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ABSTRACT
This study used the spillover effects and the reversal theory to examine the impact of website banner on the advertising attitude. This study recruited 146 volunteers to test on a computer program with an eye-tracking device. All participants’ eye movements data were recorded and analyzed, and this study also used a psychological scale to measure the participants’ attitudes. Results showed that if an advertising banner arouses the viewer's negative attitude, the negative attitude does spill over to the host website. When a viewer has a negative attitude toward a host website, his/her fixation time and revisits intention of the host website will significantly reduce. These findings not only help advertisers in planning advertising strategies but also provide some valuable implications for the website developers.

Keywords: Spillover effects, Banner advertising, Advertising attitude, Eye-tracking device, Fixation time

INTRODUCTION
Online advertising has become extremely popular in recent years. For example, banner ads, pop-up ads, sponsorships, pay-per-click ads, text link ads, advergame, and button advertising are flooding in the webpages (Belanche, Flavián, & Pérez-Rueda, 2017; Chiu, Lo, & Hsieh, 2017; Duff & Faber, 2011). These ads help enterprises build advertisement awareness, brand awareness, brand image, and intent to purchase (Chiu, 2019; Hsu, Chang, Kuo, & Cheng, 2017; Hwang & Jeong, 2016; Kang, 2019). Besides, the cost of online advertising is much lower than TV and print advertising, but the scope of influence is relatively broad. Therefore, advertisers are likely to use online advertising to deliver product and company information (Chiang, Lo, & Wang, 2017; Djamasbi, Siegel, & Tullis, 2010; Voorveld, van Noort, Muntinga, & Bronner, 2018).
It is interesting to understand how to increase viewers’ advertising viewing. For example, previous studies have discussed the influence of size and dynamic of advertising (Kuisma, Simola, Uusitalo, & Öörni, 2010), the placement of advertising (Faber, Lee, & Nan, 2004; Kim, Youn, & Yoon, 2019) and the content and design (Belanche et al., 2017; Namin, Hamilton, & Rohm, 2020) on click-through rate and purchase intention (Baltas, 2003). Moreover, when banner advertising is consistent with the website context, it will induce more favorable towards the advertising (Romaniuk & Wight, 2009). Even some scholars have found that viewers have more attention to advertising for highly contrasting colors between background and text (Putrevu & Lord, 2003). 
The existence of online advertising helps the websites to keep web content-free so that viewers are willing to tolerate these advertising. However, too many advertisings not only waste viewer’s cognitive resources but also hinder the target task, so gradually treading advertising as a form of unpleasantness and disrupting people’s processing of information (Ha & McCann, 2008; Zhang, Luo, & Boncella, 2018). When an individual is obstructed by online advertising, in addition to taking some actions to eliminate the avoidance behavior exposed to the advertising, it also leads to a negative attitude (Cho & Cheon, 2004). Moreover, these negative attitudes may even affect the viewer’s perception of the host websites.
Previous studies seldom mentioned the perceptions of banner advertising carried and spilled over to the host websites. It is an essential question since website managers need to make a trade-off between avoiding be hurt by any irritation advertising and ridiculously prevents advertisings that cause short-term income decreasing. As being a selective host of advertising, they need to ensure an appropriate website image in viewers’ minds. Once viewers have negative attitudes towards the host website, they are not only refuse to revisit but also spread the negative word-of-mouth (McCoy, Everard, Polak, & Galletta, 2007). In other words, discussing how the negative advertising attitude affects the perception of the host website is the critical issue of this study. 
This study explored the perspective from spillover effects. The spillover effect in economic theory refers to the fact that one aspect of a thing will drive the development of other aspects of things, and some behaviors of specific people or groups will also spill over to irrelevant others. Thota, Song, and Biswas (2012) also suggested that when two different stimuli are combined, the viewers’ evaluation of stimuli will shift to another stimulus. From the perspective of the Internet situation, since the viewer enters the webpage for the first time, it will be a preconsciously scanning and analyzing the page (Ryu, Lim, Tan, & Han, 2007). At this time, the behavior that viewers look at the banner advertising regard as a preattention level (Greenwald & Leavitt, 1984), this preattentive processing will keep the memory without perception. Although it was not a specific memory, viewers may also have a negative emotion and attitude toward banner advertising. 
Simultaneously, the websites may also evoke similar perceptions as those feelings generated by the advertising (Balachander & Ghose, 2003). However, website managers might argue that hosting unknown or unfavorable advertising might not affect all audiences because the relationship between the advertisements and the website is not a permanent nature. They claimed that the banner of advertising posted in a short period and it would change to other advertisings after a while. Although hosting advertisements would get more revenue for websites, website viewers are likely to have unfavorable perceptions and attitudes towards websites that have irritation advertisings. The irritation advertisings resulted in customers’ negative perceptions and spilling over to the website. Similarly, negative emotional responses, which arouse from exposure to annoying advertising, could spill over to the evaluation of the host websites (Thota et al., 2012).
Accordingly, this study suggests that viewers are likely to regard this advertising as contextual cues to judge the perception of the host website. Once exposed to annoying advertising, viewers are not only conscious or unconscious to avoid these advertising; such negative attitudes may also spill over to the host website. That is, an unfavorable advertising attitude harms its host websites since it not only results in a negative website attitude but also leads to reduce fixation time and revisit intention. 
Moreover, this study also suggests that the spillover effect can be affected by metamotivational states. The metamotivational states indicate that an individual’s behavior is generally in the telic or paratelic states. When an individual is in the telic states, they prefer low felt arousal so that they will focus on the subject. At this time, online advertising will disperse their limited cognitive resource on the main content (Bodoff, 2006) and even interrupts the viewer’s browsing behavior (Cho & Cheon, 2004).
Therefore, this study claimed that once viewers are in the telic states, their negative attitude toward the advertising is more likely to spill over to the host website, which makes viewers have a negative attitude towards the website. At this time, it may not only reduce the fixation time to the website but also leave the websites immediately. On the other hand, when viewers are in the paratelic states, although they may unpleasant with the irritate from advertising, the negative attitude is relatively slight, which seldom spills over to the website. 
This study conducted a laboratory experiment to build a realistic website and banner advertising to measure viewers’ browsing behavior. The findings of this study showed that when viewers exposed to annoying advertising, they are not only consciously or unconsciously adopt the avoiding behaviors towards advertising. Their negative attitude will also spill over to the host websites. Moreover, the managerial implications of our findings were also discussed in the last section of this study.

