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& o] &3 5= o] E(uses and gratification) ¥} ¢1Aste] AZpe 4= Qi o] &3 &
% o] 2o =W ARES 150 4y a5 55517 fl8f Aol 55A o
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= 035% )t Q18] Q1 HQ] 4 F AR Q1A] FAlo] muke) B Fjo]
_]

SAT7HE 10 AH[XRR| JHOIH 421 o[0|X| M3 ek 11 TiX|

- GT7HE 1410 OJ|X| ME HE0| HEE HEY TR0 Y(+)2l Feks 0lE Ho|ct
- g7 1-2: OJ0|X| ME HE0| E24E 2 TR0 Y(+)2l Feks 0l& Ho|ct

HAL7HE 2: AH|Xe| JHOIM £401 0[0|X| M ek E1 Ei=0il F(+)2| J&fs 0lE Zo|ct

A7k 3 BT

OJE Zdolct,

- 277K 3-2: 0l0IX| ME 20| HB4E 92hY JRIZ S8 2 =0 H(+)0 HS

O

2 Ao|ct,

2) A7 2
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S SHAY 2067 0] S e ol
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21, SEAL &Y

Bl Mg &= WEs o= e

= 52.4%
My
o 47.6%
bl 22M
ADIEE ARS A2t 41407t
=3} 76.6%
OIE{Lll ZAAM 87.8%
ADIEZ &2 AN olClof o2 85.8%
AZE 32.2%
Q| &L 74.9%
QAR 28(74.9%), ABIE H71(32,2%) 02 BEIIIL T, SHA] 44

o (5 1) ol Felsisick

£ AT 24 ofulx] A5 o] mutel Yol A 1X) L o2 71, 1

[e]
GG B} skt 0| 915 ARINE B &

(1) olojx| M= g
oA AT AL e SAE

2 o] xZ3tE HelY P E

e

T/ Bl Farche 22, ofu]A], Wi 3
A

A%

rr

&SI prefer to receive mobile ad-

vertisements that contain sound, images, and video clips more than plain text



4H A 7= 73 Z(Ducoffe, 1996)7F AR @52 & Aol BHA| A5t

&2 AN o= SASIIT, " Fa AR E Sl e AR
SHARE A& o Ak AZSHH Through advertising messages via the mobile
phone I receive timely information)”, “2H}Y a1 WA & S8l U= HE°] &
2| ohe 584 AEE A4S 4 Akl AZFEITH(Through advertising message
via the mobile phone I receive exclusive information)”, “U+= X8} J115 F
aff Aol gt HEE S22 0= oS o drkal ARt (Mobile advertisement
makes product information immediately accessible)”, “HH} 3Fi1= A &of of
SRS A7) Helgh i olekal Az Mobile advertising is a convenient
source of information)”, “Uof|A SEShE Fal HAIR]= f-8stckal AZsict
(The advertising messages customized to my profile are useful)”, “=H} 3FaL
= I = AlE ARE AF3tha A4S Mobile advertising supplies rele-
vant product information)”(a = .86), F/d+& 4 (principle component anal-
ysis) T v 2] A(varimax) 84 H4A1S o839t ©HAZ] 8 ¢l F-4(exploratory fac-
tor analysis) 23, FRA 7S 6749] Fapo = T 3 e 2010 2 Lehgrt
(22 A = [67~.85, T A M = 59.38%).

(3) 2= 7ix|

L2 7}2= F3Z(Ducoffe, 1996) 9] £ 2 gI7tol S| =7gsto] thaat 2
< Al Ee® SASHIT “Uhe BHEY FaL HAR7F S-S Skl ARt
(I find mobile advertising is enjoyable)”, “Us= HH 3331 wA| X7} 22 o] Q)
thal AZSHK( find mobile advertising is entertaining)”, “U= THFY 331 ] A]
A7} 718 kAL AZFRICK( find mobile advertising is pleasing)”, “U= HHFY &
27} ARgSE7of] Au|Qlckal AZFSITHI find mobile advertising is fun to use)”,
‘U= mHkY o) SujRl skl A ZFsHKI find mobile advertising is excit-

ing)"(a = .90). BAYA 801 B4 A3k, o2ka HH Al Y] Berom A

T
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g 7o) gQlo 2 UEdtH 8.l A4k = 84~ .94, T A% HFF = 71.26%).

