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ABSTRACTS

Effects of the audience’s perception of card news on reuse intention
. focused on implication as PR communication media®

Ahn, Ji—yeon
Ph.D. ABD, Dept. of Journalism and Mass Communication, Hanyang University

Jung, Yeon—joo

Ph.D. ABD, Dept. of Journalism and Mass Communication, Hanyang University

Choi, Myung—il

Professor, Dept. of AD & PR, Namseoul University

This study focused on the informational contents of card news. It was begun with an assumption that informational
contents of card news was not consumed if it was not satisfied with expectations of the audience, So, this study paid
more attention to exploring the relationships among informational contents, contents satisfaction, and reuse intention,

The results of this study indicated that informational contents had significant effects on contents satisfaction,
In addition, the content satisfaction significantly influenced on reuse intention, Based on them, this study offered

theoretical and practical suggestions on card news use,

Keyword: card news, informational contents, PR communication, contents satisfaction, reuse intention
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