
(Harridge-March, 2006). These advertisements can attract attention and show greater interest
in the products or services offered.

Brand trust is vital in building long-term relationships between brands and customers

(Tjahyadi, 2006). This is related to customer trust in the brand, including the belief that the
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brand will provide quality products or services, provide positive experiences to customers, and
maintain commitment to the values held by the brand (Mosavi & Ghaedi, 2012). This is in line
with research conducted by (Ausserdorfer et al., 2018), which states that pop-up advertising has
a positive and significant effect on brand trust. Based on the explanation above, hypotheses that
can be formed are:

H1: Pop-up advertising has a significant positive effect on brand trust

2.2 Brand Trust on Purchase Intention

Consumers who have a high level of trust in brands tend to have more excellent purchase
intentions (Dam, 2020). This is because trust in a brand provides confidence that the product or
service can consistently meet consumer needs and expectations, thereby increasing the
possibility of purchasing (Hong & Cha, 2013). Besides that, brand trust can also help brands
build a positive image and good reputation in the eyes of consumers (Tsai et al., 2015).
Consumers with a positive perception of a brand tend to be more loyal and buy products or
services offered by that brand rather than other brands that do not have the same reputation
(Chaudhuri & Holbrook, 2001). This is supported by research conducted by Dam (2020); Gong
et al., (2023); Tan et al., (2022) which states that brand trust significantly affects purchase
intention. Thus, brand trust can influence consumer purchasing decisions. So, the hypothesis
formed is:

H2: Brand trust has a significant positive effect on Purchase Intention

2.3 POP-UP Ads on Purchase Intention

The ability of pop-up advertising to attract user attention and increase awareness of the
brand or product offered (Tambajong et al., 2019). In line with this, Purchase intention gives
rise to consumers' desires or plans to buy products or services offered by specific brands
(Mergillano et al., 2022). It can be implied that pop-up advertising can influence consumer
purchasing interest by attracting attention and introducing the brand or product offered. Pop-up
advertising can also help brands build a positive image in the eyes of consumers, thereby
increasing trust and interest in purchasing the products or services offered (Dam, 2020). This is
also in line with research conducted by Wang et al., (2014) and Arungbemi, (2020), which
states that pop-up advertising has a significant positive effect on purchase intention. In this case,
the hypotheses that can be developed are:

H3: Pop-up advertising has a significant positive effect on purchase intention
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2.4 POP-UP Ads on Brand Trust

Pop-up advertising, although often considered a form of annoying advertising that
disrupts the user experience, can have a positive and significant effect on brand trust (Smith,
2011). Previous research shows that pop-up advertising can help increase brand awareness and
generate positive responses from consumers if implemented in a good way and are relevant to
the user's context (Robertson et al., 2018). In some cases, pop-up advertising can also help
increase consumer trust in a brand, mainly if the advertisement includes valuable and relevant
information about the products or services offered (Ausserdorfer et al., 2018; Klein et al., 2016)

Apart from that, pop-up advertising can help build a stronger and more positive brand
image (Juliana et al., 2021; Suhaily & Darmoyo, 2017). Previous research found that well-
positioned pop-up ads that display relevant and exciting messages can help strengthen the brand
image in consumers' minds and their perception of brand value (Dam, 2020). This aligns with
research conducted by Davranova (2019) which states that pop-up advertising positively and
significantly affects brand trust. So, based on the research above, the hypothesis that can be
formed is:

H4: Pop-up advertising has a positive and significant effect on brand trust.

2.5 Brand Trust in mediating POP-UP Ads on Purchase Intention

Customer trust in a brand is a critical factor influencing the relationship between pop-
up advertising and customer purchase interest (Shubhangam et al., 2020). Customers with high
trust in a brand tend to find it easier to buy the products and services offered. Therefore, brand
trust plays a role in helping a brand retain existing customers and increase customer loyalty.
Furthermore, pop-up advertising can influence brand trust by increasing customer awareness
about a brand and the products or services offered (Klein et al., 2016). Because pop-up
advertising can provide valuable and interesting information for customers, which can increase
customer trust in a brand (Hussain et al., 2022).

