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ABSTRACT 

 

As social media increasingly operates within algorithm-driven attention economies, clickbait has become a 

pervasive engagement tactic. However, prior research has not fully explained the psychological mechanisms linking 

clickbait to downstream consumer behavior. Existing studies have also largely treated clickbait as an isolated 

persuasive cue, overlooking its dynamic interactions with other elements in social media ecosystems. Drawing on 

psychological reactance theory (PRT) and uses-and-gratifications theory (UGT), this study develops an integrated 

framework to examine when clickbait harms versus facilitates consumer responses. Across four experiments, we test 

a sequential mediation model in which perceived intrusiveness and advertising avoidance transmit the effects of 

clickbait on purchase intention. We further introduce message appeal congruence as a key boundary condition. The 

results indicate that clickbait does not uniformly produce negative outcomes. When headline-induced motivations 

align with the gratifications delivered by the content, perceived intrusiveness and reactance are attenuated. When they 

are misaligned, advertising avoidance increases and purchase intention declines. This research advances the clickbait 

literature by shifting attention from static credibility judgments to dynamic goal-directed processing and by identifying 

gratification fulfillment as an upstream regulator of psychological reactance in social media contexts. 

 

Keywords: Clickbait; Psychological Reactance Theory; Perceived intrusiveness; Uses and Gratifications Theory; 

Message appeal 

 

1. Introduction 

Compared with the static presentation and limited reach of traditional offline media (Chakraborty et al., 2016), 

social media enables real-time dissemination and user interaction through more diverse and dynamic information 

displays (Kietzmann et al., 2011; Meel & Vishwakarma, 2020). This shift has substantially increased both the speed 

and frequency of information diffusion. However, the high density of information supply has created a new structural 

tension with users’ limited attentional resources (Liu et al., 2021; Lo & Hsieh, 2024). Under conditions of information 

overload (Eppler & Mengis, 2004; Tufekci, 2013), and shaped jointly by algorithmic filtering and user behavior 

(Bakshy et al., 2015; Geyik & Weijo, 2025), content producers are increasingly relying on attention-grabbing 

expressions. This trend has driven the widespread emergence of clickbait in social media environments (Mukherjee 
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et al., 2022). Such headlines typically stimulate user clicks by creating suspense, using exaggeration, or employing 

suggestive language (Yin et al., 2021). As a result, clickbait has become an important strategy in the competition for 

attention in digital content markets. 

Prior research has examined clickbait from multiple perspectives, including perceived credibility and perceived 

benefits (Liu et al., 2021), individual differences (Munger et al., 2020), click and traffic performance (Zhang et al., 

2020), headline–content consistency (Carcioppolo et al., 2022), and perceived enjoyment (Chua et al., 2021). Overall, 

the dominant literature tends to view clickbait as a commercially motivated communication strategy that may deviate 

from truthfulness (Mukherjee et al., 2022) and thus emphasizes its detection and regulation (Ghanem et al., 2020; 

Bronakowski et al., 2023). However, this research stream has three important limitations. First, there is a gap in 

outcome generalization. Existing studies mainly focus on clicking and sharing intentions (Munger et al., 2020; Zhang 

et al., 2020). With the continued growth of social media consumption (Zhao et al., 2023), whether and how clickbait 

further influences consumers’ purchase intention remains underexamined. Second, the underlying mechanisms are 

largely treated as post hoc evaluations. Prior work has primarily investigated downstream outcomes such as distrust, 

perceived manipulation, or emotional reactions (Mukherjee et al., 2022; Zhang et al., 2025) while paying only limited 

attention to the dynamic process in which goal-directed information processing is disrupted. Third, the literature shows 

a predominantly negative bias. Although employing clickbait is highly effective in capturing attention (Zhang et al., 

2020), few studies to date systematically examine the conditions under which it may generate positive marketing 

effects. 

To address these gaps, this study integrates psychological reactance theory (PRT) and uses-and-gratifications 

theory (UGT) to develop a dual-path framework that links motivational gratification with autonomy threat. 

Specifically, we first introduce perceived intrusiveness and advertising avoidance as a sequential mediation chain to 

explain how clickbait disrupts users’ goal-directed processing and activates reactance responses. We then incorporate 

message appeal, grounded in UGT, as a key boundary condition to capture how headline–content congruence jointly 

shapes purchase intention. Finally, through cross-theoretical integration, we examine how variations in the alignment 

between headline-induced motivations and content-delivered gratifications either amplify or attenuate the reactance 

process. Compared with prior research, this study makes three main contributions. First, by positioning perceived 

intrusiveness upstream in the psychological reactance process, we reveal how clickbait influences purchase intention 

through cognitive disruption, thereby extending the process explanatory power of PRT in social media marketing 

contexts. Second, drawing on UGT, we identify the moderating role of message appeal congruence and clarify how 

the structure of curiosity fulfillment shapes subsequent responses. Third, by integrating PRT and UGT, we 

demonstrate that clickbait does not operate in isolation; its effectiveness depends on motivational alignment between 

headlines and content. This perspective offers a new theoretical lens for understanding the potential positive value of 

clickbait, and our findings deepen the understanding of persuasion boundaries in social media and provide practical 

implications for firms seeking to optimize content design and platform communication strategies. 

 

2. Literature Review and Hypotheses 

Although a growing body of research has examined clickbait, most studies focus on static credibility evaluations 

(e.g., Ghanem et al., 2020; Volkova et al., 2017) and pay limited attention to dynamic cognitive disruption. While 

some studies document the negative effects of clickbait (e.g., Liu et al., 2021; Zhang et al., 2025), they primarily 

explain why readers resist clickbait and rarely explore the conditions under which resistance does not occur. To 

address these gaps, this study integrates PRT and UGT theory to examine how clickbait influences consumers’ 

cognitive processes and, ultimately, purchase intention. We further propose message appeal as a moderator to 

investigate how the communication effects of clickbait can be adjusted to mitigate consumer resistance and potentially 

generate positive outcomes. In the following sections, we review the relevant theoretical background and prior 

research, evaluate the applicability of PRT and UGT in this context, and develop the proposed mechanisms and 

boundary conditions. 

2.1. Clickbait in Social Media 

Clickbait refers to a headline-writing technique that stimulates users’ strong desire for external information 

(Chakraborty et al., 2017). In the algorithmic age, clickbait continues to proliferate in social media environments (Jung 

et al., 2022). Research on algorithmic recommendation systems provides important insights into this phenomenon. 

With high levels of user engagement, digital content dissemination has become embedded in an attention economy 

centered on algorithmic distribution (Hennig-Thurau et al., 2013). Automated recommendations now function as key 

decision aids for users (Hennig-Thurau et al., 2012). By continuously tracking behavioral signals and dynamically 

adjusting content rankings, personalized algorithms repeatedly push stimuli that trigger immediate reactions, thereby 

creating a self-reinforcing exposure loop (Geyik & Weijo, 2025). 
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At the same time, platforms rely on data-driven recommendation mechanisms to maximize user attention and 

improve click-through rates, viewing duration, and engagement (Pletikosa Cvijikj & Michahelles, 2013). In this 

environment, content formats that effectively trigger clicks, dwell time, and interaction are more likely to receive 

algorithmic amplification. Clickbait is particularly effective in enhancing promotional visibility (Lu & Pan, 2021). By 

deliberately creating suspense, using exaggeration, or employing suggestive wording, it captures readers’ attention 

(Varshney & Vishwakarma, 2021). Given these characteristics, clickbait has gradually become a prevalent strategy in 

digital media environments (Mukherjee et al., 2022). In this sense, clickbait could be viewed as a form of “algorithmic 

persuasion” within the attention economy, whereby algorithmically mediated communication strategically amplifies 

persuasive content to capture user attention (Zarouali et al., 2022). Moreover, platform feeds and recommendation 

mechanisms systematically amplify high-engagement content, which may implicitly shape producers’ optimization 

strategies (Aral & Van Alstyne, 2011). Therefore, consumers’ frequent exposure to clickbait in social media contexts 

is not driven solely by creators’ individual choices; it is also partly the result of algorithmic selection and amplification 

(Bakshy et al., 2015). 

Existing research generally characterizes clickbaiting as a potentially manipulative information presentation 

strategy (Zheng et al., 2018) that may undermine content credibility and user trust (Mukherjee et al., 2022). 

Consequently, most studies emphasize improving the technical detection of clickbait (Volkova et al., 2017; Ghanem 

et al., 2020; Bronakowski et al., 2023) to reduce its misleading effects (Scott, 2023). However, this one-sided 

perspective cannot fully explain the continued prevalence of clickbait in practice. A growing number of studies 

recognize that clickbait also possesses strong attention-attraction value (Jodłowiec, 2023). By stimulating curiosity 

and information anticipation (Zhang et al., 2025), it can, under certain conditions, enhance user engagement and 

interaction intentions (Kuiken et al., 2017; Scacco and Muddiman, 2020; Zhang et al., 2020). This suggests that 

clickbait has dual properties—manipulative and attractive—and that its ultimate effect may depend on consumers’ 

trust and authenticity judgments. Source credibility theory supports this view (Hovland et al., 1953). Information 

acceptance largely depends on audiences’ subjective evaluations of source credibility and expertise (Sternthal et al., 

1978). When headlines are perceived as exaggerated or misleading, consumers are more likely to question the source’s 

competence or honesty. Conversely, in entertainment-oriented or social media contexts, clickbait expressions may be 

interpreted as conventional attention-getting rhetoric, thereby weakening negative credibility inferences. Authenticity 

signaling theory offers a similar explanation. In digital environments, consumers evaluate not only whether 

information is true but also whether the content and communicator appear authentic (Nunes et al., 2021). 

From a broader digital trust perspective, prior research typically treats trust as the key mechanism linking attention 

capture to persuasion outcomes (Gefen et al., 2003). However, most studies focus on users’ immediate judgments 

upon exposure to headlines and pay limited attention to trust-updating during subsequent information processing. In 

social media contexts, headlines often serve only as the entry point to content. The curiosity and initial trust they 

generate are preconditions rather than final determinants (Loewenstein, 1994). After clicking and reading the full 

content, consumers typically reassess the consistency between headline promises and actual information. This stage 

is critical for trust formation and revision (Bhattacherjee, 2001). When headline-induced expectations are reasonably 

fulfilled, consumers may not experience strong trust erosion, even if they recognize the attention-grabbing intent. In 

contrast, the presence of a clear discrepancy between the headline and content is more likely to be attributed to 

manipulation, thereby significantly weakening digital trust and triggering negative responses (Varshney & 

Vishwakarma, 2021). 

