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A Research on the Attitude of New Consumer Toward Internet Advertising

ABSTRACT

Nowadays, Internet becomes the 4™ biggest advertising media after telecasts,
newspapers, magazines, and the outdoor media. In particular, the Internet is famous as
fast, broad and aternate, so it is favored by advertisers. New Customer is defined as a
new group that it's becoming the mainstream consumer in China. Internet is a new
living style of New Customer. New Customer’s attitude toward Internet ad affected
his cognition of Internet ad, attitude about brand and purchase decision-making as
well. In addition, it can directly relate to the advertising effect. This study, which
bases on preceding research, adopts both theory analyze and demonstration research
methods, and survey 228 new customers in order to analyze its attitude toward
Internet ad and the influencing factors, as well as attempt to discuss the solving
countermeasures of existent issue. The survey finds that New Customer holds neutral
attitude toward Internet ad, and the positive factors include strong alternation of the
Internet ad, novel originality, special form and accuracy. Furthermore, comparing with
traditional media advertising, most new customers think that Internet ad is a progress
of epoch and technology, and it will exceed newspaper, television and other traditional
advertising media in the future. On the other hand, the negative factors include the
low reliability, weak factuality, strong force and disturbance of Internet ad.

Chapter one expounds the definition of New Consumer and the background of
this study, then sets forth the theories and present research conditions about the
Internet ad, and presents the methodology this study adopted. Chapter two clarifies
the conceptions about the Internet ad firstly, then analyzes the attitude of general
audience toward advertising, as a serve for discussing the attitude of new consumer
toward internet ad later. Chapter three is the main part of this study. After analyzing
the characteristics of New Consumer, according to the results of the survey about 228
new consumers' attitude toward Internet ad, this part makes detailed introduction from
three levels including physical attributes, perception attributes, and the importance
weights levels, then put forward some feasible suggestions according to the
corresponding conclusion.

Key words: Internet advertising; New Customer; Advertising attitude.
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