However, pop-up advertising can also be annoying and reduce customer trust in a brand
if it needs to be displayed correctly. Therefore, brand trust mediates the relationship between
pop-up advertising and customer purchase interest (Movahedisaveji & Shaukat, 2020). Pop-up
advertising can influence brand trust, influencing customer purchasing interest (Zhang et al.,
2019). If customers have high trust in a brand, they tend to be more interested in purchasing the
products or services offered (H. Ha & Perks, 2005; Pham et al., 2020). Based on the explanation

above, the hypotheses that can be developed are:
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H5: Brand Trust mediates the relationship between pop-up advertising and customer

purchasing interest

3. Research design and methods
Figure 1. Theoretical Framework

FOP-LIP Brand FPurchase
> Trust ’ Intention

&l

Source: Researchers (2023)

This research aims to obtain empirical evidence and develop a theory of the influence
between Pop-up Advertising and Brand Trust on Purchase Intention to see digitalization's role
in encouraging consumer behavior to consume goods or services. Based on the problems and
research objectives to be achieved, this research uses an explanatory research approach with a
survey approach. Explanatory research examines causality between variables that explain a
particular phenomenon (S. Ha & Stoel, 2009). Operationalization of Research Variables
describes research variables into dimensions, indicators and data scales to facilitate
measurement in data collection.

Population in this study were intense internet and social media users. The minimum
number of samples for this research is 30 samples. This fulfils the opinion of Roscoe (1975) in
Bougie & Sekaran (2019); Hair Jr et al., (2014), where the sample size is more than 30 and 10
times larger than the number of indicators in this study (10 times the number of indicators in
this study, 10 results in 100). So, the sampling method or technique used is purposive sampling.

This research collected 280 respondents who had used the internet in the last five years.

4. Results

4.1 Respondents Profile

Most respondents were female, with a percentage of 66% or 184 people, while men
were 34% or 96 people. From the level of education pursued, most respondents had a Senior
high school education level with a percentage of 54% (151 people). Respondents with a D3
education level were 1% or two people. Meanwhile, there were 45% Bachelor graduates or 127

people.
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4.2 Relationship Between Average Value and Outer Loading

The Pop-up Advertising (X) variable has 12 statement indicators, among which the
highest indicator in reflecting the Pop-up Advertising (X) variable is question item X1.6 (While
using a smartphone, pop-up advertising is a good source of information), which indicates that
respondents have high hopes, expressed in factor loading of 0.869 or 86.9 percent. Respondents
have very high hopes for this statement item. They think that question item However, if we look
at the highest average item from Pop-up Advertising (X), it turns out that it falls on question
item X1.9 (I feel very disturbed by the appearance of pop-up advertisements when using a
smartphone) with an average value of 3.60.

Brand Trust (Z1) has 11 statement indicators, among which the highest indicator in
reflecting the Brand Trust variable (Z1) is question item Z1.3 which indicates that the
respondent has high hopes, expressed in a factor loading of 0.925 or 92.5 percent. Respondents
have very high hopes for this statement item. They consider that question item Z1.3 (I feel
confident with the brand name) should be paid attention to, and this statement item received a
good response with an average value of 3.15, meaning that many stated they were neutral and
agreed with the item. However, if we look at the average item, the highest Brand Trust (Z1)
falls on the question item z1.2 (a brand name that meets my expectations) with an average value
of 3.18.

The Purchase Intention (YY) variable has 5 statement indicators, one of which is the
highest indicator in reflecting the Purchase Intention () variable, namely question item Y1.3
which indicates that the respondent has high hopes, expressed in a factor loading of 0.913 or
91.3 percent. Respondents have very high hopes for this statement item. They consider that
question item Y1.3 (I have shallow buying interest in products/services that appear in pop-up
advertisements) should be paid attention to. This statement item received a good response with
an average value of 3.49, meaning many stated they were neutral and agreed with the item.
Question item Y1.4 (I may not buy the product/service that appears in the pop-up ad) received

the highest item average from Purchase Intention (Y) with an average value of 3.61.
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4.3 Measurement Model

Table 1 Average Variance Extracted
Average Variance
Extracted (AVE)

Brand Trust 0,709
Pop Up Advertising 0,517
Purchase Intention 0,715

Source: Primary Data processed (2023)