Furthermore, the dual nature of clickbait—its coexistence of manipulativeness and attractiveness (Zhang et al., 

2025)—is likely embedded in the situational boundary condition of headline–content linkage strength. When a 

headline is perceived as a reasonable summary or stylistic amplification of the underlying content, its attention-

grabbing function may operate without substantially undermining perceived authenticity. However, when the two are 

perceived as disconnected or even misleading, the same linguistic form is more likely to be interpreted as a signal of 

strategic manipulation. Although prior research has examined the psychological effects of clickbait (Zhang et al., 

2025), its credibility consequences (Liu et al., 2021), and users’ curiosity responses (Chua et al., 2021), most studies 

treat headlines as isolated stimuli. Relatively few adopt a dynamic “headline–content continuous processing” 

perspective to investigate how trust is reinforced or eroded during information verification. This gap limits a 

systematic understanding of when clickbait is accepted and when it triggers resistance. 

2.2. The Serial Mediating Role of Perceived Intrusiveness and Advertising Avoidance 

 The information processing of clickbait can be conceptualized as a typical expectation–confirmation dynamic 

(Chakraborty et al., 2016). Expectation–confirmation theory suggests that consumers form expectations prior to 

information exposure and subsequently compare actual experiences with those expectations, leading to confirmation 

or disconfirmation judgments (Oliver, 1980). In clickbait contexts, readers quickly form expectations about the 

forthcoming content after encountering the headline (Blom & Hansen, 2015). Motivated by information-seeking goals, 
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they are subsequently more likely to click and read the content (Kuiken et al., 2017). However, when the actual content 

fails to fulfill the implicit promise of the headline, readers are more likely to experience expectation disconfirmation 

during the comparison process (Chakraborty et al., 2016). Prior research shows that headlines in such unmet 

experiences are often interpreted as misleading or untrustworthy (Mukherjee et al., 2022). Expectation disconfirmation 

creates cognitive inconsistency, which consumers may attribute to interference with their autonomous information-

search process (Edwards et al., 2002). When consumers perceive that their control over the information environment 

has been undermined, deeper psychological reactions may be triggered (Youn & Kim, 2019). 

PRT provides a motivational explanation for this response. When individuals perceive that their freedom of 

information choice is threatened, they tend to develop a motivational resistance aimed at restoring autonomy (Brehm 

& Brehm, 1981). Perceived intrusiveness captures the subjective psychological experience associated with expectation 

disconfirmation. Consumers may interpret unmet content expectations as an invasion of their attention and decision 

space, thereby strengthening their sense of restricted freedom (Edwards et al., 2002). Perceived intrusiveness refers to 

the psychological feeling that arises when consumers’ ongoing behavioral or cognitive processes are forcibly 

interrupted by external interference (Edwards et al., 2002). It reflects consumers’ perception that their continuous 

cognitive activity has been disrupted (McCoy et al., 2008). Accordingly, perceived intrusiveness may activate 

psychological reactance, which is often manifested as advertising avoidance, negative evaluations, or withdrawal 

behaviors (Edwards et al., 2002; Youn & Kim, 2019). Taken together, expectation disconfirmation places clickbait 

within a sequential mechanism—expectation disconfirmation → perceived intrusiveness → psychological reactance 

→ advertising avoidance—which provides a more explanatory framework for understanding why clickbait triggers 

defensive consumer responses (Bhattacherjee, 2001; Edwards et al., 2002). 

Furthermore, perceived intrusiveness typically arises when individuals encounter passive interruptions during 

goal-directed information processing. Such interruptions are often interpreted as threats to attentional autonomy and 

freedom of choice (Edwards et al., 2002; Cho & Cheon, 2004). Focusing on perceived intrusiveness therefore offers 

a process-consistent and cognitively grounded explanation of how clickbait triggers advertising avoidance and 

ultimately weakens purchase intention (Baek & Morimoto, 2012). This perspective moves beyond the traditional static 

paradigm that emphasizes post hoc credibility and attitude evaluations. Instead, it highlights dynamic cognitive 

disruption in goal-directed processing (McCoy et al., 2008). By doing so, it extends prior clickbait research and 

provides a more nuanced account of consumers’ negative responses to clickbait strategies, while also offering new 

insights into PRT. In contrast, constructs such as perceived manipulation, distrust, or anger primarily capture 

downstream evaluative or affective reactions that occur after the disruption has already been cognitively registered 

(Edwards et al., 2002; Kirmani & Zhu, 2007; Zhang & Clough, 2020). 

Empirical evidence supports this reasoning. Edwards et al. (2002) argue that information that is unexpected and 

forcibly imposed may disrupt consumers’ browsing or decision processes and thereby induce perceived intrusiveness. 

In the context of chatbot advertising, Van Den Broeck et al. (2019) show that, when consumers passively receive 

marketing messages or do not explicitly consent to chatbot interactions, perceived intrusiveness is more likely to occur. 

Prior studies also demonstrate that perceived intrusiveness leads to negative advertising responses. Edwards et al. 

(2002) find that intrusive ads evoke irritation and increase ad avoidance. Youn and Kim (2019), in their Facebook-

based study, report that news interruptions disrupt users’ platform goals, heighten perceived intrusiveness, and trigger 

advertising avoidance. De Keyzer et al. (2022) show that overly personalized advertising increases perceived 

intrusiveness, which in turn worsens brand attitudes and reduces click intention. Pfiffelmann et al. (2020) similarly 

find that greater perceived advertising intrusiveness is associated with more negative attitudes toward ads. Building 

on this logic, we argue that, when consumers encounter clickbait headlines, they form expectations and develop a 

motivation to click. After clicking, however, the content may fail to fulfill those expectations, creating a sense of being 

misled. This experience forcibly interrupts consumers’ cognitive processing. As a result, consumers may avoid further 

acknowledgment of the advertisement by skipping it, deliberately ignoring it, or directly closing the application 

(Singaraju et al., 2022), which ultimately reduces purchase intention (Chakraborty et al., 2016; Zhang et al., 2020). 

Therefore, we propose the hypothesis that: 

H1: Perceived intrusiveness and advertising avoidance sequentially mediate the effect of clickbait on purchase 

intention. 

2.3. Moderating Role of Message Appeal 

UGT posits that users engage with social media to satisfy their emotional (e.g., entertainment) and cognitive (e.g., 

information) needs (Katz et al., 1973; Lee & Ma, 2012). Prior research confirms that clickbait effectively attracts users 

to click links (Chakraborty et al., 2016; Zhang et al., 2020). However, it pays limited attention to the role of the content 

itself. The difference between clickbait and conventional headlines may activate distinct user message appeals (Molina 

et al., 2020; Turley & Kelley, 1997). Headlines shape consumers’ first impressions (Zhang et al., 2025), but we argue 

that the consistency between the headline and the delivered content ultimately determines expectation fulfillment. 
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Previous studies classify social media content into emotional and informational (Molina et al., 2020) and emphasize 

that different content types exert different levels of user attraction (De Vries et al., 2012; Ashley & Tuten, 2015). 

Emotional appeal relates to readers’ fantasies, feelings, experiences, or hedonic aspects, whereas informational appeal 

emphasizes rational information delivery, such as reporting dates, locations, and objective product details (Hirschman 

& Holbrook, 1982). Accordingly, we propose that clickbait headlines create a “curiosity gap” (Blom & Hansen, 2015) 

that often activates users’ emotional appeal. Such headlines guide readers toward affective expectations and tend to 

be more expressive and evaluative during consumption (Stubb, 2018). This process renders subsequent reading goal-

directed. In contrast, informational appeal primarily aims to introduce products or services through factual arguments 

and objective statements. It is therefore more instrumental and rational in nature (Stubb, 2018). 

UGT suggests that media use is driven by specific user needs and motivations, and true psychological gratification 

occurs only when media content matches those motivations (Katz et al., 1973; Lee & Ma, 2012). When clickbait 

activates emotional curiosity or affective expectations but the content mainly delivers informational messaging, 

consumers experience motivation–content incongruence. This incongruence has two theoretical consequences. First, 

from a UGT perspective, unmet curiosity reflects failed gratification (Chakraborty et al., 2016). Second, and more 

critically from the PRT perspective, this failure may be interpreted as interference with consumers’ autonomous 

information acquisition, thereby triggering psychological reactance (Brehm & Brehm, 1981). In other words, 

resistance does not necessarily stem from clickbait itself but from the interruption of goal-directed processing at the 

content stage (Edwards et al., 2002). This mechanism differs from prior research that treats distrust or perceived 

manipulation as the primary mediators because those constructs mainly capture post-evaluative reactions rather than 

the process experience of disrupted goal pursuit (Kirmani & Zhu, 2007; Zhang & Clough, 2020). We therefore argue 

that clickbait often provokes consumer aversion because its headlines typically arouse emotional message appeal, 

whereas the actual content provides informational messaging. This structural mismatch weakens need fulfillment and 

strengthens perceived intrusiveness (Edwards et al., 2002). 

Within the PRT framework, heightened perceived intrusiveness further activates psychological reactance, 

increases advertising avoidance, and ultimately reduces purchase intention (Youn & Kim, 2019). Conversely, when 

the emotional message appeal activated by clickbait is adequately fulfilled by the content, motivational congruence 

emerges between headline and content. In this case, consumers’ goal-directed processing proceeds smoothly, their 

sense of autonomy is not threatened, and the likelihood of psychological reactance is substantially reduced (Varshney 

& Vishwakarma, 2021). Under such conditions, clickbait may not produce negative outcomes and may even improve 

consumer responses by maintaining processing continuity. Accordingly, this study adopts message appeal as the key 

moderator and operationalizes content as emotional versus informational.  

Strictly speaking, message appeal refers to the persuasive orientation of information rather than the content itself 

(Molina et al., 2020). However, in marketing communication practice, emotional and informational appeals are 

typically realized through corresponding content formats. Content attributes therefore serve as important carriers of 

appeal execution (Belch & Belch, 2017; Molina et al., 2020). For this reason, we treat emotional and informational 

content as operational manifestations of different message appeal orientations and use the term “message appeal” 

within this bounded meaning. 

H2: Message appeal moderates the relationship between headline type and purchase intention. 

Figure 1 summarizes the hypothesized model. 
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Figure 1. Conceptual framework of the proposed serial mediation and moderation models. 

