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H1: Older people are more irritated by being interrupted by online adverts. 
H2: Older people are more skeptical about online adverts than younger people are.

The focus of this study is to investigate how young 
and older people interact with online advertisements
 in the community, specifically focusing on two advertising
 techniques, intrusive advertisements and dark patterns in 
advertisements, and analysing the behaviour and mood 
changes of different age groups

Prototype : Advertising

The experimental results confirm that young people spend a longer total dwell time than older participants 
when interrupted by adverts, and this study could not tell whether the older adult were more annoyed than the 
young because the ECG data did not change much. In addition, based on the error rate and the results that 
young people are more likely to make mistakes, there is no way to fully answer the question of whether the 
older adults are more sceptical of our hypothesis than the young because there are many factors that make
 them sceptical. Future research should explore the criteria for assessing scepticism to achieve a more 
in-depth study.