[bookmark: _Toc375055652]LITERATURE REVIEW
Online Advertising and Avoidance Behavior
[bookmark: _Toc375055653]People immerse in thousands of advertising content in their daily lives, such as television commercials, and banner advertising embedded in webpages (Boateng, 2016; Burns & Lutz, 2006). The most important and widely used online advertising type is banner advertising (Cho & Cheon, 2004; Namin et al., 2020). A banner advertising (which typically contains 468×60 pixels, is embedded in the host websites and cannot be closed) intended to attract viewers flow to another website by animation, sound, and video (Faber et al., 2004; Hussain, Ferdous, & Mort, 2018).
Banner advertising usually works in two mechanisms: clicks and impressions. The impressions refer to the number of times advertising is viewed and clicked, and cost per mile (CPM) is the most used to calculate the number of impressions. Moreover, it can also calculate by cost per click (CPC), that is, viewers click the advertising. When viewers click on advertisements, the viewer may be redirected to a specific webpage, which is set by advertisers. The content on this webpage is tried to persuade viewers and strengthen the brand or product attitudes and behaviors (Gao, Koufaris, & Ducoffe, 2004).
It is interesting to understand how to attract the viewers' focus upon advertisements. For example, previous studies have discussed the relationships among the influence of size and dynamic of advertising (Kuisma et al., 2010), the placement of advertising (Faber et al., 2004) and the content and design (Lohtia, Donthu, & Hershberger, 2003), and the click-through rate and purchase intention. Moreover, when banner advertising is consistent with the website context, it will induce more favorable attitudes towards advertising (Moors & De Houwer, 2006). Even some researchers have found that viewers would get more attention to highly contrasting colors advertising between background and text (Putrevu & Lord, 2003). However, some studies suggested that people are likely to ignore advertisements while they are focused on specific activities (Duff & Faber, 2011). Stafford and Stafford (2002) indicated that people would ignore, flip, or skip their viewing of advertising because these advertising content tried to convince them. This process is called advertising avoidance (Duff & Faber, 2011).
Because viewers would perform avoidance behaviors when they were focusing on specific activities, advertising disturbing into activities would arouse viewers’ negative emotions, even angry. These negative emotions and attitudes might further affect the viewer’s perceptions toward the brand, and the attitudes toward the host websites (Li, Edwards, & Lee, 2002). This study explores this phenomenon for the effect of advertising spillovers.