 

3. Research Method and Data Analysis 

The primary objective of this research is to construct clickbait headlines that attract user clicks and to examine 

the subsequent consumer purchase intention after content exposure. Four experiments were conducted to test the 

proposed hypotheses. Experiment 1 aimed to establish the causal relationship between headline type and consumer 

purchase intention. From the perspective of PRT, Experiment 2 built on Experiment 1 to examine the underlying 

psychological mechanism through which clickbait influences consumer purchase intention. Guided by UGT, 

Experiment 3 introduced message appeal as a moderating variable to investigate how the congruence between clickbait 

and content affects consumer purchase intention. Finally, Experiment 4 integrated the theoretical perspectives and 

extended Experiment 3 to explain why the combination of clickbait and content matching can produce results that 

differ substantially from those observed in Experiment 1. 

This research used WeChat Official Accounts as the experimental context because they represent a highly relevant 

and commercially important social media setting in China. As one of the country’s largest social media platforms, 

WeChat (Tencent Holdings Ltd., Shenzhen, China) has developed a mature content ecosystem in which Official 

Accounts play a central role in information dissemination, user engagement, and product promotion. Given their scale, 

stability, and widespread use in embedded marketing communication, WeChat Official Accounts provide an 

appropriate and representative context for examining how clickbait influences consumer responses. Accordingly, 

WeChat materials were used as the experimental stimuli. 

Product involvement is defined as the degree of personal relevance that consumers assign to a product category 

based on their needs, values, and perceived risks (Zaichkowsky, 1985). Prior research indicates that high-involvement 

products tend to trigger systematic cognitive processing, whereas low-involvement products rely more on peripheral 

cues and heuristic judgments (Petty & Cacioppo, 1986). Clarifying the involvement level of the focal product is 

therefore important for interpreting persuasion effects. Krill oil was selected as the stimulus product. As a functional 

health supplement, it is typically not a highly complex durable good. However, because it involves health-related 

claims, consumers still engage in a moderate level of cognitive evaluation. Following prior involvement research 

(Zaichkowsky, 1985; Laurent & Kapferer, 1985), we conducted a supplementary study using the Personal 

Involvement Inventory. Participants (N = 99) were asked to imagine considering an online purchase of krill oil and 

then rate the product category according to 10 7-point semantic differential items (e.g., important–unimportant, 

interesting–boring). The scale demonstrated acceptable reliability (Cronbach’s α = 0.799). The mean involvement 

score was 4.46 points (SD = 0.684), indicating that consumers perceive krill oil as a moderate-involvement product. 

In addition, to avoid potential confounding effects of prior brand knowledge or pre-existing attitudes, we designed a 

fictitious krill oil brand, Haina, as the stimulus brand in the experiments. 

3.1. Experiment 1 

The purpose of this experiment was to verify the effect of clickbait on consumer purchase intention. 

Headline Type 

(General vs. Clickbait) 

Perceived 

Intrusiveness 
Advertising 

Avoidance 
Consumer Purchase 

Intention 

Message Appeal 

(Emotional appeal vs. Informational appeal) 

Headline Type 

(General vs. Clickbait) 

Consumer Purchase 

Intention 

H1 H1 H1 

H2 

Modle1 

Modle2 
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3.1.1. Pretest 

The purpose of the pretest was to develop the manipulation materials for clickbait in order to ensure the scientific 

rigor of the formal study and reduce potential bias in the experimental results. Specifically, the original headline text 

was rewritten to create two versions: a clickbait-style headline and a general (non-clickbait) headline for the control 

condition. In addition, because headlines inherently carry emotional valence (positive vs. negative) and because such 

valence may influence individual behavior (Cui et al., 2024; Hoeken & Sinkeldam, 2014), the present study controlled 

for both headline emotional valence and headline type in subsequent analyses. Accordingly, the pretest materials were 

designed and validated using a 2 (headline type: general vs. clickbait) × 2 (emotional valence: positive vs. negative) 

design, resulting in four groups of experimental stimuli. 

The design procedure was as follows. Two headlines with clearly opposite emotional valence were created by 

incorporating affect-laden words (e.g., “happy,” “joyful,” “heartbreaking,” “too tragic”). During the construction of 

clickbait headlines, we followed the characteristics identified by Molek-Kozakowska (2013) and adapted them to our 

research context. Specifically, clickbait headlines made greater use of polarity terms, modal verbs, pronouns, 

punctuation (e.g., question marks and exclamation marks), and numerals. In addition, to reflect the contemporary 

online environment, we incorporated highly typical clickbait expressions such as “Shocking!” and “Must share!” to 

strengthen the manipulation. 

Different methods were used to test the effectiveness of emotional valence and headline type manipulations. To 

validate emotional valence, 119 participants from a university in Guangxi were recruited and informed that they were 

participating in a survey about social media topics. Participants were asked to view all headlines and evaluate the 

emotion conveyed by each headline. Positive emotion was coded as “0” and negative emotion was coded as “1.” After 

rating, an inter-rater agreement test was conducted. The results showed significant agreement (kappa = 0.738, P = 

0.000). 

Next, the effectiveness of the headline type manipulation was examined. Following Zhang et al. (2025), 

participants rated the statement: “This headline contains exaggerated wording and is attractive,” using a 7-point scale 

(low to high). The questionnaire was distributed via the Credamo online survey platform (Credamo Inc., Sammamish, 

WA, USA). Participants were randomly assigned into four groups through the platform’s randomization function. A 

total of 163 valid responses were obtained. An independent-samples t test showed that clickbait headlines were 

perceived as significantly more inducing than general headlines (t = −24.704, P < 0.001, Cohen’s d = 3.6533; Mgeneral 

= 2.6835, Mclickbait = 5.9765). Therefore, the manipulation of headline type was confirmed to be successful. Finally, 

four headlines varying by emotional valence and clickbait style were obtained. Based on commonly observed 

clickbait-linked articles online, corresponding content materials were written and used as the stimulus materials for 

the main experiment of Study 1. 

3.1.2. Experimental Procedure 

The experiment employed a 2 (headline type: general vs. clickbait) × 2 (emotional valence: positive vs. negative) 

between-subjects design. The questionnaire was distributed via the Credamo online survey platform. Participants who 

had taken part in the pretest were not allowed to participate in any subsequent experiments in this study. A total of 

143 participants were recruited. After removing invalid responses, the final sample consisted of 136 participants (see 

Appendix C for detail). An a priori power analysis using G*Power (F-test) indicated that, to detect a medium effect 

size (f = 0.25) with 80% statistical power, a total sample size of 128 participants was required (Faul et al., 2009). The 

final sample size exceeded this threshold. 

The experimental procedure was as follows. First, participants were informed that they were participating in a 

survey about user habits related to WeChat Official Accounts in order to minimize demand effects. To reduce privacy 

concerns, participants were assured that the survey was anonymous and that all collected data would be used only for 

statistical analysis and kept confidential. Participants read the following scenario: 

“You are a loyal reader of the WeChat Official Account ‘Xiao’an perspective.’ This account typically provides 

in-depth analyses of current events or popular science explanations of certain topics, and you rarely miss any of its 

posts. Today, the account has been updated.” 

After entering the account interface, participants were randomly shown one of the four headline interfaces (see 

Figure 2-5). Using Credamo’s random assignment function, participants were allocated to one of four groups to ensure 

that each participant was exposed to only one type of stimulus. Aside from the manipulated headline, all experimental 

procedures and content were identical across participants to avoid experimental bias. After viewing the headline 

interface, participants clicked the link to read the article content (adapted from online sources and moderately revised 

for research purposes; all participants read identical content). After exposure to the stimuli, participants reported their 

purchase intention using a 7-point Likert scale (1 = low, 7 = high). The consumer purchase intention measure was 

adapted from Liu et al. (2021) (see Table 1). Finally, participants completed demographic questions. 
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Table 1. Variables and measurement 

Variables Measurement items Reference 

Consumer 

Purchase 

Intention 

You are highly likely to consider purchasing this 

product recommended by the official account. (CPI1) 

(Liu et al., 2021) 

You are willing to buy products recommended by 

WeChat official accounts. (CPI2) 

You would recommend this product to others. (CPI3) 

Perceived 

Intrusiveness 

This advertisement content is distracting. (PI1) (Pfiffelmann et al., 

2020) 
This advertisement makes it difficult for you to focus 

on the information that interests you in the headline. 

(PI2) 

The content of this advertisement is not what you 

expected to see after reading the headline. (PI3) 

This advertisement distracts you from the information 

you are interested in within the headline. (PI4) 

The content of this advertisement interferes with your 

understanding of what the headline mentions. (PI5) 

The advertisements embedded within this content 

disrupt your reading experience. (PI6) 

The advertisements embedded in this content make you 

feel uncomfortable. (PI7) 

Advertising 

Avoidance 

I will deliberately ignore this advertisement. (AA1) (Chinchanachokchai 

& De Gregorio 

2020) 
I will deliberately avoid looking at this advertisement. 

(AA2) 

I will deliberately refrain from clicking on this 

advertisement. (AA3) 

 

 
Figure 2. Clickbait headline (positive emotion).      Figure 3. Clickbait headline (negative emotion). 
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Figure 4. General headline (positive emotion).                Figure 5.  General headline (negative emotion). 

 
3.1.3. Results 

Background analysis and reliability testing 

SPSS 26.0 (IBM Corp., Armonk, NY, USA) was used to analyze the sample characteristics and to conduct 

reliability analysis. The Cronbach’s α for consumer purchase intention was 0.912, exceeding the recommended 

threshold of 0.700 and indicating satisfactory reliability. Confirmatory factor analysis was conducted using AMOS 

26.0 (IBM Corp.) to assess average variance extracted (AVE) and composite reliability (CR). The results showed 

AVE = 0.779 (>0.5) and CR = 0.914 (>0.7), both meeting the recommended criteria. 

Main effects testing 

Headline type and emotional valence were randomly assigned by the Credamo system. We coded the manipulated 

variables as follows: for headline type, participants exposed to general headlines were coded as “0,” while those 

exposed to clickbait headlines were coded as “1.” Then, for emotional valence, positive emotion was coded as “0” 

and negative emotion was coded as “1.” As can be seen from Table 2, In the baseline model (Model 1), the regression 

equation was significant, with F = 4.172 (P < 0.01). Age had a significant positive effect on consumer purchase 

intention. The R² was 0.190, indicating that age explained 19% of the variance in consumer purchase intention. Based 

on Model 1, Model 2 added headline type as an independent variable. The regression equation was significant (F = 

6.589, P = 0.000). The R² of Model 2 was 0.265, representing an increase of 7.5% compared with Model 1. This 

indicates that headline type explained an additional 7.5% of the variance in consumer purchase intention. Headline 

type had a significant negative effect on consumer purchase intention (β = −2.82, P = 0.000), indicating that clickbait 

headlines reduced consumer purchase intention. This finding is consistent with prior research showing that clickbait 

decreases consumer purchase intention. 

