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Abstract: The aim of the article is to describe the current state of the issue of user preferences in case of using ad-

block programs in the online environment. The article focuses on the theoretical background of mobile marketing in 

defining the direction of this issue, defines its key areas. The article focuses on the current global trends in the online 

environment, which, based on multiple analyzes, describes users' preferences for using ad-block programs in general 
and also focusing on mobile tools. The aim of the article is also to evaluate and point out the possible future direction 

of the subject under consideration. 
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1. Introduction 

The expansion of mobile services and the high popularity of mobile devices among users are an opportunity for 

organizations to create space for communicating with target groups, presenting their products and services, and 

building a positive image in the eyes of the public. In this context, it is necessary to mention the phenomenon called 

“second screen” which means that when watching television or working with a computer, they still have in their 
hands another device that can be a smartphone or a tablet. It is also important to point out that over 60% of all mobile 

phone users already own a smartphone. Specific examples of the fact that people are more interested in smartphones 

and tablets and the current statistics have shown that mobile device accesses are greater than desktop accesses. It can 

be said that this takeover will have an increasing tendency in the forthcoming periods. The character of mobile 

devices like a smartphone or tablet which requires an internet connection in order to maximize the use of their 
potential opens the door to a wide range of marketing activities. Mobile marketing is one of the fastest growing tools 

of marketing communication.  

With the continued growth of mobile device popularity, mobile marketing can be seen as one of the fastest 

growing in most targeted marketing methods (Etherington 2016). According to Dodson (2016) mobile marketing can 

be defined as a set of procedures that enable organizations to communicate and engage with customers in an 
interactive and relevant way through a mobile device or network. Mobile marketing creates a connection that fuses 

traditional media and digital marketing. Miklošík (2013) defines mobile marketing or m-marketing as all marketing 

activities which are focused on the active use of mobile devices (most often smartphones and tablets). The advantage 

of mobile marketing is in particular its efficiency and rapid readiness for action. Mobile marketing can also be used as 

a more effective alternative to other marketing communication techniques because it is aimed at stimulating shopping 

or visiting a sales outlet (Adamko 2013). 

Mobile marketing connects businesses and their customers through mobile devices at the right time, at the right 

place, and with the right content. At the same time, it requires customers to be actively connected or authorized to 
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perform a particular action (Dushinski 2009). Based on the above-mentioned mobile marketing can be understood as 

the systematic planning, implementation and control of a mixture of business activities designed to bring buyers and 

sellers together for mutually advantageous product exchanges or surrenders where the main point of contact with the 
consumer is the use of their mobile device (Michael and Salter 2006). Mobile devices such as smartphones or tablets 

give marketing research one major advantage, a real-time data collection. Mobile research gives the opportunity to 

engage customers in research in different situations and to get real feedback at the very moment customers experience 

with this situation. It is a unique opportunity to engage respondents in a research in a funny way (Vysekalová et al. 

2014). 

2. The current state of the problem 

Additionally, eMarketer (2016) warns of an increase in ad-blocking programs. Based on published results, it can 

be noted that while in 2014 the number of US users using ad blocking programs was 39.7 million and in 2015 the 
number is about 51.9 million. In addition, in 2016 (Figure 1), an increase of up to 34.4% in the number of users 

blocking online advertising was recorded, with the analysis suggesting that the number of users grew to 69.8 million 

in the year under review. In 2017, this share is expected to grow by another 24%. Compared with the previous year, 

this means a drop of 10.4 percentage points, but at the same time the number of ad blocking software users will 

increase to 86.6 million. PageFair's (2017) analysis based on respondents' answers across the US points to the fact that 
the main reason for installing ad blocking software is because of the too distracting online ad formats and it also 

concerns the privacy of respondents.  

 
Figure 1. The percentage and penetration of Ad-Block tool users in the USA 

 
PageFair's (2017) analysis based on respondents' answers across the US points to the fact that the main reason 

for installing ad blocking software is because of the too distracting online ad formats and also concerns the privacy of 
respondents. The given analysis also showed that 1.5 times people with a bachelor's degree block ads than an average 

adult and that 3 times more people are in the category of 18 to 24 years old. The results point to the fact that the 

overwhelming majority (74%) of these users admit to abandon the website if they are unable to view its content due 

to the installed ad-block program. But on the other hand, up to 77% of the blockers declare they are not blocking 

every advertisement.  
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Figure 2. The percentage of Ad-Block users with respect to regions 

 

The Global Web Index (2017a) has focused its attention on the usage of ad-block programs in terms of regions 

as well as individual types of devices (PC/Notebook and Smartphone). The results of the analysis clearly show that in 

all the regions surveyed, the installation of software for blocking ads is dominated in the case of personal PCs and 

Laptops. As Figure 2 shows, the biggest difference in the use of ad-block programs on PC/Notebook devices was 
recorded in North America where it was found that up to 25% more people block ads on personal PCs/Notebooks 

rather than on their mobile devices. At the same time, it can be said that in this region, the number of Ad-Block users 

on PC/Notebooks is the highest among the other countries surveyed, reaching 40%. On the contrary, the lowest 32% 

of ad-block program users were identified in Latin America. 

