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Abstract

This research aimed to examine an advertising location according to consumer involvement about internet search
advertising and advertising effect according to advertising forms. This research carried out a questionnaire survey
from May 25, 2011 for seven days with the target of men and women at the age of 20s-30s who tried search
advertising in Seoul and capital area, and 519 copies were used for final analysis. For analysis of collected
materials, the reliability test, factor analysis, -test, regression analysis and x test were executed by using statistical
package SPSS 16.0. The results are as follows. First, it appeared that consumer's clothing involvement, advertising
involvement, advertising location and advertising forms had an influence on site attitude and clicking intention.
Consumers of high clothing involvement, high advertising involvement and upper end advertising appeared to have
high site attitude and clicking intention. Second, all consumers of the low and high clothing involvement and upper
end advertising appeared to prefer the upper end advertising. It appeared that consumers of low advertising
involvement prefer lower end advertising, and consumers of high advertising involvement prefer the upper end
advertising at an advertising location according to clothing involvement. Accordingly, it is important that the search
advertising exposes advertising in the upper end, and that should use an advertising phrase capable of giving trust
to consumers. As the text advertising had high site attitude and clicking intention in the advertising forms,
consumers should pay attention to the advertising phrase.

Keywords: clothing involvement(2] £ #4]), advertising involvement(% 31 #99), advertising location(3 1 X)),
advertising forms(ZZ F ), advertising effect(F 2 & 7})
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Jof H22xlo] ¢lth(Park & Lee, 2010; Kim, 2005).
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II. Theoretical Background

1. Internet search advertising
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2. Advertising effect according to involvement
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3. Advertising effect according to advertising
location and advertising forms
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II. Study Method

1. Study topics
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2. Measurement tools
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3. Data collection and analysis methods

B dFE 19 oy ey 28 TPl
QoW AMLTE o] L& AL U 2 A
F2F 2030 HYE Ao R 2011 5¢Y 25
Re 79 5ok & 600%e] HEAE wjEste] 1

% 54087 BrEg o, BT HEAS A9
@ 51987k AFRA G A EYT 2HE A2
24E BA w714 SPSS 16,02 o §3ko] AFE
A, RARA, rest, AARY, 1 HFL AN
sk

AT ATEAY EHL Avue, 4

)= g0l 48.6%, ©1440] 514% 5 AA|sHaL gle
o, AL 20~2447} 25.0%, 25~29A|7} 24.9%,
30~34A|7} 24.5%, 35~39A|7} 25.6% 2 ) =
7 oHI Bl &R ARSI Qi YR A
o] 65.9%, 3HYo] 24.1%, AYFH7F 10%E U
Ehgton, 7h4 9 484t Yo RE 5007 ©f
AFo] 28%, 300~400%H¢) 1wto] 23.3%, 400~500
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IV. Findings and Discussions

1. Reliability analysis

OE Y AMT S| AH|AEQ T, Alo)
EHE, 2Yst 7217 AE BAS A48
1, 1 A3 (Table 1>3} 7t}

el AMFT £uIAEY % Pojw, F7
Tolke, APOIE Hik, S8k 247 s AF=
HAAFS AA]SE A3}, Cronbach's a 382 906, .943,
916, 8782 & A2 ES tehfol YA AUYS
Ay 1 2 alstart.

2 A
2. The difference of site attitude and click
intention according to involvement
QT NG A 2ulAke] Tofo] me AL
o|E H&=ot S ko Ao|7} =AE HFE
7] 15t tests AAISEALH, 24 A= (Table
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{Table 1> Reliability analysis for involvement, site attitude and click intention of internet fashion consumer

Factor Item Cronbach's @
I have a lot of interest in fashion.
Clothing Fashion is a representation of me. 906
involvement 1 prefer to buy clothes.
Fashion is important in my life.
I have a lot of interest in internet advertising.
Advertising I like the internet advertising. o3
involvement I am interested in internet advertising.
Internet advertising is important in my life.
I trust the site that is searched advertising.
Site attitude Searched advertising site is worth. 916
Searched advertising site is better than other media advertising.
Searched advertising site is attractive.
I will click the advertising.
Click intention I will obtain information by clicking on follow the instructions. .878
I will visit site.