The convergent and discriminant validity tests show that 28 items from the 28
questionnaire items have met the loading factor limit value of 0.5, so the 28 questionnaire items
have valid status. Table 7 illustrates that all statement items are declared valid, with a loading
factor value of >0.50. The Structural Equation Modeling (SEM) test results provide the outer
loading explained in Table 5.12 above. Testing the validity of reflective statement items uses
the correlation between the statement item scores and the construct scores. Measurement with
reflective statement items shows a change in an indicator in a construct if another statement
item in the same construct changes. Reflective statement items are suitable for measuring
perceptions, so this research uses reflective statement items. The statement items used in this
research were declared valid or met convergent validity. This research shows a standard AVE
value above 0.50 for all constructs in the research model. The lowest AVE value is 0.517 in the
Pop-up Advertising construct (X1), and the highest AVE value in the Purchase Intention (YY)
construct is 0.715.

Cronbach's Alpha and composite reliability tests show satisfactory values; all latent
variables are reliable because all latent variable reliability values are >0.7. This means that the
research instruments used as tools in this research are reliable and consistent. Thus, all statement
items measure their respective constructs. The statement item model in this research is
reflective, often called the principal factor model, where the latent construct influences the
covariance of the statement item measurements or reflects variations in the latent construct. The
reflective model states that each statement item measures the error imposed on the latent
variable. In the reflective model, the block of manifest variables associated with the latent
variable is assumed to measure the statement items that manifest the construct. Statement items

are seen as effects of latent variables that can be observed empirically.
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4.4 Structural Model and Hypothesis Test

Figure 2. PLS Algorithm
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Table 2 Direct and indirect effect

Original | T Statistics

sample (O)|((0/STDEV]) Values
Brand Trust —> 0198 3180 | 0,002
Purchase Intention
Pop Up Advertising ->
Brand Trust 0,404 6,156 0,000
Pop Up Advertising -> ]
Purchase Intention 0,384 5,543 0,000
Pop Up Advertising -> ]
Brand Trust -> Purchase Intention 0,080 2,686 0,007

Source: Primary Data processed (2023)

The research results show that Pop-up Advertising on Brand Trust is significant at the
5% level (p-value 0.000<0.05), and the T Statistics value is 6.156>1.96. The original sample
estimate value is positive, namely 0.404, which indicates that the direction of the relationship
between Pop-up Advertising and Brand Trust is positive. The higher the Pop-up Advertising
value, the higher the Brand Trust value. Thus, hypothesis H1 in this research states that Pop-up
Advertising affects Brand Trust is accepted.

The research results show that Pop-up Advertising on Purchase Intention is significant
at the 5% level (p-value 0.000<0.05), and the T Statistics value is 5.543>1.96. The original

sample estimate value is positive, namely -0.384, which indicates that the direction of the
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relationship between Pop-up Advertising and Purchase Intention is negative, which means that
the higher the Pop-up Advertising value, the Purchase Intention value will decrease. Thus,
hypothesis H2 in this research states that Pop-up Advertising hurts Purchase Intention.

The research results show that Brand Trust on Purchase Intention is significant at the
5% level (p-value 0.000<0.05), and the T Statistics value is 3.180>1.96. The original sample
estimate value is positive, namely -0.198, which indicates that the direction of the relationship
between Brand Trust and Purchase Intention is negative. So, the higher the Brand Trust value,
the lower the Purchase Intention value. Thus, hypothesis H2 in this research states that Brand
Trust hurts Purchase Intention.

The indirect effect of Pop-up Advertisingon Purchase Intention through the mediation
of Brand Trust is proven to be significant with p. The value is 0.007 (<0.05). Meanwhile, the
direct influence of Pop-up Advertising directly influences Purchase Intention. This shows that
in this study, partial mediation occurred, meaning that by involving a mediator variable, the
independent variable directly or indirectly influences the dependent variable. It is known that
the direct influence that Pop-up Advertising has on Purchase Intention is -0.384. Meanwhile,
the indirect influence of Pop-up Advertising on Purchase Intention through the mediation of
Brand Trust is -0.384 x -0.080= 0.03072. So, the total influence that Pop-up Advertising has
on Purchase Intention through the mediation of Brand Trust is -0.384+0.03072 = -0.35323.