(4) 2HIY Z30)| cHEt EHe
ap garof gigt el = &) 3 723 WU Choi, Hwang, & McMillan, 2008)
o aeslol chgel A 1 B SsioIch A0 L fe el HnE
‘?_E]-(Overall I like mobile advertising)”, “ARHE S 2 U= Wu}] Far7t £t
ZFSItH Overall, mobile advertising is good)”, “ARFH & U= HH} a1
of "HEH A & 7HA] AL AthOverall, T feel positively about mobile ad-
vertising)"(@ = 94). B2 Q31 &4 Ayp Fil = Al 7)o £e s
gk 7)o olo g Yehdth( el A = 94~ 95, & A HEF = 89.07%).

1_,

5 g+ Zut
1) A7k U5

B oAto A AASE 7HEdE HES7] Y8l INDIRECT SPSS Macro(Preacher &
Hayes, 2008) 5 =339t 58 HQlo 2= o|u|x] A& AJgfo] Z3=|9l L, w7l
HRle == AHA 7EX| o 9 2hA] 7127} ZRkE Yl on | 4 RIQlo R WHEY] Fald
gt e =7 23 Ak
(A7 1) 2 An]Re] ofu| 2] A3 AggFo] 3gal 7] of| Pk u] & Aolet 4
Jolgiet, FAIA e 2= ofu|A] A& AggFo] WEaE WHY Falo] RS T &
St 7HA &= QIAE A AF7HE 1-1) ) ol et alldstlaL, ofmlA] A% Adgko] =54
WukY] Fa10] eebdE o F-83 7R QA (A7 1-2)
o}, &4 4 (AF7HE 1) ol A o33t upe) o] au|zpo] ofu] 2] A% AJoke
AL 7RA]of] foJugt F(+) 9] IS vA= A2 eyt FAF s (A7
1-2) &} o] oJu|x] A5 Aefo] & anAtd45 HHlY a10] @b 7HXE f-
a7 1Ash= Ao UERtih = 63, SE = .14, p < .001). L&} (47}
A 1-1) oA ST A} Ee], AH]Re] o|u]X] A5 AggFo] &ps HHMY FaLo]
JRA 712 B3 -85 QUABHITHL = 38, SE= .12, p < .01), LHBEE A

o
d

o

2 o

<



T7Hd 12 AR vHE, (A7 1-1) 2 A A= A] 23kt

(A57Hd 2) = 2xm]A} o] u] A A& AJeke] KM Far g eof F(+) 9] FaFs
u] 2 Zolet ol idsteint, Leu (A7HE 2) of oS3 g o|u]R] AT ARk i
HF Fa1 B Ieof o u|gh JoFe AR UKL = — .04, SE = |11, ns.). 18
b2 (A7 2) = XA = A] st

(AF7HE 3) & W 3Fa10] R A 7Ex| o e b2 74x] o] w7l avtel vheF
THARA FAA S 2= o)A A& Adgke] Waps FEA 7HRE Fof FaL Bi=ol
A(+) 9 FaFe nE AAF7HE 3-1) ) &2 ot Hhd,
5 02 712 E F8f Bl "ol A(+) Y FdEFe A AW HT7HE 3-2)) &
AFSERATt, (AA57HE 3) ol A el et At o] A KA 7}x]9F @ 4] 7] = ofm|A]
A5 Ageke] mutyd Faro] gt e tof| gk kS w7kt LA H o' (A7t