Advertising Spillover Effects
The spillover effects refer to the fact that one aspect of the thing will drive the development of other aspects of the things. The reason is that one aspect of the thing will leave relevant nodes in the individual’s mind, and this node will follow nodes in other networks that are connected, but the affected differently by the strength of the connection. Also, some behaviors of specific people or groups will spill over to unrelated others (Balachander & Ghose, 2003). 
Thota et al. (2012) also used spillover effects to explain how evaluations of one stimulus are transferred to another when the two stimuli are presented in conjunction with each other. The possible reasons may be that when individuals are stimulated by something, they enter into the level of preattention, and this stage of preattentive processing has an unclear memory and attitude toward the subject(Greenwald & Leavitt, 1984). Moreover, in brand alliances, spillover effects are expected to be mostly positive because it does not make strategic sense to form permanent alliances with a brand that possesses a negative image. Several scholars have also explored the fact that after the exposure of advertising, in addition to increasing the exposure of their brands, it will also produce an indirect effect on other similar competitive brands.
However, the Internet context does not seem to be the case. From the perspective of the webpage, in addition to the content built by the host websites, is also includes banner advertising placed by other advertising agencies. When viewers conducting the subliminal scan on the specific block in the webpage, they will determine which blocks belong to the primary information, and which blocks belong to banner advertising. According to the spillover effect, this study suggests that the presence of banner advertising may serve as contests to affect host websites’ perception and attitude. That is, the websites may also evoke similar feelings and perceptions as those generated by banner advertising (Thota et al., 2012). Because the relationship between banner ads and its host site is not permanent, the spillover effect of advertising on the websites could be either positive or negative. Mostly it will spill its negative image to the host site. 
When viewers conducting the subliminal scan to the context with banner advertising, their cognitive resources are consumed and hinder the target task (Olivers & Humphreys, 2002), and even interrupt the browsing target (Cho & Cheon, 2004). At this time, in addition to avoidance behavior was happened, viewers often have negative attitudes towards these advertising that interfere with their browsing behavior (Thota et al., 2012). This study suggested that viewers will regard banner advertising as the contextual clue and further extend their negative attitude to the host websites, and then influence the evaluation and attitude of the website. Accordingly, this study proposes the following hypothesis:

H1: Viewers exposed to banner advertising with negative attitudes will result in negative attitudes towards the host website.

Previous studies have pointed out that when viewers have a negative attitude towards the host websites, it will reduce the fixation time (McCoy et al., 2007). However, the perspective of the discussion is that the negative attitude induces from the main content and structure, the spillover effect from negative attitudes towards banner advertising has not been discussed yet. Therefore, this study suggests that when viewers disturbed by banner advertising, the negative attitudes towards the host websites would increase and reduce the fixation time viewers stay on this website. Hence, this study proposes that:

H2: Viewers who have negative attitudes towards the host websites will reduce their fixation time stay on a website.

When viewers have negative emotions and attitudes towards the host websites, in addition to the bad and angry feeling (Burns & Lutz, 2006; Gao et al., 2004), it may also reduce the willingness to revisit the websites (McCoy et al., 2007). That is, this study proposes that when negative attitudes towards the advertising spill over to the host websites, it will also reduce the willingness to revisit the website.

H3: Viewers who have negative attitudes towards the host websites will reduce their intent to revisit.