Experiment 1 established the effect of clickbait on consumer purchase intention through experimental testing. 

However, it did not examine the underlying mediating mechanism. Therefore, Experiment 2 further investigates the 

internal mechanism linking clickbait to consumer purchase intention. 
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Table 2.  Hierarchical Regression Results for the Effect of Headline Type on Consumer Purchase Intention  

Variables 
Consumer Purchase Intention 

Model 1 Model 2 

Gender −0.071 -0.125 

Age 0.391*** 0.356*** 

Career 0.096 0.099 

Education 0.048 0.023 

Income 0.114 0.127 

Emotional Valence 0.014 0.008 

Headline Type  −0.282*** 

R2 0.19 0.265 

Adjusted R2 0.152 0.225 

△R2 0.19 0.075 

F 5.03*** 6.589*** 

△F 5.03*** 13.107*** 

***, P < 0.001; **, P < 0.01; *, P < 0.05 

 

3.2. Experiment 2 

The purpose of Experiment 2 was to examine the serial mediating roles of perceived intrusiveness and advertising 

avoidance in the relationship between clickbait and consumer purchase intention. 

3.2.1 Sample Selection and Data Collection 

This experiment was conducted using the Credamo online survey platform. Participants who completed the survey 

and whose responses were accepted received 2 RMB as compensation, whereas questionnaires with invalid responses 

were rejected and did not receive payment. A total of 161 participants from Beijing, Shanghai, Nanjing, and other 

regions were initially recruited. After excluding 15 respondents who failed the attention check, the final dataset 

consisted of 146 valid samples (see Appendix C for detail). A priori power analysis based on an F-test in G*Power 

indicated that detecting a medium effect size (f = 0.25) with 80% statistical power required a minimum sample size 

of 128 participants (Faul et al., 2009). The final sample size exceeded this threshold. 

During survey distribution, individuals who had participated in Experiment 1 or its pretest were prevented from 

participating in this experiment. This procedure effectively minimized potential interference caused by prior exposure 

to earlier experimental materials. Participants were informed that they were taking part in a survey about user habits 

on WeChat public accounts, which aimed to reduce the likelihood that they would infer the true purpose of the 

experiment. This experiment adopted the same materials and procedures used in Experiment 1. A 2 (headline type: 

general vs. clickbait) × 2 (emotional valence: positive vs. negative) between-subjects design was employed, and 

Credamo’s random block function ensured that each participant was exposed to only one experimental stimulus. 

As in Experiment 1, participants first viewed the WeChat public account interface and the article headline, then 

read the corresponding article content. After reading the experimental materials, participants were asked to report their 

perceptions using measurement scales assessing: perceived intrusiveness, advertising avoidance, and consumer 

purchase intention. All latent constructs in this study were measured using established scales from prior literature, 

with appropriate adaptations. To ensure the accuracy and clarity of measurement items, the original English 

questionnaire items were first translated into Chinese. Then, with the assistance of two bilingual researchers, the items 

were then translated back into English. Two additional researchers reviewed the back-translated version to ensure 

consistency with the original items. No major discrepancies were identified. A pilot test with 24 master’s students was 

conducted to ensure that the questionnaire presented no issues regarding clarity, wording, or completion time. 

Perceived intrusiveness was measured using the scale developed by Pfiffelmann et al. (2020). Advertising avoidance 

was measured using the scale proposed by Chinchanachokchai and De Gregorio (2020). Consumer purchase intention 

was measured using the same items employed in Experiment 1 (see Table 1 for detail). After completing all construct-

related questions, participants also provided demographic information, including gender and age. 

3.2.2. Results 

 Correlation Analysis and Reliability and Validity Tests 

Correlation analysis was conducted using AMOS 26.0. The results indicated that all correlations among constructs 

were below 0.79, satisfying the discriminant validity criterion suggested by Rönkkö and Cho (2022) (see Appendix C 
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for detail). Reliability analysis was performed using SPSS 26.0. The Cronbach’s α values for all latent variables 

exceeded 0.700, ranging from 0.906 to 0.947, indicating satisfactory internal consistency. A confirmatory factor 

analysis was conducted using AMOS 26.0. The results showed that: All factor loadings exceeded 0.70. AVE ranged 

from 0.718 to 0.762, while CR ranged from 0.905 to 0.947. These values satisfied the recommended thresholds (see 

Appendix C for detail). 

Main effects testing 

The serial mediation effect was tested using the PROCESS macro in SPSS (Model 6). A 95% bias-corrected 

confidence interval was constructed, with positive and negative emotional valence included as control variables. 

Bootstrapping with 5,000 resamples was applied. The results are presented in Table 3. 

After controlling for headline emotional valence, the direct effect of headline type on consumer purchase intention 

was −0.8856, with a 95% confidence interval of [−1.2081, −0.5632]. The serial mediation effect of perceived 

intrusiveness and advertising avoidance between headline type and consumer purchase intention was −0.2023, with a 

95% confidence interval of [−0.3767, −0.0682]. These findings supported H1. The results of Experiment 2 indicate 

that clickbait has a negative direct effect on consumer purchase intention, which is consistent with the findings 

obtained in Experiment 1. Further mediation analysis revealed that perceived intrusiveness and advertising avoidance 

jointly mediate the negative impact of clickbait on purchase intention, thereby confirming H1 and revealing the 

psychological mechanism through which clickbait reduces purchase intention (Chakraborty et al., 2016; Zhang et al., 

2020).  

However, Experiment 2 still left two important questions unanswered: What causes this negative effect, and how 

might the positive social value of clickbait be realized or restored? We argue that clickbait, as a contemporary form 

of advertising, is often adopted because it arouses consumers’ curiosity and attracts attention. Nevertheless, prior 

studies have largely focused on the headline itself as an isolated stimulus. In reality, reading a clickbait headline 

represents only the beginning of the consumer’s experience, while the content itself also shapes the reader’s perception. 

Therefore, we propose that the satisfaction of different message appeals may generate different behavioral 

responses among consumers. Accordingly, Experiment 3 investigates message appeal as a boundary condition 

influencing the effects of clickbait. 

 

Table 3. Serial Mediation Results for the Effect of Clickbait on Consumer Purchase Intention Through Perceived 

Intrusiveness and Advertising Avoidance 

Path 
Effect 

Sizes 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Direct Effects −0.9698 −1.3447 −0.5950 

Total Indirect Effects −0.706 −1.2443 −0.3100 

Clickbait → Perceived Intrusiveness → 

Consumer Purchase Intentions 
−0.3508 −0.8442 −0.0637 

Clickbait → Ad Avoidance → Consumer 

Purchase Intentions 
−0.0547 −0.3054 0.0518 

Clickbait → Perceived Intrusiveness → Ad 

Avoidance → Consumer Purchase Intentions 
−0.3005 −0.6797 −0.0330 

 
3.3. Experiment 3 

The purpose of Experiment 3 was to examine the moderating role of message appeal in the relationship between 

clickbait and consumer purchase intention. 

3.3.1. Pretest 

The purpose of the pretest was to develop and validate the manipulation materials for message appeal, ensuring 

the scientific rigor of the formal experiment and minimizing potential bias. 

Following the studies of Turley and Kelley and Molina et al. (Molina et al., 2020; Turley & Kelley, 1997), and 

based on their definitions and characteristics of informational appeal and emotional appeal, the advertising content 

used in the pretest of Experiment 1 was redesigned. Two types of experimental materials were created: informational 

appeal content and emotional appeal content. The informational appeal condition emphasized instrumental and 

rational information, introducing the product attributes, functions, and features of Antarctic krill oil (see Appendix A).  

In contrast, the emotional appeal condition presented the same product information but placed greater emphasis on 
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emotional influence, highlighting the satisfaction of consumers’ curiosity triggered by the clickbait headline (see 

Appendix B).  

After the materials were developed, 72 participants from a university in Liaoning Province were recruited. During 

the survey, participants first read definitions and explanations of emotional and informational appeals. The participants 

were then divided into two groups, each of which read one type of content. After reading the content, participants 

were asked to judge whether the material matched the intended message appeal. Informational appeal was coded as 

“0” and emotional appeal was coded as “1.” A chi-squared test conducted using SPSS 26.0 indicated a significant 

difference between the two groups (χ² = 19.176, P < 0.001), confirming the effectiveness of the manipulation. 

Additionally, 51 participants were recruited to evaluate the message appeal elicited by the headlines themselves. These 

participants were randomly divided into four groups and asked to read either a headline. Each participant was exposed 

to only one headline type. After reading the definitions of emotional and informational appeals, participants were 

asked to judge which type of appeal the headline evoked. Subsequently, during the testing process, headline type, 

stratified as general headlines (negative vs. positive) and clickbait headlines (negative vs. positive), was grouped 

separately to test each type. Informational appeal was coded as “0” and emotional appeal was coded as “1.” Chi-

squared analysis again indicated a significant difference in participants’ judgments (χ² = 19.176, P < 0.001), 

demonstrating that the manipulation of message appeal in different headline conditions was effective. 

3.3.2. Experimental Procedure 

The purpose of the main experiment was to examine the boundary role of message appeal in the clickbait effect. 

The experiment was conducted through the Credamo online survey platform, and questionnaires were distributed via 

Credamo’s data marketplace. Participants received 2 RMB compensation for accepted responses, whereas invalid 

responses were rejected and did not receive payment. A total of 224 valid responses were obtained (see Appendix C 

for detail).  A priori power analysis using G*Power (F-test) indicated that detecting a medium effect size (f = 0.25) 

with 80% statistical power required 128 participants (Faul et al., 2009). The final sample size exceeded this threshold. 

Participants who had taken part in Experiments 1 or 2 or their pretests were excluded from participation, thereby 

preventing contamination from prior exposure. The experiment adopted a 2 (headline type: clickbait vs. general 

headline) × 2 (emotional valence: positive vs. negative) × 2 (message appeal: emotional vs. informational) between-

subjects design, which resulted in eight experimental conditions.  