5. Discussion and Conclusion

Pop-up advertising is a form of promotion that appears suddenly on a user's computer
or mobile device screen to increase brand awareness of the product or service being marketed
(Imsa, 2020). Pop-up advertising has the potential to increase visibility and user engagement.
However, quite a few users feel disturbed by the appearance of pop-up advertising. Pop-up
advertising can attract users' attention because it appears suddenly and forces users to interact.
Users will be forced to view advertising displays; if the user wants to divert the ad, they must
close the ad display on the used device.

Many users feel that the appearance of pop-up advertising disrupts the activities they
are carrying out. So many people do not like the appearance of pop-up advertising.
Advertisements that appear suddenly and cover the main content can disrupt the user's reading
or browsing flow, create frustration, and reduce the quality of the experience. Apart from that,
the use of pop-up advertising to misuse user information and data is a security trigger for using

pop-up advertising. However, quite a few marketers still use pop-up advertising to
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communicate with consumers. Marketers' preference for using pop-up advertising is to offer
the opportunity to create direct engagement with users.

The sudden appearance of ads or pop-ups ensures that marketing messages can grab
users' attention instantly. Pop-up advertising will allow marketers to choose the most
compelling moments to display messages, such as when users leave the page or after spending
a specific time on the site. Pop-up advertising often announces special offers, discounts, or time-
limited promotions. Pop-up advertising is an effective medium for getting users' attention to
opportunities they might otherwise miss. Additionally, Pop-up Advertising can act as a tool for
collecting user information; the features offered allow marketers to manage information needs
and invite users to fill out forms.

The debate from previous research regarding pop-up advertising is the main attraction
that will be revealed in this research. This research found several new facts regarding the role
of pop-up advertising in encouraging purchase intention in the millennial generation. The
research results show that pop-up advertising influences encouraging purchase intention.
However, the relationship between the two shows a negative value, meaning that the more often
users see pop-up advertising, the lower the possibility of users having purchase intention. This
is contrary to the results of previous research, which stated that pop-up advertising had a
positive influence on purchase intention. Pop-up advertising that is annoying or frequently
appears excessively can negatively influence purchase intentions. Users may feel annoyed by
such advertisements, which may cause them to leave the website or even develop the intention
to avoid the advertised product or service. The results of this study are inversely proportional
to research conducted by Bendig et al., (2023) which states that pop-up advertising has a
positive and significant direct effect on purchase intentions. This research is strengthened by
the opinions explained by Anwar et al., (2014) that customers who watch advertisements
positively tend to give positive responses to the advertised product or service. This is in line
with research showing that Jakarta students are entertained when watching Wardah's product
advertising content displayed, ultimately creating purchase intentions.

In addition, using pop-up advertising that is too invasive or appears too frequently
without adding value can create distrust and harm the brand image. Security is also a
consideration, especially if the pop-up looks suspicious. Users who feel insecure in online
transactions tend to reduce their purchasing intentions. Content relevance also plays an
important role; if the pop-up matches the user's interests or needs, the marketing message may
be addressed, and purchase intent may decrease. This is related to the findings of these two

studies.
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This research found that pop-up advertising has a positive influence on the formation of
brand trust. Pop-up advertising can effectively boost brand trust when used at the right time and
moment. Pop-up advertising can build consumer trust in brands by presenting advertisements
in a relevant and personalized manner. Ad’s content should give users a sense of engagement
that the brand understands their needs and preferences. Previous research shows that advertising
personalization can increase user engagement and create stronger bonds between consumers
and brands (Dwivedi et al., 2021). Furthermore, pop-up advertising can build trust by providing
added value to consumers. Exclusive offers, special discounts, or access to exclusive content
can create positive experiences that make consumers feel valued, and therefore, user trust in the
brand will increase (Mergillano et al., 2022). Choosing informative and educational messages
in pop-up advertising can increase consumer understanding about products or services. The
availability of helpful information for consumers will encourage consumers' tendency to
develop a higher level of trust in the brand (Ausserdorfer et al., 2018; Halliday & Astafyeva,
2014).

This research found that brand trust influences increasing purchase intentions. Brand
trust is obtained through a commitment from consumers to make purchasing decisions about a
particular product or service. The consumer feels satisfied with the product or service obtained,
so that in the future, the consumer will feel a sense of loyalty to the product (Juliana & Johan,
2020). The research results show that Brand Trust influences Purchase Intention. This is
because trust in a brand provides confidence that the product or service will consistently meet
consumer needs and expectations, increasing the probability of purchase.