Reversal Theory
Reversal theory indicates that there are two different phenomenological states of mind, the telic and paratelic states (Deng & Poole, 2010). The telic/paratelic states are mutually exclusive. It is related to the degree of feeling arousal, and these two states will affect the attitude and feelings of the individual in different ways (Stanaland & Tan, 2010). For example, an individual is serious-minded, goal-oriented, and arousal-avoidant in telic states. They are in low felt arousal and prefer relaxation and calmness. Once the high felt arousal happened, they may feel anxious and angry (Stanaland & Tan, 2010). Therefore, in addition to the content related to the topic, other messages are aware of disturbing with the goal achievement and reduce the attention towards peripheral stimulation (Janiszewski, 1998). 
On the other hand, in paratelic states, the individual is playful-minded, hedonistic, and arousal-seeking. High arousal in this state is experienced as delightful because it is related to excitement, whereas low arousal will be unpleasant and is described in the light of boredom (O’Connell & Calhoun, 2001). That is, the individual is more likely to influence from peripheral objects when in paratelic states.
Deng and Poole (2010) further divided the telic-paratelic state into two different types of Internet activity: goal-oriented web search behaviors and nondirected experiential web browsing activities. When the individual is in telic states, they usually actively engaged in a specific target search activity, such as searching for specific product information or actual products on Internet (Bodoff, 2006; Deng & Poole, 2010). At this time, the appearance of advertising may reduce individual’s limited cognitive resources (Olivers & Humphreys, 2002), and then interrupt the target content they are looking for (Cho & Cheon, 2004), and generate a higher degree of intrusion and anger (Thota et al., 2012). This study suggests that viewers will spill their negative attitudes towards advertising to the websites in telic states.
On the other hand, when viewers are in paratelic states, enjoyment and entertainment-related content are sought (Bodoff, 2006; Deng & Poole, 2010). At this time, because they do not have the specific and exact content to search, even surrounding advertising interferes with their browsing behavior will not lead to negative emotion and attitude. Therefore, this study proposes that:

H4: Compared to paratelic states, viewers have a significant spillover effect on the host websites when they are in telic states.

As mentioned above, when viewers are in telic states, they will produce more negative attitudes toward advertising, and then spill over this attitude towards the website. This negative attitude will further reduce the fixation time towards the host websites. Therefore, this study suggests that viewers’ fixation time towards the host websites have significantly lower on telic states than on paratelic states. Therefore, this study proposes that:

H5: Compared to paratelic states, viewers’ fixation time towards the host websites have significantly different when they are in telic states.

Moreover, this study also suggests that viewers’ revisit intention towards the host websites have a significant difference between telic and paratelic states. When they are in telic states, they will produce more negative attitudes toward advertising, and then spill over this attitude towards the website. At this time, it will also reduce the willingness to revisit the websites than paratelic states. Therefore, this study proposes that:

H6: Compared to paratelic states, viewers’ revisit intention towards the host websites have significantly different when they are in telic states.

METHODOLOGY
This study invited volunteers to a laboratory to facilitate experimental control for investigating the influence of banner ads’ browsing behavior and attitude on host websites. A laboratory experiment was used for the following reasons. First, to emphasize the advertising spillover effect, the banner advertising and the webpage content were manipulated. Second, systematic differences among participants and the environment of the experiment that can affect the outcomes can be eliminated in experimental laboratory design, enabling all differences in outcomes to be attributed to experimental treatments (Keppel, 1991). In other words, experimental materials can be manipulated identically in both control and experimental groups, minimizing the opportunity of extraneous and unwanted sources of systematic variance to influence the outcomes (Chiu et al., 2017; Kerlinger & Lee, 2000). Thus, a laboratory experiment was more suitable than a field experiment. 
This study used an eye-tracking device to record and analyze participants’ eye movement data. Many scholars have already used this device to examine Internet scanning behavior (Harrar, Le Trung, Malienko, & Khan, 2018; Lee & Ahn, 2012; Tangmanee, 2016), evidence that it is an effective method. All participants joined the experiment and signed a form indicating that they permitted the eye movement data collected.