Participants were randomly assigned to the eight experimental conditions using Credamo’s random block function, 

ensuring that each participant viewed only one headline and one piece of content. Participants were told that they were 

participating in a survey on user habits related to WeChat public accounts to reduce suspicion regarding the true 

purpose of the study. After reading the experimental materials, participants completed the consumer purchase intention 

scale based on their reading experience (see Table 1 for detail). After finishing all construct-related items, participants 

also completed manipulation check questions and provided demographic information, including gender and age. 

3.3.3. Results 

Reliability and validity analysis 

Confirmatory factor analysis with AMOS 26.0 indicated satisfactory psychometric properties, with consumer 

purchase intention showing an AVE of 0.8266 and a CR of 0.9346. Reliability analysis conducted in SPSS 26.0 further 

showed Cronbach’s α = 0.932 (>0.700), confirming internal consistency. Confirmatory factor analysis results revealed 

that standardized factor loadings were all above 0.8, AVE = 0.8211, and CR = 0.9323, thus all meeting recommended 

thresholds. 

Main effects testing 

Assignment of headline type and emotional valence was randomized via Credamo. Coding was as follows: general 

headline = “0,” clickbait = “1”; informational appeal = “0,” emotional appeal = “1.” 

A two-way analysis of variance was conducted in SPSS 26.0 with consumer purchase intention as the dependent 

variable. Gender, age, occupation, education level, annual income, and headline emotional valence were included as 

covariates. The results revealed a significant interaction between headline type and message appeal: F(1, 214) = 

169.161, P < 0.001, ηp² = 0.441. 

Simple effects analysis further clarified the moderation effect. For clickbait headlines, consumers exposed to 

emotional appeal content reported significantly higher purchase intention (Memotional = 5.391, SE = 0.111) than those 

exposed to informational appeal content (Minformational = 2.089, SE = 0.087), F(1, 214) = 160.624, P < 0.001, ηp² = 

0.429, CI = [2.479, 3.392]. Conversely, for general headlines, consumers exposed to informational appeal content 

showed significantly higher purchase intention (Minformational = 2.627, SE = 0.105) compared to those exposed to 

emotional appeal content (Memotional = 2.455, SE = 0.200), F(1, 214) = 15.413, P < 0.001, ηp² = 0.067, CI = [0.268, 

0.808]. As shown in Figure 6, these findings provided support for H2. 

The results of Experiment 3 differed from those of Experiments 1 and 2, suggesting that our study identifies a 

contextual condition that has received limited attention in prior research. Specifically, the findings reveal that, when 
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the headline and the underlying content are congruent, consumer purchase intentions increase. This result indicates 

that consumer purchase intentions are more likely to improve when the informational needs triggered by the headline 

are ultimately satisfied. 

Nevertheless, the findings of Experiment 3 remain subject to certain limitations. Although this experiment 

addressed the unresolved issue identified in Experiment 2 from the perspective of uses and gratifications theory, it did 

not directly test whether the psychological resistance pathway becomes attenuated under such congruent conditions. 

Therefore, Experiment 4 was conducted to further examine whether consumers’ reactance mechanism weakens or 

becomes ineffective when headline–content congruence satisfies their informational motivations. 

 

Figure 6. Interaction effect of headline type and message appeal on consumer purchase intention. 

 
3.4. Experiment 4 

The purpose of Experiment 4 was to further extend the findings of Experiment 3 by integrating previously 

independent explanatory pathways. Specifically, this experiment examined whether psychological reactance 

mechanisms still operate when clickbait headlines match the message appeal of the content. 

3.4.1. Sample Selection and Data Collection 

This experiment was conducted as a between-subjects study using the Credamo online survey platform. A total 

of 160 participants were initially recruited. After excluding 17 respondents who failed the attention check, the final 

sample consisted of 143 valid responses (see Appendix C for detail). A priori power analysis using G*Power (t test) 

indicated that detecting a medium effect size (f = 0.5) with 80% statistical power required a minimum sample size of 

128 participants (Faul et al., 2009). The final sample size exceeded this requirement. Participants who had taken part 

in any previous experiments in this study were not allowed to participate, thereby preventing contamination from prior 

exposure. This experiment used the same experimental materials as the previous studies, with one important difference: 

all participants were exposed to clickbait headlines. Using Credamo’s random block assignment, participants were 

randomly allocated to four groups to view one type of content in a 2 (emotional valence: positive vs. negative) × 2 

(match condition: mismatch in informational appeal vs. match in emotional appeal) between-subjects design. Each 

participant saw only one headline–content combination, and the presentation order was identical for all participants. 

Also, each participant viewed only one type of content, and the experimental procedure was identical for all 

participants. Participants were informed that they were participating in a survey about user habits related to WeChat 

public accounts to minimize suspicion regarding the experimental purpose. After reading the experimental stimuli, 

participants completed measurement scales assessing perceived intrusiveness, advertising avoidance, and consumer 

purchase intention (see Table 1 for detail). Participants also provided demographic information, and all questionnaire 

items were identical to those used in previous experiments. 

3.4.2. Results 

Correlation analysis and reliability and validity tests 

Correlation analysis was conducted using AMOS 26.0, and all correlations among items were below 0.79 (Rönkkö 

& Cho, 2022) (see Appendix C for detail). Reliability analysis using SPSS 26.0 showed that the Cronbach’s α values 

for all latent variables exceeded 0.700, ranging from 0.906 to 0.947, indicating satisfactory reliability. Finally, 

confirmatory factor analysis using AMOS 26.0 showed that all factor loadings exceeded 0.70. AVE ranged from 0.561 

to 0.604, and CR ranged from 0.820 to 0.914. All values met the recommended thresholds (see Appendix C for detail).
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Hypothesis testing 

The PROCESS macro (Model 6) in SPSS was used to examine the serial mediation effect of perceived 

intrusiveness and advertising avoidance between matching condition and consumer purchase intention. A 95% bias-

corrected confidence interval was constructed with 5,000 bootstrap resamples, and headline emotional valence was 

included as a control variable. The results are reported in Table 4. After controlling for match condition, the direct 

effect of matching condition on consumer purchase intention was 2.5018, with a 95% confidence interval of [1.7881, 

3.2154]. However, the 95% confidence intervals of all indirect effects included zero, indicating that the mediation 

effects were not significant.  

The results of Experiment 4 indicate that the match between clickbait headlines and message appeal has a positive 

direct effect on consumer purchase intention. This finding contrasts with the results obtained in Experiment 1. 

Moreover, the psychological reactance pathway was not significant in this process. Experiment 3 first identified a 

phenomenon largely overlooked in previous research: the conditions under which clickbait does not trigger consumer 

resistance and instead positively influences consumer purchase intention. Experiment 4 further empirically validated 

the psychological mechanism underlying this phenomenon. As a contemporary form of advertising, clickbait can 

create a curiosity gap and stimulate autonomous motivation to read (Chakraborty et al., 2016; Zhang et al., 2020). 

However, previous studies have largely focused on the headline itself, while, in reality, reading a clickbait headline 

represents only the beginning of the consumer experience, and the content that follows also shapes the reader’s 

perception and behavioral responses. 

 

Table 4. Serial Mediation Results for the Effect of Headline–Content Matching Condition on Consumer Purchase 

Intention Through Perceived Intrusiveness and Advertising Avoidance Under Clickbait Headlines 

Path 
Effect 

Sizes 

95% Confidence Interval 

Lower Bound Upper Bound 

Direct Effects 2.5018 1.7881 3.2154 

Total Indirect Effects 0.1534 −0.0.4959 0.8199 

Matching Condition → Perceived 

Intrusiveness → Consumer Purchase 

Intentions 

   

Matching Condition → Ad Avoidance → 

Consumer Purchase Intentions 
0.1604 −0.4507 0.7828 

Matching Condition → Perceived 

Intrusiveness → Ad Avoidance → Consumer 

Purchase Intentions 

−0.0082 −0.2215 0.2492 

 

4. Conclusion 

4.1. Research Findings 

Drawing on PRT and UGT, this study developed an integrated analytical framework to examine the mechanisms 

through which clickbait influences consumer purchase intentions in social media contexts. Three experiments were 

conducted to investigate both the underlying psychological processes and the boundary conditions of this effect. 

Several key findings emerged. 

First, at the overall effect level, the results further confirm and extend prior research (Liu et al., 2021). Compared 

with general headlines, clickbait headlines generally reduce consumer purchase intentions. This finding suggests that, 

in social media advertising environments, overly sensationalized or exaggerated headlines may be interpreted as 

potentially interfering with consumers’ autonomy in information processing. Such perceptions can trigger defensive 

reactions. 

Second, at the mechanism level, the study identifies a serial mediation process. Specifically, clickbait headlines 

first increase consumers’ perceived intrusiveness, which then leads to advertising avoidance, ultimately reducing 

purchase intention. This finding challenges previous explanations that primarily focused on post-exposure attitudes or 

trust evaluations. Instead, it highlights a dynamic process of disrupted goal-directed information processing. The 

results provide a more fine-grained understanding of how clickbait influences consumer decision-making. 

Third, at the boundary-condition level, a significant interaction was found between headline type and message 

appeal. When advertising content emphasizes informational messaging, general headlines lead to higher purchase 

intention. In contrast, when the content emphasizes emotional messaging, clickbait headlines generate higher purchase 
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intention. This finding indicates that the effectiveness of clickbait depends on motivation–content alignment, rather 

than representing a uniformly negative strategy. 

Finally, the cross-theoretical analysis further clarifies the integration of PRT and UGT. The results show that 

clickbait does not necessarily trigger psychological reactance. Instead, its effect depends on whether the motivations 

activated by the headline are fulfilled by the subsequent content. When emotional content satisfies users’ curiosity, 

the reactance pathway becomes non-significant. This finding suggests that UGT helps explain the motivational 

conditions under which the PRT process is either activated or attenuated. In this way, the study offers a more integrated 

and dynamic explanation of how clickbait shapes consumer responses in social media contexts. 

