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Abstract

As the site of some support for cutting-edge technology, making Internet advertising has
become more diverse, more vivid and rich in content, but it also interfered with Internet users
browse the Web fluency. The frequency of Internet advertising too often, users of the network
becomes a disturbance, leaving the people on the Internet advertising had a negative impact,
thereby affecting the effectiveness of advertising, and even find ways to avoid online
advertising. The purpose of this study, past research that will do a consolidation, in order to
Psychology Reactance theory, to explore the Ad Intrusiveness for the interference effect of
advertising and the impact of advertising effectiveness.
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