-2) of| A ol Ak o] axu|R}F] o]n| 2] M EAIRFO] HEE Hakd Falo)
QLS F-85HA QIABFAAUL = 63, SE= 14, p < .001), 0|23t 2217 7}
7} ekl Faro]| thgh e reof] 32 S u|HHb = 41, SE= .00, p < .001).
T (A7 3-1) o] PRt Alat D ofu] X A% ARk e MY Fal
o] AR A 742] E3F -1 QA8 IUb = 38, SE= .12, p < .01), °|&3H A
W2 7Hx] = mebyd gato]| tigh B eoll 3784 FaFe IR THL = .40, SE = .00, p
<.001), oJu|A] AT Adoke HHtd Faro] eehA] 7| E FAs S ) HHM

aLof o gt e m= o] Fofm|dt P v A Kb = — .04, SE= |11, ns). °|2Tt

ou|x| A% AJdFo] =&

a.LE

[

2 INDIRECT &zt 29F

Az SE t P
SEHS - IIHNEEE TIR) 38 12 3.06 .003
SEHS - f7HN 2 TIX]) 63 14 4.47 .000
H7HEHS — S
HEH TIR| 40 .06 6.22 .000
QatxE Jtx| 41 .06 7.7 .000
Fdyskskenl ™ sat SE P
AR
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O|O|X| M& M

4%+

S[=13
(<2<}

A1Ex

B3 7t 49 2
= o7 a4 2
ST | AHIRRO| Y S0 ZHIE ME HF¥2 FT IR0l FES 0IF 2ot
A7k 11| O|OIX| M MOl eSS FEY THx|of F(+)2l BFS 01E ZHo|ct HIAHE
STIHE1-2 | oloIX| M= S0l ZE24E 22 JHRI0) E(+) 2 &S DA ZHo|ct AHEY
omypgp | AUIRICIHOIN SE2I00IX] S S-S B B0l H(+)l B 01 HlhE
Zo|ct.
oimypy3 | BRVHRIS AHIKtel 2eix M Hato| mHtel @ =0 DIXl= BS thhe
Zolck
O|x| MS A&k | k2. M = E5H o7 X(4+)o| HEk2 0=
omypag 3o | Ol0IXIH= YOI RESS YIRS Sof L B Y(+)o FES 0l | e
Ziolck.
AT 32 SLE)]:I:MSMFOI%%#iQEW7rx|% SHBULEH= Y H)ASBZ 0 | 5
Zo|ct.

Ak mujel Yao) o 7het J R A 747k e vl w7

ERa gk

o] of|& R E A E

Aol 2l F4

UTHR? = 45), EFF HEAEH FT

&> tH4=0] Hule] sgharof| gt Bi =] 450 4594 H

i
&

H(Bootstrap

estimation approach)< &3l 7t &¥KIndirect effect) & S48 2 27 71 &

I} Al=(Indirect coefficient) =
.07, 95% CI =

SE =

12, 43; BEA 7RR: p = 15, SE=

Solulst Ao erdrheeta 74 b =
.10, 95% CI = .06,

.26,



20), B (ATIE 3-2) = AA|E vh, (A77H 3-1) 2 }IAEA) bkt
((E2) 9 (AY2) B2,
(3 3) oA 2 A0 74 A4 Ak sl

6. 22

ZxH| 2} ] g ol A AnpEES] Ggkeo] A Fof whet B ibA Q] HEY Fal 28
gk Tl EFE s=obr]i= SAlol T, o]t AStollA] mubYd al Jitof GRS nlA|
= oIt 83150l tiEt Asol MaEo] ek Ty 7|E AT HHMY Fal
o] 914 a2l, FFaL WA A EA(0l5F 9], 2015; oA - o]FRl, 2010), FIL &
B2 AAlol - 2244, 2017), HHEY vy Faro] weka] )4 Ay ofA7l €
2015), Toll 28 S=aL Qlek, AukEZo] %14 12]ar 191 vhEd uhA| o] S
Sl Fare] FejA 54 B ozt HRte) ZiR1A 5Ado] AnfEES FRt Fal
al A= 8 e o ZFrEa AR AS5AQl A7 ST
7ot ofof] 2 A= AH|RF 7RIS B4 F 1A FAFAH 0.2 o]u| 2] AT /]
Po] ©uted Fato] tht X214 74A] 7ot Fal e e ol n A= Faks A E ik