Procedure
The experiment consisted of three phases, in which participants were unaware of the purpose of the experiments until they had completed all phases. First of all, participants were notified that the device was used to record their eye movement path while they viewed the webpage. The participant then goes through the pupil calibration process, which enables the eye tracking device to precisely note their eye movements path while browsing the webpage. During the calibration process, the system will record the pupil centercorneal reflection relationship as corresponding to a specific x, y coordinate on the screen (Lin, Zhang, & Watson, 2003; Mulvey, Zemblys, Larsson, & Holmqvist, 2014). To ensure that fixation on locations was recorded accurately, participants’ eye locations were calibrated in relation to nine points arranged in a grid pattern. 
Second, participants were assigned to view the specific blog, which included a text area and banner advertising. All participants were exposed to a webpage for 2 min, which was the average time spent reading webpage content according to a pilot test. Third, after the eye tracking device recorded participants’ eye movements, they have to evaluate their advertising and webpages attitudes. Once the participants completed the experiment, we will tell them the research purpose. (see Figure 1)

Figure 1.  The Laboratory Experiment and Eye Tracking Device
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Materials
Manipulating the host website’s content 
A blog platform was used as the host page for establishing an experimental situation that evoked real viewing behavior. The blog webpage was designed based on the PIXNET (https://www.pixnet.net/) because it is the popular blog platform used internationally, potentially reducing the reactions to the unfamiliar platforms (Kerlinger & Lee, 2000). 
Before the formal experiment was performed, six types of traveling content (among 1000 words and three pictures) were randomly selected, and a pilot test (without using the eye-tracking device) was then conducted to examine which content was the most suitable in this study.
Banner advertising
This study chose a regular electronic product－a plain white Bluetooth Speakers as the advertising product for avoiding participants have subjective preferences toward specific products. We used a fictitious brand name (VS-sound) to prevent prior experience or word-of-mouth of real brands from exerting confounding effects (Dahlen, 2001). (see Figure 2)

Figure 2.  The Experimental Banner Advertising
[image: ]
Experimental advertising was composed of a brand name, an advertising claim, and a web address. This banner is typically a horizontal rectangle with dimensions of 468 × 60 pixels as the same as previous studies (Kuisma et al., 2010). Moreover, the advertising and webpage content differed from ensuring that the participants were not deceived or misled. The purpose of this study was to induce unconscious scanning behavior in response to banner advertising at the preattention stage. The original presentation and advertising type were not changed in the experiment to avoid confusing the participants. The banner advertising was embedded at the top of the webpage, which is the main spot that can attract users’ attention effectively. The banner advertising was static, and the appeal focused on brand awareness to decrease any factors that can influence the participants’ attention. Moreover, we also labeled the banner with the term “advertising.”
Manipulating the telic and paratelic states 
Telic states are usually query-based, with specific goals throughout the search process. Paratelic states can be viewed as navigating through hyperlinks which is usually no specific target exists (Bodoff, 2006). In fact, the typical task on the Internet is reading. The cognitive processing generated by reading is very different from other visual search cognitions(Rayner, Pollatsek, Liversedge, & Reichle, 2009). Therefore, this study manipulates the purpose of the task by asking the participants to perform task-related reading behavior.
This study develops two scenarios to motivate participants to enter telic or paratelic states. For example, telic state is to requires the participants to search for tourism-related information at the site. That is, when participants are instructed, they will be asked to understand and collect the information on the browsing page. The paratelic states are to ask the participants to browse the websites as usual, without any tasks. The text mainly describes the instruction in this part.
Before the formal experiment, this study recruited 30 participants to confirm the states are successfully manipulated for the pilot test (without using eye-tracker). A 12-item inventory, based on the telic/paratelic state instrument originally developed by Calhoun (1996) was used to measure telic/paratelic state. Each item consisted of a 7-point Likert scale anchored at each end by a pair of phrases denoting opposite feeling states.

Apparatus
To verify the apparatus minimally influenced and impeded the participants’ behavior, the Mangold Vision EyeTracker was used in this study. This device has a nonintrusive apparatus featuring a minimal eyeball scanning frequency of 60 Hz and the capacity to calculate time in milliseconds. Moreover, an infrared camera and an image processing software suite that was used to present stimuli and conduct analyses. Therefore, participants did not have to wear any device on their head or eyes. Moreover, the computer program then analyzed the shape of the pupils and the position of the cornea borders to infer the participants’ gaze plot and the movement of the gaze between fixations.