4.2. Theoretical Implications 

The theoretical contributions of this study can be summarized in three main ways. First, this study extends existing 

perspectives on clickbait research. Previous studies have examined the psychological mechanisms underlying clickbait 

by focusing on factors such as perceived manipulative intent (Zhang et al., 2025) and interpersonal relationship 

strength (Liu et al., 2021). These studies largely adopt static analytical frameworks and emphasize emotional reactions 

or attitude changes after consumers have already recognized message interference. Within the framework of PRT, this 

study introduces perceived intrusiveness as a key mediating variable. By doing so, it shifts the focus toward the 

dynamic cognitive processing stage, particularly the disruption of goal-directed information processing. This 

perspective highlights how consumers experience cognitive interruption when encountering clickbait, which 

subsequently triggers reactance responses (McCoy et al., 2008). Rather than focusing solely on evaluative responses 

after interference has been recognized, this study examines how clickbait can trigger psychological reactance at the 

early stage of information processing through cognitive disruption. From a cognitive-processing perspective, the 

findings illustrate how consumers rapidly adjust their attitudes and behavioral tendencies when they perceive 

information interference. This dynamic perspective enriches the theoretical framework of PRT and offers new insights 

for research on social media marketing. 

Second, this study explores boundary conditions that mitigate the expectation gap created by clickbait. Prior 

research has shown that clickbait exploits users’ curiosity gap to motivate them to engage with content (Zhang et al., 

2020; Zhang et al., 2025). At the same time, discrepancies between expected and actual information may lead to 

expectation disconfirmation (Oliver, 1980; Chakraborty et al., 2016). However, existing studies mainly focus on why 

users resist clickbait, while largely overlooking situations in which users do not resist clickbait and may even 

experience gratification. To address this gap, the present study introduces the needs-oriented perspective of UGT. This 

perspective emphasizes that media gratification does not depend solely on the act of clicking. Instead, it depends more 

critically on the alignment between users’ activated needs and the content provided afterward (Katz et al., 1973; Lee 

& Ma, 2012).  

Specifically, this study incorporates content type based on consumers’ message appeal as a key moderating factor. 

Social media content is categorized into emotional and informational types, allowing the boundary conditions of 

clickbait effects to be examined from a need–content matching perspective. The experimental results reveal that 

clickbait can be accepted by consumers—and may even generate positive outcomes—when the content effectively 

satisfies the motivations triggered by the headline. By shifting the focus from motivation activation to conditions for 

motivation fulfillment, this study extends prior UGT applications. It provides a more comprehensive explanation of 

how attention-grabbing strategies in social media can translate into actual gratification and subsequent behavioral 

responses. 

Third, this study revisits and extends the functional value of clickbait. Existing research has largely emphasized 

the manipulative and misleading nature of clickbait (Zhang et al., 2020; Zhang et al., 2025), highlighting its negative 

effects on trust, attitudes, and behavioral outcomes (Ghanem et al., 2020; Liu et al., 2021; Bronakowski et al., 2023). 

Although some studies acknowledge that clickbait can increase clicks and dissemination efficiency, it is usually treated 

as an antecedent of subsequent negative reactions (Zhang et al., 2020; Zhang et al., 2025). In contrast, this study moves 

beyond the dominant perspective that treats clickbait as a purely problematic strategy. By integrating PRT and UGT, 

it systematically explains when and why clickbait may produce positive effects.  

Specifically, the findings suggest that clickbait does not inevitably trigger psychological reactance. Its effects 

depend on the alignment between the motivations triggered by the headline and the gratification provided by the 

content. When message appeal is matched, users’ goal-directed processing continues smoothly. This reduces perceived 

threats to autonomy and suppresses reactance responses. In contrast, when a mismatch occurs, unmet expectations are 

more likely to be attributed to interference with informational autonomy, which activates reactance mechanisms. 

Through this mechanism, the study places the UGT gratification process before the formation of reactance responses 

in PRT. It shows how gratification-oriented motivations can regulate—or even buffer—the emergence of 

psychological reactance at the antecedent stage. Therefore, this research not only identifies the potential positive 

functions of clickbait but also advances the cross-theoretical integration of PRT and UGT. While most reactance 
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research focuses on defensive responses after threats are perceived, this study further demonstrates that motivational 

gratification structures themselves can serve as key antecedent conditions influencing whether reactance is triggered. 

This insight shifts clickbait research from a static evaluation of manipulativeness to a dynamic perspective focusing 

on whether goal-directed processing can be smoothly maintained (McCoy et al., 2008). It provides a new theoretical 

entry point for understanding the complex relationship between attention acquisition and persuasive outcomes in 

digital environments. 

4.3. Managerial Implications 

Based on the findings of this study, several practical recommendations can be proposed for policymakers, social 

media platforms, and marketing practitioners. First, this study does not deny the potential negative consequences of 

clickbait. Clickbait may lead users to perceive manipulation attempts (Mukherjee et al., 2022). Moreover, the large 

amount of traffic generated by clickbait can allow content creators to profit without improving content quality (Zhang 

et al., 2020). This phenomenon may ultimately lead to the proliferation of low-quality or ineffective message on social 

media platforms. Therefore, policymakers should strengthen legal frameworks and promote social norms and business 

ethics. Such efforts can help combat low-quality content and discourage mismatches between headlines and content. 

These measures would provide both legal and ethical foundations for improving the online information environment. 

In addition, policymakers can encourage social media platforms and content creators to use the advantages of 

clickbait responsibly. While employing attention-grabbing headlines can be effective, they should remain consistent 

with the underlying content. Improving content quality and ensuring that user message appeals are satisfied can 

enhance both message value and user experience. Government agencies can also play a demonstrative role when using 

social media for public communication. By combining the attention-grabbing features of clickbait with high-quality 

and informative content, public institutions can improve the dissemination of government information and public 

services. 

Second, clickbait may create confusion and a sense of deception, which can cause users to question the reliability 

of social media platforms more frequently (Chen et al., 2015; Zhang et al., 2020). Therefore, social media platforms 

should strengthen the governance of low-quality clickbait content in order to maintain user trust. On the one hand, 

platforms should enhance content quality review mechanisms. Misleading clickbait can be filtered through algorithmic 

detection with penalties for related accounts (Bronakowski et al., 2023; Ghanem et al., 2020). On the other hand, 

platforms can promote high-quality content through incentive mechanisms, such as traffic promotion or reward 

systems. These measures can encourage creators to produce content in which headlines accurately reflect the content. 

By fostering a healthier content ecosystem, platforms can improve user satisfaction while allowing high-quality 

creators to obtain greater benefits. In this way, clickbait can be managed as a double-edged sword, enabling platforms 

to benefit from attention-grabbing strategies while minimizing negative consequences (Zhang et al., 2025). 

Finally, previous studies suggest that, when content quality is low, clickbait is less accepted by users compared 

with general headlines (Mukherjee et al., 2022). Clickbait works by stimulating readers’ curiosity and motivating them 

to fill knowledge gaps (Liu et al., 2021). At the same time, the relationship between the frequency of clickbait and 

traffic or click-through rates follows an inverted U-shape (Zhang et al., 2020). For content creators and marketers, this 

implies that repeatedly delivering content that does not match users’ message appeals will ultimately generate poor 

outcomes and damage the credibility of their accounts or brands. Therefore, creators and marketers should emphasize 

content quality management and focus on consistently satisfying users’ message needs(Hsieh & Lo, 2025). Doing so 

will improve both content reach and marketing effectiveness. Meanwhile, users and consumers should improve their 

digital message literacy (Zhang et al., 2025). When evaluating content or products, they should consider factors such 

as the professionalism and interactivity of content creators and brands (Liu et al., 2021). Users should also actively 

identify and report low-quality or misleading content to platforms or regulatory authorities. 

4.4. Limitations and Future Research 

This study has several limitations that suggest directions for future research. First, the experiments were 

conducted using WeChat Official Accounts as the research context. Although WeChat has a large user base and a 

well-developed commercial ecosystem, it primarily emphasizes social interaction. Other types of social media 

platforms—such as entertainment-oriented or content-sharing platforms (e.g., Bilibili, Xiaohongshu, and Weibo)—

were not included in this study. User participation across different social media platforms is highly context-specific. 

The experiences offered by each platform differ substantially, and each platform provides unique forms of user 

engagement (Voorveld et al., 2018). Future research could therefore examine how clickbait influences user 

perceptions across different types of social media platforms. 

Second, differences between ads were minimized by using ads for a single product, but the manipulations were 

associated with just a single example in each case, rather than averaging over three or more examples of each 

manipulation. In addition, this study employed a functional health product as the experimental context. Although this 

type of product is somewhat representative in e-commerce settings, products with different levels of involvement may 
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trigger different information-processing paths (Petty & Cacioppo, 1986). Future research could test the robustness of 

the proposed model in contexts involving high-involvement durable goods or low-involvement impulse products to 

enhance the external validity of the findings. 

Finally, the participants in this study were recruited from two main sources: university students recruited offline 

and participants recruited through the Credamo data marketplace. As a result, the diversity of the sample may be 

limited. To assess this issue, the study adopted the digital message literacy scale used by Zhang et al. (2025). After 

completing all experimental measures, participants responded to this scale using a 7-point Likert scale (1 = low, 7 = 

high). The results indicated that the mean level of digital message literacy exceeded 4.5 points. This outcome may 

have two explanations. First, student participants typically possess relatively high levels of digital message literacy. 

Second, individuals with lower digital literacy may not be adequately represented in online survey panels and may 

have fewer opportunities to participate in such studies. Future research should therefore consider combining online 

and offline data-collection methods to obtain more diverse samples. Researchers may also examine how differences 

in digital literacy influence participants’ responses, thereby improving the representativeness and generalizability of 

research findings. 
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Appendix A. Informational Appeal 

Let me recommend a krill oil product - Haina Krill Oil 

Haina Krill Oil - China's top-selling domestic krill oil brand with dual recognition for market reputation and 

quality. The product has a repurchase rate as high as 40%. It has achieved a 100% pass rate in random inspections by 

the international authoritative testing institution ORIVO for three consecutive years and has been awarded ORIVO's 

"3 Years 0 Defects" Gold Standard for quality. Additionally, Haina Krill Oil has established a world-advanced krill 

oil transparent factory in Province Q - the FS Transparent Factory. It features a 100,000-grade GMP purified 

production workshop and has obtained international food safety certifications including 

FSSC22000/ISO22000/HACCP. The production process is fully transparent, with full traceability of product and raw 

material sources. 

Antarctic krill oil is a new type of natural marine Omega-3 polyunsaturated fatty acid source. It contains abundant 

bioactive substances such as phospholipids, EPA, DHA, astaxanthin, vitamins, and trace elements. It has anti-

inflammatory properties and immune-regulating functions. In the field of sports nutrition, athletes rely on nutritional 

strategies to improve training effectiveness and performance. Antarctic krill oil has gained significant attention for 

enhancing exercise metabolic capacity, delaying fatigue, and promoting post-exercise recovery. 