1) 97 Zat

& 475 Tl EEd Avhe vk A A, anke] ZElE A S e mukd
Fa19] 712 A ZHAdoll P vl ek FAH 02 o]u]| R & A FEH ABR USRS
vt 1o @ et R /AJE -85 QIABIIE of=iet Aikz 4n|A}e] o]ul]

2.

5} 52 (visual imaging ability) ©] 3J312] ¥F-g-o] G4 2] JeFS v]2th= 7]& oAt
2 AgE 4= 9lthMaclnnis & Price, 1987; Roissiter & Percy, 1978), ZE{ 2} T A]
(Rotter & Percy, 1978) 2] o] wh2H AR Z o]u] x| 3s}= H-go] Holut 4|zt
U4 A 847t FEHA = Farol| s H3l&olA A4 Sh5(affective
learning) S $ro 24 FaE B tof thsf] 327 S AU Ao Yehylt),
0|2} Zo] o]n]| A2 M FdH= 4B AL4E Bl P17 A AlsHs A RS vl
A ollAIskeli 7 S-S s1e] T A7} QlekRL AZels Aoz AzkEch

7t 2HKY Zo| oftH HEol HEsh=Tt

59



60

2 Aol A] 2x|A}e] o] 2|5} FEouf 7/ A B<goll taf aLeshA] S8H3d
Aol A oJrfA1E A& she 4Bl o|m| X3} 52l o] Fojdx], Teal
& Sh=A AuE F et Qleh, e ot 2 2 ojw]A] A AdE
B BHE FAE -85H) J1ASHA] T A7 1-1) H (A
1) 712D, o213t ol ulahA] ok Aks Tt wijA] 54 tl2dl 2oz A
uted Fa10] 49 A7 Aol 29| Aoko g A|lFT IE HJRE a0k
F= 897H gt olulA] AL Jafo] RAY BAES Adoste HAES
7 A 27 Qs wule Boh=pCE A3e Aolet AztEh ARz
F(2012) 2] Aol &JshH PC l FaLrt AvpEZ S| BHp Farkct

12 FREolA =7 B7EE AL AR, T Aol A S AR 3FAL HIAIA]
A
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of thel HlAfe] el A5 e oA B4 1S 2hg A e bR A

HE a7t e
A, (A7 2) oA oAt A D] An]Rbe] ojux] AEAIRES mHp
B Beof] A Aoz Gk vAA] S, ol g frojulshA] ob2 Aik= ofn]
2] K% AgFo] 3garo] gt ¥l-S{(advertising response) ol G 0|2 uf 21344
715} 714 Z-8(underlying mechanism), & o7} H4E §5
k= 71 AE2 AYE 4= JtiBurns, Biswas, & Babin, 1993; Maclnnis
& Price, 1987), 71& - 253t o], & Atol Ak o]n|A] A% AJeFo] i
B HAA] o} muke Fatof thgt 2|24 713 B

%
)
fto
N

il

[e}

%3l WL e me] 7P A 0.2 QfakS m | Ao Urhitt 2, An|x), B3] ofn|X
B3R delabis el a7} Aol ekoletaL gsloloh el
% 1

e AARgo] Qlet, 71 A7t kel Ha
3 9, 2015; oJR| - 01, 2016), B3 £
e Q134 Eao] A1 9], 2015) ol 27
Aol 248 9 AT RETE Aol 19
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A Azied o) AmfRie] 7|12 EA4do] Mubd gal aate] FE vl Aol Al
S A S 5 Sl 2 At R Q1A B4 S A A, FAIE 22 ol
Al A a /g o] mbd Fal mato]| nA|= Fe ATH R A EgIt= H 11 9