Measurement
Fixation time. The device provided an objective source of interface evaluation data and a continual measure of user reactions, such as fixation time (Rayner et al., 2009; Wedel & Pieters, 2008). The fixation time points to the duration for which a gaze remains on a target block (area of interest, AOI), which was the area covered by banner advertising. A longer fixation time demonstrates a longer gaze duration. The unit of measurement used was the millisecond (ms). 
Advertising attitudes and website attitudes 
Advertising attitudes were measured using the scale developed by Chang and Thorson (2004). The participants responded to the statement ‘I feel (this advertising) is…’ by using four 7-point semantic differential items (anchored by very likable/very unlikable, interesting/not interesting, good/bed, appealing/not appealing). An average of scale items was used to form a composite measure of advertising attitudes (Cronbach’s α = 0.89 in this study). 
In addition, website attitudes were also adopted from the scale developed by Chang and Thorson (2004). The participants responded to the statement 'I feel (this website) is…' by using four 7-point semantic differential items (anchored by very likable/very unlikable, interesting/not interesting, good/bed, appealing/not appealing). (Cronbach’s α = 0.83 in this study).
Revisit intention 
The intention to revisit websites were based on McCoy et al. (2007), by using four 7-point semantic differential items (anchored by willing/unwilling to visit again, satisfied/unsatisfied, attractive/unattractive, high/low evaluation). (Cronbach’s α = 0.81 in this study).

Participants
[bookmark: _Toc259276565][bookmark: _Toc259276819][bookmark: _Toc262199550][bookmark: _Toc299457382]This study recruited volunteers into the experiment, and they were randomly assigned to one of the two groups. After deleting invalid subjects, a total of 146 participants completed the experiment, including 67 males and 79 females. The average age was 21.73 years (SD = 4.22). Most of the participants (87 percent) were 19 to 24 years old and had a university degree. The average Internet usage experience of the volunteers was 10.69 years (SD=3.14), and their average Internet usage was 2.14h per day (SD=1.53).

RESULTS
To verify H1, this study adopted regression analysis, revealing that the negative attitude towards the banner advertising will spill over to the host website, and then makes a negative attitude towards the host websites (β=.39; p<.001; ΔR2=.39). Thus, H1 was supported. H2 indicated that when viewers have a negative attitude towards the host website, it will also reduce their fixation time, H2 was supported (β=.52; p<.001; ΔR2=.27). Moreover, the results also showed that when viewers have a negative attitude towards the host website, it will also reduce their revisit intention (β=.61; p<.001; ΔR2=.37), H3 was also supported. (see Table 1)

Table 1.  Regression results of overall
	Dependent variable
	Independent variable
	β
	t
	p
	ΔR2

	Website attitude
	Advertising attitude
	.39
	5.08
	.001*
	.39

	Website attitude
	Fixation time
	.52
	7.30
	.001*
	.27

	Revisit intention
	Website attitude
	.61
	9.27
	.001*
	.37


Note: β=beta coefficients; t=t-value; p=p-value.
H4 indicated that the negative attitude towards the advertising will significantly spill over to the websites in telic states. This study used an independent sample t-test and found that compared to paratelic states, viewers have spillover effect towards the host websites significantly when they are in telic states (F=52.04; p<.001). This study also conducted an independent sample t-test to clarify that negative attitudes towards the websites will significantly reduce fixation time in telic states. The results showed that fixation time was significantly lower in telic states than in paratelic states (F=70.54; p<.001). H5 was supported. H6 indicated that compared to paratelic states, viewers' revisit intention towards the host websites have significantly different when they are in telic states. This study conducted an independent sample t-test and showed that revisit intention was significantly lower in telic states than in paratelic states (F=17.26; p<.001). H6 was also supported. (see Table 2)

Table 2.  Independent Sample t-test Results of Overall
	Dependent variable
	Independent variable
	n
	M
	SD
	F
	p

	Website attitude
	telic states
	61
	2.31
	.10
	52.04
	.001*

	
	paratelic states
	85
	3.21
	.07
	
	

	Fixation time
	telic states
	61
	471.54
	53.74
	70.54
	.001*

	
	paratelic states
	85
	2345.35
	184.86
	
	

	Revisit intention
	telic states
	61
	2.22
	.11
	17.26
	.001*

	
	paratelic states
	85
	2.84
	.09
	
	


Note: N=number of participants; M=mean; SD= standard deviation; F=F-value; p=p-value

