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ABSTRACT

A Comparative Study on the Difference between Creative Elements
and Perceived Content Attributes
: Focusing on video content analysis related to YouTube beauty™

Kim Ki—Min

Master Candidate, Dept. of Smart Cotents, Incheon Catholic University

Shin [1-GI

Assistant Professor, Dept. of Culture and Arts Cotents, Incheon Catholic University

This study focuses on the creative effect of the creative content creator and the content that they produce. The
research problem to be tried is the image creative element, consumer preference response element, perceived content
attribute What is the difference between the two types of images that are judged to have different intrinsic properties
of the actual content? As a result of the study, the mean of all research measures investigated in this study was
significantly different between the two imaging types. However, in the case of visual creative elements, image
expression factors were not statistically significant, This indicates that consumers actually perceive the differences in
the creative factors, consumer response factors, perceived content factors, product attitudes, and content attitudes
that were discussed in this study. In particular, it is presumed that the images of the same product are perceived
differently by the statistically significant difference in the ‘product information’ element, the consumer preference
response element, the perceived content element, the product attitude, and the content attitude And that these factors
can be important variables, This study suggests that creative factors, consumer preference reaction, perceived content
attributes of consumers, product and content attitudes are different according to content types, and new contents such
as creative factors, consumer preference responses, and consumer perceived content attributes And theoretical and

practical implications for new ad types that explain the relationship between product and content attitudes.

Keyword : media cotents, creative elements, consumer preference response elements, perceived content attribute

elements

S0Y 20179 78 07 / &AL 2017 82 04Y ~ 8 10 / AM=HY 2017H 8 14Y



	콘텐츠의 크리에이티브 요소와 지각된 콘텐츠 속성 따른 비교효과 연구
	Ⅰ. 서론
	Ⅱ. 이론적 배경
	Ⅲ. 연구문제
	Ⅳ. 연구방법
	Ⅴ. 연구결과
	Ⅵ. 결론 및 논의
	참고문헌
	ABSTRACT