)7k ek, T3 A H ZEx|of T3t 7] 5ol AHARe] Q1A B u A v
Qso] 54 3t o) glt] B AL Aol eld B4 B A
AS 4w 5 gl P 7119 v RS kS A et o ©jolt gl

s Q1720] Arbe AEA gho| wk Al B ol 7e] Ak mutel B Azt
seol7] 1AL B AnjA} Ak BHEE HHststol B Aastolol
R AJAYRICE, 22 g0} 7o) hekahe] PO ujols Bo) HE9F] 2l
(behavioral targeting) ®+= 2|EFA ®(retargeting) 5°] E-8-%11 It} AH|Z}
12| /ol B FalE AlS S W aan|Ake] Har GA B ARIEWRE, 2EE 5
o glolE & &g-5to] o|u|A| S AT sk 2BARIA] BIAES M S8k AH[ARIA]

off wheh BHEE Bl ARty Hupd il avkE = 5 9le Aol

R

i

o, ot

2 AT B AR S ARSI 5 AGE Sol Bekaljof & thaat 2 A
A& 7HAL Qlet, AR, 2 At oS MES ARESE] witol 2 Aol AvkE
ohE Qg A AThe = dntalslr] o et AnpEE o] Q1] ARt} ohdRt
S AT o S AtollAlE TE QIFEAISH kS Ao R 1 Ao BIRIES
Ag8l = Zart ek o] AFEE tAE A4 A e(digital literacy) 7} tH2 =
A& A4 o AP HER u]R| ofufz] A% AdgFo] A2 AL 7hA| o) 3Fal B =
of v A]= FaFo] ol BA thEA] A E D art Slch

A, 2BA7E AZshs FaLe] Rl e AR L ohde ArE
o] AAthDucoffe, 1996). & A Oﬂﬁé A7 84S A EA] AR 7S =
uhd Fa18] 7HA] F A7 ek AL Ejteof] ol m|dt FREE 7L e A
o2 Uehhar Qlek(ol5 €, 2015), $ Aol A= &

1%
E%“*LANﬂHHﬂNWWATi %éﬂﬂﬂﬂéﬂﬁﬁ%%ﬂﬂ%q

= ssghol g e} ) Sl o A ) Sl A 2 ol

7+ 261 Zo| of Hslof $S5H=}
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nhx|upo 2, 2 Qs ofn|x] AE ARk Tl aHEo B SA gt 2T ]

Ap5o] S Al olwl Fele] mukel Y S YShEA SHPE
Zherebd 4 glek, FF AToIA B BE ALgSto] HU

w2 P a7t ot
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3 =2 E 235~258,
AT - SHYS (2012), AUFEZO|A FLE R mukd Fare] =82 gkl T3t Ak PColl
A A= ) Faele] HuATE SR, B2 231 135, 253~279.
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Who Respond which Cues in Mobile
Advertising

Effects of Image Preference on the Perceived Value
of and Attitude Towards Mobile Advertising

Kim, Mikyoung
Assistant Professor, School of Advertising & Public Relations, Hongik University
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The rapid development of mobile devices has resulted in increasing use of mobile
devices to deliver advertising. Although increasing number of companies have adopted
mobile advertising, the effects of mobile ad are questionable. Previous studies on
mobile advertising have focused on external factors rather than consumer individual
differences in the effectiveness of mobile ad. Based on the existing literatures
regarding mobile advertising and cognitive style, this study explores how consumers’
content preference influences their responses to mobile advertising. A survey of 296
participants was conducted. The findings of this study show that content preference
has positive relationship with consumers’ perceived informative value and perceived
entertainment value of mobile ad. Moreover, the results reveal that perceived
informative value and perceived entertainment value mediate the effects of content
preference on attitude toward mobile ad. Implications and suggestions for further
studies are also provided in this study.

KEY WORDS Mobile ads ¢ Content preference ¢ Informational value e
Entertainment value ¢ Mobile advertising attitude
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