Brand trust plays a critical role in shaping consumer purchasing intentions. In practical
terms, marketers need to pay attention to aspects that can damage trust, namely brand
reputation. Research shows that a bad reputation associated with unethical business practices
can reduce consumer trust and influence purchase intentions (Gong et al., 2023; Shubhangam
et al., 2020; Tan et al., 2022). Poor customer service can also damage trust and reduce purchase
intentions, as evidenced in studies on the relationship between customer service quality and
customer satisfaction, which influences purchase intentions (Hsieh et al., 2021; Sanny et al.,
2020). Products or services that are inconsistent in quality or experience production problems
can also harm consumer confidence. Consumers who feel disappointed or uncertain about a
product or service may choose to refrain from continuing purchasing. Additionally, violations
of trust and privacy, such as unethical use of personal data, can harm consumers' trust and

influence their purchase intentions (Cheung, Leung, et al., 2020; Cheung, Pires, et al., 2020).
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In this case, to encourage the effectiveness of brand trust in increasing purchase
intentions, it is necessary to pay attention to influential driving factors, the use of pop-up
advertising. Therefore, marketers need to design pop-up strategies that consider user
preferences and convenience. User-friendly design, appropriate frequency, relevance of
content, and a professional impression can minimize negative impacts on purchase intention,
creating a positive relationship between brands and consumers. With a careful approach, pop-
up advertising can still effectively influence purchase intent without harming the user
experience.

Lastly, this research found that Pop-up Advertising influences Purchase Intention by
mediating Brand Trust. Customers with high trust in a brand tend to find it easier to buy the
products and services offered (Dang et al., 2020). Therefore, trust in a brand has a vital role in
maintaining the existing customer base and increasing the level of customer loyalty to the brand.
In other words, the success of pop-up advertising in building or strengthening consumer trust
in a brand acts as an intermediary in the relationship between pop-up advertising and purchase
intention. As the research results conducted by Dam (2020), brand trust is consumer confidence
in a product from a specific brand in carrying out its function. Consumers who have a sense of
trust in a product from a particular brand will lead to sustainable or higher transaction volumes.
When pop-up advertising effectively creates consumer trust in a brand, this trust can motivate
consumers to have a stronger intention to purchase the products or services the brand offers.
Pop-up advertising can influence consumers' viewpoints and trust in brands, which can
influence their intention to purchase. Well-designed pop-up advertising can increase brand trust
by conveying relevant, informative, and exciting messages. If consumers perceive pop-ups as
adding value or informing them about special offers, new products, or other benefits, it can
improve their perception of brand sustainability and integrity. Personalized pop-up advertising
can increase the level of trust. When consumers feel that the ad understands and responds to
their individual needs or preferences, this can form a closer relationship between the consumer
and the brand. The success of pop-up advertising depends on the accuracy of implementation
and use. User-friendly design, moderate frequency, and relevant content are critical factors for
optimizing the effectiveness of pop-ups without resulting in a detrimental user experience.
Attention to user preferences, such as providing the option to dismiss pop-ups or activating
notifications only once quickly, is also an essential step to creating a positive relationship
between users and ads. By maintaining alignment between marketing interests and the desired
user experience, pop-up advertising can remain a relevant and effective tool in the ever-

evolving world of online marketing.
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6. Limitations and Further Research

Although this research provides theoretical insight and development, this research has
several limitations that can be developed further. Research development can be done by
carrying out more specific industry mapping so that the mapping of the characteristics of
research respondents can be more specific and not general. Further research could also focus
on specific sectors to understand the specific context and market dynamics that may differ. The
variance in user responses to pop-up advertising highlights the complexity of psychological and
social factors that can influence their interactions and engagement. Further development
exploring individual variability could lead to deeper understanding in future research. Not only
that, this research needs to detail aspects of the timing and frequency of pop-up advertising
displays, which can have significant implications for these advertisements' long-term effects
and consumer tolerance. An in-depth analysis of these factors could be an essential contribution
to future research on the dynamics of online advertising. Further research developments include
cross-media analysis to understand the interaction between pop-up advertising and social media
advertising and compare effects between platforms, such as desktop and mobile, to broaden
insight. In addition, further exploration of whether advertising content characteristics, such as
message type or level of creativity, influence perceived brand trust and purchase intentions

could provide a more complete description.
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