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Design of “Sense of Interruption” in Reading Caused by Pop-up Ads

DENG Xin-yang, WAN Xuan
(Southwest Jiaotong University, Chengdu 611731, China)

ABSTRACT: On the basis of the “sense of interruption” the pop-up ads put on users while reading and through the
analysis of reading behavior patterns, suggestions for the design of pop-up ads are made to improve the quality and user
favorability, so that pop-ads will embrace better advertising effects and higher economic value. Through literature analy-
sis and market research, this paper analyzed the reasons why pop-up ads hinder users' reading behavior, found solutions to
these problems, and designed experiments to verify the feasibility of the method. The research found that the reason for
the “disruption” caused by pop-up ads comes from its “compulsion” and “abruptness’. Therefore, it proposes corresponding
solutions to these two problems with a design examples to improve its' feasibility. Research on the design of “sense of
interruption” in reading caused by pop-up ads can contribute to the reduced intrusion perception of pop-up ads and in-
creased popularity on users while reading, and make pop-up ads bridge entrepreneurs and enterprises, thus providing more
research possibilities for its development in the context of new media integration.
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Fig.1 A pop-up ads on the GANJI.com
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Fig.4 Theorigina pop-up ads using the similarity principle
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