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ABSTRACT 

 

MUHAMMAD HENDARDI ADINATA. The Effect of Perceived Performance Risk, 

Perceived Privacy Risk, Perceived Time-Loss Risk, and Perceived Freedom Risk 

on Negative Emotions and Ad Avoidance in Online Personalized Ads. Siti Aliyati 

Al Bushairi (Supervisor). 

This study aims to analyze the effects of perceived performance risk, 

perceived privacy risk, perceived time-loss risk, and perceived freedom risk on 

negative emotion and advertisement avoidance in the context of online personalized 

advertising, as well as to examine the mediating role of negative emotion. The 

research is grounded in the growing prevalence of personalized advertising within 

digital marketing ecosystems, which not only provides message relevance but also 

triggers various perceived risks that may evoke negative emotions and lead users 

to avoid advertisements. 

The research employed a quantitative approach with an explanatory 

associative design using Partial Least Squares Structural Equation Modeling (PLS-

SEM) through the SmartPLS 4.0 application. Data were collected from 180 internet 

users in South Kalimantan who had been exposed to personalized advertisements, 

selected using purposive sampling. The measurement instrument used a five-point 

Likert scale questionnaire covering four dimensions of perceived risk, negative 

emotion, and advertisement avoidance. 

The findings  indicate that perceived privacy risk and perceived freedom risk 

exhibit significant positive effects on ad avoidance. Findings also show significant 

negative relationships between perceived performance risk and ad avoidance as 

well as between perceived time-loss risk and ad avoidance. Negative emotions 

partially mediate the relationships between perceived risk dimensions and ad 

avoidance, with the exception of the pathway involving perceived privacy risk. 

Model explanatory power is substantial, with R-square values of 0.927 for negative 

emotions and 0.926 for ad avoidance. Results highlight the importance of managing 

perceived risks and reducing triggers of negative emotions when designing online 

personalized advertising to minimize user resistance and improve advertising 

effectiveness. 

 

Keywords: perceived risk, negative emotion, advertisement avoidance. 
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ABSTRAK 

 

MUHAMMAD HENDARDI ADINATA. Pengaruh Perceived Performance Risk, 

Perceived Privacy Risk, Perceived Time-Loss Risk, Perceived Freedom Risk 

terhadap Emosi Negatif dan Penghindaran Iklan pada Iklan Personalisasi Online. 

Siti Aliyati Al Bushairi (Pembimbing) 

Penelitian ini bertujuan untuk menganalisis pengaruh perceived performance 

risk, perceived privacy risk, perceived time-loss risk, dan perceived freedom risk 

terhadap emosi negatif dan penghindaran iklan pada iklan personalisasi online, serta 

menguji peran emosi negatif sebagai variabel mediasi. Latar belakang penelitian 

berakar pada maraknya penggunaan iklan personalisasi dalam pemasaran digital 

yang tidak hanya menawarkan relevansi pesan, tetapi juga menimbulkan persepsi 

risiko yang memicu emosi negatif dan perilaku penghindaran iklan. 

Pendekatan penelitian menggunakan metode kuantitatif dengan desain 

asosiatif eksplanatori melalui Partial Least Squares Structural Equation Modeling 

(PLS-SEM) pada aplikasi SmartPLS 4.0. Data dikumpulkan dari 180 responden 

masyarakat Kalimantan Selatan yang aktif menggunakan internet dan pernah 

terpapar iklan personalisasi, menggunakan teknik purposive sampling. Instrumen 

penelitian berupa kuesioner skala Likert lima poin yang mengukur empat dimensi 

persepsi risiko, emosi negatif, dan penghindaran iklan. 

Temuan penelitian menunjukkan bahwa perceived privacy risk dan perceived 

freedom risk memiliki pengaruh positif yang signifikan terhadap penghindaran 

iklan. Penelitian juga menunjukkan adanya hubungan negatif yang signifikan antara 

perceived performance risk dan penghindaran iklan, serta antara perceived time-

loss risk dan penghindaran iklan. Emosi negatif secara parsial memediasi hubungan 

antara dimensi risiko yang dipersepsikan dan penghindaran iklan, kecuali pada jalur 

yang melibatkan perceived privacy risk. Kekuatan penjelasan model cukup besar, 

dengan nilai R-square sebesar 0.927 untuk emosi negatif dan 0.926 untuk 

penghindaran iklan. Hasil ini menekankan pentingnya mengelola persepsi risiko 

dan mengurangi pemicu emosi negatif dalam merancang iklan personalisasi online 

untuk meminimalkan resistensi pengguna dan meningkatkan efektivitas iklan. 

 

Kata Kunci: perceived risk, emosi negatif, penghindaran iklan. 
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