CONCLUSIONS
Discussion
Based on the spillover effect and reversal theory, this study proposed that viewers will serve banner advertising as contextual clues to judge the host websites. Once exposure to annoying advertising, viewers are not only conscious or unconscious adopting the avoid behavior towards the advertising, this negative attitudes will also spill over onto the host websites. This study conducted a laboratory experiment to build a realistic website and banner advertising to measure viewers' browsing behavior, advertising, and website attitude, and revisit intention. Moreover, because the browsing behavior is unconscious, this study recorded this behavior by using the eye-tracking device.
The results showed that the negative attitudes generated by banner advertising do spill over to the host websites, which in turn negatively affects the website. The websites may also evoke similar feelings and perceptions as those generated by banner advertising, which is consistent with a previous study (Thota et al., 2012). In other words, when viewers subconsciously browse the block of the advertising, the cognitive resources are consumed, and the task is hinder simultaneously. 
When viewers have negative attitudes toward the host websites, their fixation time and revisit intention of the websites will be significantly reduced. The possible reason is that viewers will recognize that managers are profit-oriented, so it put in multiple advertising content and reduces the speed of opening and executing the website. At this time, viewers think that managers do not pay attention to manage the content on this site. Therefore, they are more likely to search for another site to gain useful information. Therefore, when viewers have negative emotion and attitude towards the host websites, in addition to the bad and angry feeling (Burns & Lutz, 2006; Gao et al., 2004), it may also reduce the willingness to revisit the websites (McCoy et al., 2007).
Moreover, the findings also suggested that when viewers are in telic states, the negative attitude towards advertising will spill over significantly, and then reduce their fixation time and revisit intention towards the website. 

Theoretical Implications
The results of this study have several theoretical implications. First of all, previous studies are mostly based on the perspective of advertising avoidance, and further provided the reference for the advertisers. This study believed that website managers should think more about the possible impact of these banner advertising on host websites. This is important for website managers, especially when they want to increase the viewers’ staying time and possible attitude. Therefore, website managers need to make a trade-off between short-term cash flow and ensure an appropriate website image in viewers’ minds.
Second, continue to this concept, this study used the spillover effect to provide a new direction. The results showed that banner advertising perceived unfavorably actually harm host websites and may reduce future traffic and revisit intention. Third, the basis of metamotivational states refers that when viewers are in telic states, they need to spend more effort on the specific content. Once they have a negative attitude towards advertising, it will affect the browsing behavior more significantly. Finally, this study used eye-tracking device and attitude scales to obtain more accurate and complete browsing behavior data, which can be the reference for subsequent research.

Practical Implications
The findings of this study provide practical suggestions for website managers and advertisers. First, managing viewers’ negative emotional responses on the Internet is critical for website designers and marketers. Although most websites need to rely on the revenue generated by banner advertising, managers also need to make a trade-off between the advertising that may be perceived as irritating and ridiculous to increase short-term cash flow. Even viewers know that the next time they visit the websites, there will be other ads. They still have a specific website-advertising combination, so that makes the negative attitude to the website.
Second, managers need to carefully select the type and content of banner advertising to reduce the influence of the irritated with unfavorable banner advertising. For example, they need to determine which types of advertising are more suitable for their websites. Viewers could perceive banner advertising as helpful if these are in consonance with their online activity. 
Third, the advertising platform managers can follow the results from this study that select more appropriate advertising to embed in the host websites. They can also help to evaluate the quality of advertising and their content. Moreover, since each website has very specific data (from google analytics) that can be utilized for targeted ads, the relevance and value of advertising to viewers can be increased several times if the execution of specific targeting is done appropriately.

Limitations and Directions for Future Studies
This study conducted a laboratory experiment to avoid too many external environmental factors affecting the variables. However, the searching situation plays a vital role in online search, which can influence the results. Future researchers may consider other scenarios for the experiment. Moreover, this study mainly explores the general form of websites. However, there is more advertising that has been placed on social media in recent years. Therefore, future research can extend the concept of this study and further explore the perspective on social media. Whether enhancing the relevance of advertising could reduce its negative effects on websites could be explored in future research.
 Moreover, although this study discussed the viewers’ metamotivational states, we did not focus on their purchase intention directly. Further, researchers can explore the role of advertising content on realistic purchase intention. Fourth, this study used an eye-tracking device to examine browsing behavior. Future research can obtain actual data of advertising interaction status, which may be able to verify the validity of the results.
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