 
Figure 3. The percentage of Ad-Block tool users 

 

According to Reuters Institute for the Study of Journalism (Newman 2016), ad-blocking is running at between 

10% (Japan) and 38% (Poland), but much higher amongst under-35s. Most of those who have ever downloaded an 

ad-blocking program are using them regularly, suggesting that once downloaded they rarely go back. Of those who 

currently use an ad-blocking program, the vast majority does it on their laptops or desktop computers. Reuters 
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Institute for the Study of Journalism points out that, only around one-in-ten (8%) block ads using their smartphones. 

However, these numbers may increase with ad-blocking apps and browsers are now available for Apple and Android 

phones. People who represent one third of our sample say they plan to install an ad-blocking program on their 
smartphones in the next year (this question was asked only in Germany, UK, and US). 

 

 
Figure 4. Demographic data for users of Ad-Block programs 

The Global Web Index (2017b) analysis, based on the “The State of Mobile Ad-Blocking in 2017,” conducted 

on a sample of 350,000 US respondents, states that the highest proportion of internet users using ad-block programs is 

represented by the age category from 25 to 34 years old. In particular, this share represents 26%. The second largest 
group of users is represented by the age category from 35 to 44 years old. In the case of a closer look at the gender 

structure of users using ad-block programs, the dominance of men is 58%. In everyday life, users of ad-block 

programs daily spend more time online on their mobiles than those who do not use ad-block programs. Ad-block 

users spend in general 1 hour and 30 minutes online while non-users spend 1 hour and 12 minutes. When looking 

specifically at users of mobile ad-blockers and non-users, the difference between the two groups becomes even more 
considerable. Those who block ads on their mobile phones spend in general 1 more hour per day online than mobile 

users who do not use ad-blocking programs. The fact that mobile ad-block program users spend an hour more on their 

mobile devices on a daily basis, which highlights how these users are more likely to take action against unpleasant 

ads than those who spend less time being connected to their mobiles. In the case of user preferences in both groups, 

the ratios for each content type consumed are comparable. In both groups social media dominates, followed by an 
online television. An interesting finding is the fact that the online news coverage of the two monitored groups reaches 

the lowest share. 

The Global Web Index (2017b) also analyzed the share of individual internet access devices which use ad-block 

programs. Based on the results, users who blocked the ad at least once in the last month, the highest share (68%) was 

recorded for laptops, the second highest (51%) for classic PCs. Smartphones in this case recorded 22% and tablets 
only 14%. The comparable shares were also identified in a wider perspective where respondents are internet users 

who own the surveyed devices. In this case, laptops dominated by 40%. On the other hand, the lowest share of 8% 

was recorded in the case of tablets (Figure 5). 
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Figure 5. Devices using ad-block programs 

 

Another of the surveyed variables by the Global Web Index (2017b) analyses was about respondents' awareness 

of the use of tools to block online advertising on mobile devices such as smartphones or tablets. 48% of the 
respondents said they were aware of the existence of tools for blocking online advertising on mobile devices, on the 

other hand 52% of the respondents expressed the contrary. A closer look at individual percentages of respondents for 

different age categories is provided in Figure 6. 

 

.  
Figure 6. The awareness to block advertising on a mobile device 

Based on the analyses of Global Web Index (2017b) there is little willingness or recognition on the part of many 

consumers to accept mobile ads – even if those are respectful – consumers are at the core of free content online. It can 

be stated, that 1 in 2 smartphone owners in the USA would prefer to block all ads on their mobile devices. However, 
it is still one fifth of smartphone owners who claim they don’t mind seeing ads on their mobiles if those are 

respectful, while the same amount of people say they are willing to donate money to support websites. 
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3. Conclusion 

At a time when internet access via mobile devices has become a common and accepted part of the lives of 

consumers around the world and brands are increasingly trying to interest people with the help of unlimited online ad 

formats. The reason for blocking ads on mobile devices is user frustration - the slow downloading from websites, the 

fear of misuse of personal data and, last but not least, the websites which are overwhelmed by distracting 

advertisements.  

Based on the above-described eMarketer (2016), PageFair (2017), or Global Web Index (2017a, 2017b) 

analyzes, the surveyed issue from the perspective of marketing activities in the online environment is a relevant 

resource for better understanding of consumer online perception advertisements.  

It should be emphasized that the forecasts indicate that the number of ad-block users will continue to rise 

rapidly. It is up to operators of online portals whose existence is primarily built on online advertising to optimize their 
offer of ad formats that will not disturb users of mobile devices. Finally, it is worth recalling that, mobile marketing 

was only referred to as a supplement to marketing strategies.  

It is possible to assume with certainty that the trend in the use of mobile devices will continue in the future. In 

relation to this, it will be interesting to see how online media will change the trend from the point of view of online 

advertising with regard to the comfort of consumers. 
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