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ABSTRACT

The Mediating Effect of Cognitive Response and Affective Response to
Storytelling Video Advertising of the Smartphone

Kim, Jaeyoung

Professor, Dept. of Advertising & Public Relations, Namseoul University

The purpose of this study is to analyze the structural relationship between emphatic understanding of the
storytelling advertising of the smartphone and cognitive response of the consumer, between vicarious emotional
reaction and affective response, and to identify the mediating processes through which the purchase intention of the
consumer is affected in order to seek the guideline in which the storytelling can be useful to the short and long term
marketing plan, The main results and implications of this study are as follows,

Overall, the degree of emphatic understanding of the storytelling advertising of the smartphone has a positive
impact on the cognitive response of the consumer, Also, the cognitive response has a positive impact both on the
vicarious emotional reaction and affective response, While it has a positive impact on the purchase intention mediated
by the emotional response and affective response, the affective response, compared to the vicarious emotional response,
was shown to have more positive impact on the purchase intention, In particular, as the core strategy of storytelling
advertising of the smartphone, unlike the appeal advertising of the previous offline media, has established itself in the
form of information exchange through the voluntary immersion, the strategy in which the consumer empathy can be
the main agent should be a priority. This study confirms that the cognitive and emotional response of the consumers
through the storytelling advertising as well as their purchase activities are continuous response process instead of the

disconnected one,

Keyword : Storytelling, Emphatic Understanding, Cognitive Response, Affective Response
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