 

 
 

Key benefits of Antarctic krill oil are as follows: 

01 Krill oil improves exercise-induced immune suppression recovery 

Regular exercise plays an important role in enhancing human immunity and chronic disease management, while 

intense exercise temporarily suppresses immune function. Studies have found that supplementing 2g of Antarctic krill 

oil daily for healthy young adults can reduce the production of inflammatory steroids, cytokines, and reactive oxygen 

species (ROS), thereby alleviating inflammatory diseases. 

02 Krill oil improves post-exercise oxidative stress 

Prolonged or high-load intense exercise disrupts the body's redox balance, leading to excessive production of 

reactive oxygen species (ROS). Skeletal muscles are easily attacked by ROS, causing damage. A clinical study on 

rowing athletes showed that supplementing 1g of krill oil daily for six consecutive weeks improved post-exercise 

oxidative stress. 

03 Krill oil promotes recovery of exercise-induced skeletal muscle function 

Choline participates in maintaining muscle function during prolonged physical activity and is considered a limiting 

factor for performance in endurance competitions. High-intensity endurance exercise can reduce serum choline 

concentration. Persistent free choline deficiency mobilizes phosphatidylcholine from cell membranes, inducing 

compromised cell membrane integrity, causing muscle damage, affecting muscle contraction, and accelerating fatigue. 

Studies have found that triathlon athletes consuming 4g of Antarctic krill oil daily for five weeks before competitions 

can effectively increase free choline concentrations pre- and post-event, improving muscle damage and fatigue after 
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high-intensity endurance exercise. 

04 Krill oil promotes exercise energy recovery 

Krill oil also aids in post-exercise energy recovery. In an 8-week trial involving healthy males and females aged 

18-70 with fasting blood glucose levels of 1.3-4.0 mmol/L, daily supplementation with Antarctic krill oil was 

administered. Results showed Antarctic krill oil promotes glycogen replenishment and fatigue recovery. Long-term 

supplementation with Antarctic krill oil can enhance the body's aerobic endurance while regulating fatty acid oxidation 

and carbohydrate metabolism. 

 
This product, developed with billions of yuan invested by state-owned enterprises, is definitely reliable! 

 

 
Dear friends, 

If you want to learn more about Antarctic krill oil, 

please long-press the QR code below to add our official WeChat account. 

Adding the official QQ account does not mean you must make a purchase. 

You are welcome to contact us anytime with questions. 

The first 20 people who add us will receive special discounted quotas per province. 

Add us to claim benefits and get consultations! 

Special Offer Now: 

One bottle for only ¥59.8, two bottles for ¥119.8 

Buy two bottles and get one free, SF Express shipping with cash-on-delivery supported! 
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Appendix B. Emotional Appeal 

Antarctic Krill – Earth’s "Marine Granary" 

What is the "Human Food Reserve" of Antarctica? 

Krill are small, abundant marine crustaceans. There are over 80 krill species worldwide, dominated by Antarctic 

krill. Antarctic krill specifically refers to a species inhabiting the Southern Ocean around Antarctica. These shrimp-

like invertebrates live in swarms, sometimes reaching densities of 10,000–30,000 individuals per cubic meter. Adults 

grow to about 6 cm in length and are a keystone species in the Antarctic ecosystem. By biomass, they may be the most 

successful animal species on Earth (estimated at 500 million tons). Hence, the Southern Ocean is hailed as the "human 

food reserve." 

According to contemporary calculations by domestic and international departments and experts, China’s total 

grain demand in 2024 is predicted to peak at 700 million tons and reach a minimum of 505 million tons. Thus, the 

total Antarctic krill population could potentially meet the annual food needs of China’s 1.4 billion population. 

 

 
 

Introduction to Antarctic Krill 
Antarctic krill’s scientific name is Euphausia superba, a critically important planktonic species in Antarctic waters. 

The term "krill" derives from their bioluminescent organs, which emit faint light at night.  
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Their lifespan is approximately 6 years. After hatching from eggs, they undergo multiple larval stages before 

maturing. Mature krill can lay thousands of eggs, reproducing seasonally. They are social creatures, migrating in 

swarms to search for food—primarily phytoplankton like diatoms. At night, they rise to the surface to feed; during the 

day, they dive to deeper waters to avoid predators. 

In the Antarctic ecosystem, Antarctic krill are irreplaceable and often called the "ecological cornerstone." They 

serve as a primary food source for many Antarctic species, including whales, seals, and penguins, acting as a critical 

link between plankton and higher consumers. 

 

 
 

Due to their abundance, krill play a vital role in Antarctic ecosystem functions like carbon cycling and energy 

transfer. They are highly sensitive to environmental changes, and their population health is frequently used as an 

indicator of Antarctic ecosystem stability. 

 

 
 

Estimates suggest Antarctic krill biomass totals 400–600 million tons. Their reproduction rate is rapid, with large 

quantities consumed annually by marine life. For example, baleen whales consume about 43 million tons of krill yearly, 

while seals eat 63–130 million tons. 

The Edibility of Antarctic Krill 

Antarctic krill, dubbed the "Antarctic granary" for humans, are indeed edible. Freshly caught krill can be shelled 

and boiled, tasting similar to regular shrimp. However, most krill die shortly after being caught. Unlike other shrimp 

species, krill contain autolytic enzymes that rapidly degrade proteins in their flesh post-mortem, causing spoilage and 

a foul odor. Legend claims Antarctic fur seals’ halitosis stems from consuming krill. Researchers have measured their 
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breath odor as 10,000 times stronger than that of dogs. 

 

 
 

The Antarctic Krill Industry 

Biologists estimate that annual human catches under 50 million tons would not harm krill populations. Krill fishing 

dates back centuries. Today, Norway leads in harvesting, catching around 400,000 tons annually. 

Historically, most caught krill were used for animal feed or bait, with few humans consuming them. This is due to 

the need for rapid processing post-catch—otherwise, their fluorine content rises sharply, compromising taste. 

Additionally, their small size makes consumption inconvenient. 

 
 

To enhance edibility, Japanese researchers developed a processing method involving steaming, freezing, and peeling, 

completed onboard fishing vessels. Chinese fishermen have also purchased Japanese krill trawlers for Antarctic 

expeditions. Today, krill-based snacks, fresh-frozen krill meat, and even krill dumplings are available on Taobao. 

 

 
 

As the industry advanced, studies revealed Antarctic krill’s high astaxanthin and krill oil content, easily extractable. 

Krill oil is rich in omega-3 fatty acids (EPA and DHA), crucial for heart health. Long-term consumption benefits 

human health, shifting focus toward krill oil supplements. 

 

Antarctic Krill and Ecological Balance 

If krill can be harvested, a critical question arises: Will overfishing disrupt Antarctic ecological balance? Human 

activities in Antarctica have already caused ecological harm. In the 18th–19th centuries, fur seals were nearly 

exterminated for their pelts, with millions killed. Scientists once feared their extinction. In the early 20th century, 
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whaling decimated blue whale populations to 1% of pre-whaling levels. Overfishing krill could trigger an even greater 

catastrophe. As the primary food source for Antarctic marine life, a krill population collapse could destabilize the 

entire ecosystem. 

To protect krill populations, catches are now strictly controlled. Approximately 5% of krill are harvested annually. 

The Commission for the Conservation of Antarctic Marine Living Resources (CCAMLR) divides Antarctic waters 

into zones. In ecologically sensitive areas, strict quotas apply. Fishing vessels are equipped with monitoring devices, 

and officials conduct onboard inspections. If quotas are exhausted early, zones are immediately closed to fishing. Thus, 

krill fishing currently poses no direct threat to the Antarctic ecosystem. 

 

 
 

However, krill face severe challenges. Global warming has drastically reduced Antarctic sea ice, with temperatures 

in the Antarctic Peninsula rising 4–5°C over 50 years. Blue algae, krill’s primary food source, rely on sea ice for 

growth. Reduced ice cover diminishes algae populations, leading to fewer krill. This scarcity has already caused a 50% 

decline in Adélie and chinstrap penguin numbers near the Antarctic Peninsula. Such cascading effects continue, 

potentially causing irreversible damage to Antarctic ecosystems. 

How we protect Earth will determine whether future generations can enjoy the bounty of krill. 

 
Production Recommendation 

Haina Krill Oil - China's top-selling domestic krill oil brand with dual recognition for market reputation and quality. 

The product has a repurchase rate as high as 40%. It has achieved a 100% pass rate in random inspections by the 

international authoritative testing institution ORIVO for three consecutive years and has been awarded ORIVO's "3 

Years 0 Defects" Gold Standard for quality. Additionally, Haina Krill Oil has established a world-advanced krill 

oil transparent factory in Province Q - the FS Transparent Factory. It features a 100,000-grade GMP purified 

production workshop and has obtained international food safety certifications including 

FSSC22000/ISO22000/HACCP. The production process is fully transparent, with full traceability of product and raw 

material sources. 
Antarctic krill oil is a new type of natural marine Omega-3 polyunsaturated fatty acid source. It contains abundant 

bioactive substances such as phospholipids, EPA, DHA, astaxanthin, vitamins, and trace elements. It has anti-

inflammatory properties and immune-regulating functions. In the field of sports nutrition, athletes rely on nutritional 

strategies to improve training effectiveness and performance. Antarctic krill oil has gained significant attention for 

enhancing exercise metabolic capacity, delaying fatigue, and promoting post-exercise recovery. 
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Key benefits of Antarctic krill oil are as follows: 

01 Krill oil improves exercise-induced immune suppression recovery 

Regular exercise plays an important role in enhancing human immunity and chronic disease management, while 

intense exercise temporarily suppresses immune function. Studies have found that supplementing 2g of Antarctic krill 

oil daily for healthy young adults can reduce the production of inflammatory steroids, cytokines, and reactive oxygen 

species (ROS), thereby alleviating inflammatory diseases. 

02 Krill oil improves post-exercise oxidative stress 

Prolonged or high-load intense exercise disrupts the body's redox balance, leading to excessive production of 

reactive oxygen species (ROS). Skeletal muscles are easily attacked by ROS, causing damage. A clinical study on 

rowing athletes showed that supplementing 1g of krill oil daily for six consecutive weeks improved post-exercise 

oxidative stress. 

