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Internet Advertising Identification Regime: Theoretical
Logic, Failure, and Transition

ZHAN Yunru

Abstract: China has long regulated internet covert advertising through advertising
identification regime, whose theoretical logic is to help consumers identify the advertising nature
of the content, thereby activating their persuasion knowledge mechanisms and ‘“advertising
schemas” to enable them to rationally process the information and avoid being misled. However,
the “vulnerable consumer” assumption presupposed by the persuasion knowledge model faces
challenges in the internet context. The empirical study has found that perceived targeting accuracy
and perceived goal obstruction, mediated by psychological reactance, cause internet consumers to
exhibit cognitive, emotional, and behavioral avoidance toward covert advertisements, suggesting
that internet consumers possess a considerable capacity to proactively discern and avoid covert
advertising, rendering the internet advertising identification regime increasingly ineffective. Based
on this, shifting the focus of internet advertising regulation from the identification regime to
ex-post regulation represents a more efficient alternative strategy, because under this new
arrangement, internet consumers can effectively avoid signal overload and achieve a repositioning
of their own role, advertisers will see a reduction in identification compliance costs and anticipated
violation costs consequently adjusting their advertising placement strategies, and regulatory
agencies will concentrate limited enforcement resources on ex-post supervision.

Keywords: Internet Advertising; Persuasion Knowledge Model; Advertising Avoidance;

Advertising Identification Regime; Consumer Protection
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