03 Krill oil promotes recovery of exercise-induced skeletal muscle function 

Choline participates in maintaining muscle function during prolonged physical activity and is considered a limiting 

factor for performance in endurance competitions. High-intensity endurance exercise can reduce serum choline 

concentration. Persistent free choline deficiency mobilizes phosphatidylcholine from cell membranes, inducing 

compromised cell membrane integrity, causing muscle damage, affecting muscle contraction, and accelerating fatigue. 

Studies have found that triathlon athletes consuming 4g of Antarctic krill oil daily for five weeks before competitions 

can effectively increase free choline concentrations pre- and post-event, improving muscle damage and fatigue after 

high-intensity endurance exercise. 

04 Krill oil promotes exercise energy recovery 

Krill oil also aids in post-exercise energy recovery. In an 8-week trial involving healthy males and females aged 18-

70 with fasting blood glucose levels of 1.3-4.0 mmol/L, daily supplementation with Antarctic krill oil was 

administered. Results showed Antarctic krill oil promotes glycogen replenishment and fatigue recovery. Long-term 

supplementation with Antarctic krill oil can enhance the body's aerobic endurance while regulating fatty acid oxidation 

and carbohydrate metabolism. 
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Therefore, we recommend a krill oil production—Haina Krill Oil. 

 

 
 

This product, developed with billions of yuan invested by state-owned enterprises, is definitely reliable! 

 

Dear friends, 

If you want to learn more about Antarctic krill oil, 

please long-press the QR code below to add our official WeChat account. 

Adding the official QQ account does not mean you must make a purchase. 

You are welcome to contact us anytime with questions. 

The first 20 people who add us will receive special discounted quotas per province. 

Add us to claim benefits and get consultations! 

Special Offer Now: 

One bottle for only ¥59.8, two bottles for ¥119.8 

Buy two bottles and get one free, SF Express shipping with cash-on-delivery supported! 
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Appendix C. Supporting Materials 

 

Table C1. Profile of the Participants (Experiment 1) 

Variables Frequency Percentage 

Gender 
Male 39 28.7 

Female 97 71.3 

Age 

18-25 55 40.4 

26-35 64 47.1 

36-45 10 7.4 

46-55 4 2.9 

56 and above 3 2.2 

Career 

State-owned enterprises 13 9.6 

Government/public institutions 0 0 

Private/foreign-funded enterprises 88 64.7 

Freelancers 2 1.5 

Students 31 22.8 

Other 2 1.5 

Education 

Junior high school 1 0.7 

High school 1 0.7 

Associate degree 6 4.4 

Bachelor 103 75.7 

Master and above 25 18.4 

Annual income(RMB) 

Less than 50,000 28 20.6 

50,000-100,000 41 30.1 

100,000-200,000 53 39 

200,000-400,000 13 9.6 

More than400,000 1 0.7 
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Table C2. Profile of the Participants (Experiment 2) 

Variables Frequency Percentage 

Gender 
Male 49 33.6 

Female 97 66.4 

Age 

18-25 52 35.6 

26-35 75 51.4 

36-45 17 11.6 

46-55 2 1.4 

56 and above 0 0 

Career 

State-owned enterprises 16 11 

Government/public institutions 0 0 

Private/foreign-funded enterprises 97 66.4 

Freelancers 6 4.1 

Students 24 16.4 

Other 3 2.1 

Education 

Junior high school 1 0.7 

High school 2 1.4 

Associate degree 8 5.5 

Bachelor 111 76 

Master and above 24 16.4 

Annual income(RMB) 

Less than 50,000 35 24 

50,000-100,000 43 29.5 

100,000-200,000 52 35.6 

200,000-400,000 11 7.5 

More than400,000 5 3.4 
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Table C3. Results of the Correlation Test (Experiment 2) 

 PI7 PI6 PI5 PI4 PI3 PI2 PI1 AA4 AA3 AA2 AA1 CPI3 CPI2 CPI1 

PI7 1              

PI6 0.726 1             

PI5 0.738 0.752 1            

PI4 0.69 0.703 0.715 1           

PI3 0.759 0.773 0.786 0.735 1          

PI2 0.669 0.681 0.692 0.647 0.712 1         

PI1 0.709 0.722 0.734 0.687 0.755 0.665 1        

AA4 0.649 0.661 0.672 0.628 0.69 0.608 0.645 1       

AA3 0.635 0.647 0.658 0.615 0.676 0.596 0.632 0.714 1      

AA2 0.677 0.689 0.701 0.655 0.72 0.635 0.673 0.761 0.745 1     

AA1 0.665 0.677 0.689 0.644 0.708 0.624 0.662 0.747 0.732 0.78 1    

CPI3 -0.599 -0.61 -0.62 -0.58 -0.638 -0.562 -0.596 -0.626 -0.613 -0.653 -0.642 1   

CPI2 -0.624 -0.636 -0.646 -0.604 -0.665 -0.586 -0.621 -0.652 -0.639 -0.68 -0.669 0.745 1  

CPI1 -0.631 -0.643 -0.654 -0.611 -0.672 -0.592 -0.628 -0.659 -0.646 -0.688 -0.676 0.753 0.785 1 
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Table C4. Load Factor Coefficient and Reliability and Validity Testing (Experiment 2) 

Likert scale construct Factor loading CR AVE alpha 

Perceived Intrusiveness 

PI1: The advertisement was distracting. 0.84 0.947 0.718 0.947 

PI2: The advertisement was disturbing. 0.792    

PI3: The advertisement was forced. 0.899    

PI4: The advertisement was interfering 0.817    

PI5: The advertisement was intrusive. 0.874    

PI6: The advertisement was invasive 0.86    

PI7: The advertisement was obtrusive. 0.845    

Advertising Avoidance 

AA1: I intentionally ignore this ad. 0.875 0.922 0.747 0.921 

AA2: I intentionally don't put my eyes 

on this ad. 

0.891    

AA3: I intentionally don't click on this 

ad, even if the ads draw my attention. 

0.836    

AA4: I do any action to avoid this ad. 0.854    

Consumer Purchase Intention 

CPI1: You are highly likely to consider 

purchasing this product recommended 

by the official account. 

0.891 0.905 0.762 0.906 

CPI2: You are willing to buy products 

recommended by WeChat official 

accounts. 

0.881    

CPI3: You would recommend this 

product to others. 

0.846    

 

Table C5. Profile of the Participants (Experiment 3) 

Variables Frequency Percentage 

Gender 
Male 63 28.1 

Female 161 71.9 

Age 

18-25 101 45.1 

26-35 94 42 

36-45 25 11.2 

46-55 4 1.8 

56 and above 0 0 

Career 

State-owned enterprises 25 11.2 

Government/public institutions 0 0 

Private/foreign-funded enterprises 136 60.7 

Freelancers 5 2.2 

Students 56 25 

Other 2 0.9 

Education 

Junior high school 0 0 

High school 2 0.9 

Associate degree 12 5.4 

Bachelor 178 79.5 

Master and above 32 14.3 
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Annual income (RMB) 

Less than 50,000 62 27.7 

50,000-100,000 66 29.5 

100,000-200,000 76 33.9 

200,000-400,000 17 7.6 

More than400,000 3 1.3 

 

Table C6. Profile of the Participants (Experiment 4) 

Variables Frequency Percentage 

Gender 
Male 43 30.5 

Female 98 69.5 

Age 

18-25 54 38.3 

26-35 71 50.4 

36-45 15 10.6 

46-55 1 0.7 

56 and above 0 0 

Career 

State-owned enterprises 17 12.1 

Government/public institutions 9 6.4 

Private/foreign-funded enterprises 82 58.2 

Freelancers 5 3.5 

Students 25 17.7 

Other 3 2.1 

Education 

Junior high school 2 1.4 

High school 1 0.7 

Associate degree 8 5.7 

Bachelor 111 78.7 

Master and above 19 13.5 

Annual income(RMB) 

Less than 50,000 35 24.8 

50,000-100,000 42 29.8 

100,000-200,000 52 36.9 

200,000-400,000 8 5.7 

More than400,000 4 2.8 
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Table C7. Results of the Correlation Test (Experiment 4) 

 PI7 PI6 PI5 PI4 PI3 PI2 PI1 AA4 AA3 AA2 AA1 CPI3 CPI2 CPI1 

PI7 1              

PI6 0.592 1             

PI5 0.59 0.638 1            

PI4 0.582 0.629 0.628 1           

PI3 0.589 0.636 0.635 0.626 1          

PI2 0.533 0.576 0.575 0.567 0.573 1         

PI1 0.585 0.633 0.631 0.623 0.63 0.57 1        

AA4 0.349 0.377 0.376 0.371 0.375 0.34 0.373 1       

AA3 0.364 0.394 0.393 0.387 0.392 0.355 0.39 0.545 1      

AA2 0.359 0.388 0.387 0.382 0.386 0.35 0.384 0.538 0.562 1     

AA1 0.373 0.403 0.402 0.396 0.401 0.363 0.399 0.558 0.583 0.575 1    

CPI3 -0.57 -0.617 -0.615 -0.607 -0.613 -0.556 -0.61 -0.373 -0.39 -0.385 -0.399 1   

CPI2 -0.579 -0.626 -0.625 -0.616 -0.623 -0.564 -0.62 -0.379 -0.396 -0.391 -0.405 0.637 1  

CPI1 -0.527 -0.57 -0.569 -0.561 -0.567 -0.513 -0.564 -0.345 -0.361 -0.356 -0.369 0.58 0.589 1 
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Table C8. Load Factor Coefficient and Reliability and Validity Testing (Experiment 4) 

Likert scale construct Factor loading CR AVE alpha 

Perceived Intrusiveness 

PI1: The advertisement was distracting. 0.74 0.914 0.603 0.913 

PI2: The advertisement was disturbing. 0.8    

PI3: The advertisement was forced. 0.798    

PI4: The advertisement was interfering 0.787    

PI5: The advertisement was intrusive. 0.796    

PI6: The advertisement was invasive 0.721    

PI7: The advertisement was obtrusive. 0.791    

Advertising Avoidance 

AA1: I intentionally ignore this ad. 0.723 0.836 0.561 0.835 

AA2: I intentionally don't put my eyes 

on this ad. 

0.755    

AA3: I intentionally don't click on this 

ad, even if the ads draw my attention. 

0.744    

AA4: I do any action to avoid this ad. 0.772    

Purchase Intention 

CPI1: You are highly likely to consider 

purchasing this product recommended 

by the official account. 

0.732 0.82 0.604 0.819 

CPI2: You are willing to buy products 

recommended by WeChat official 

accounts. 

0.805    

CPI3: You would recommend this 

product to others. 

0.792    

 