{Table 2> The difference site attitude and click intention according to involvement

Ad attitude Site attitude Click intention
Involvement M SD M SD
Low (n=256) 4.196 975 4.004 .946
Clothing involvement | High (n=263) 4.659 1.020 4.431 1.021
t —5.281%** — 4,943k
Low (n=246) 3.945 964 3.821 .940
Ad involvement High (n=273) 4.868 .868 4.580 928
t — 11.417%** —9.240%**
FEp<.001.
2 2. Yot 2Ywe] FFol o ¥ AOE e

o5 ghofo] et o] Agholo} qgrolo] e
AFOE B & (=—5.281, p<.001)2} 22 O] (1=—4.943,
p<.001) Zk2te] Zhol7} Qi AR hehgton, o
2 o] FGhe o) Aol ko] e Ao]E
Yol 2eolzo] da Bao] o B AL
ehte.

31 gholo] uhel HI A ole} mkolo] TE AL
O|E Bl(~=—11417, p<.001)2} 22 o] % (1=—9.240,
p<.001) ZH2te] Zhol7} Qi AR hehgton],
o nbe] FEhe 2 Aol ko] e AolE

.

ol ABE FUTA Ao|E HrEet 2o
SolA] o8 agel, Fu age] AH% Wil
O AL % 2 gt o)k o8] et BT B
2ol o Balo] e sulAEe] A4 A teht
L ApolEd] 3 BoHonR Fug 2T 9
EE £ Fole & 4 YUt

3. The difference site attitude and click intention
according to ad location and ad forms
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oF 2= (=—5.363, p<.001)of| FoJ3 Zfo] 5 H
Fom, FAFL Lu|AEL FHFLA Ao E
et 289927 f 2 A& & 4 St Kim
et al.(2002)2 Artho] 9|t Aol 22 AWE
A= WED YA At o= JEHY
P A AHAES AA40Y] HE Y&E B B
b= Ao 2s5= JET
aHZO QIHY P55
/\ o]r;].

Fugeo] wet Ao]E B E(t=—4.394, p<.001)
oF Sk (t=-3.928, p<.001)o] A I3 Aol &
Helou, AMFL ~HAEL oju)A] & HAE

2
He st golet @

o
—

=] 129

oA Wk AR BAoH AolE Hrel 2
Yorsl o £& ACR e Kim(2004)
olu 2] AN Bla| BAET AN EE A o 2
HAel BAE YrE wyon, 2YEE ga
B 3ust o e Ao ey Anel $As.

olejat A E3koh 2uAEL F19 |
A AdRng Fagdois gas Fao
Yol AolE grsl olFoln, FYelwr} o
g o % 9.

4. The effect of site attitude and click intention
on involvement, ad location and ad forms

ojuel, Fughod, F1 YA, FRFH7} Aol
E gro} 220w ]3] SREMIEE)
3784 dnstden, (Table 4)9}
sl

O Fo, P HJoLE, Fu

r
L
H x
s

A2 <
A At

B

ottt

e

{Table 3> The difference site attitude and click intention according to ad location and ad forms

Ad attitude Site attitude Click intention
Ad representation M SD M SD
Low ad (n=212) 4.134 1.134 3.936 1.060
Ad location High ad (n=307) 4.635 .885 4417 .920
t —5.393 k% —5.363***
Image & text ad (n=299) 4264 1.046 4.076 1.039
Ad forms Text ad (n=220) 4.657 .950 4417 .929
t —4.394%%* —3.928+**
FEp<.001.
<Table 4> The effect of site attitude and click intention on involvement, ad location and ad forms
Dependent variable | Independent variable B B t F R
Clothing involvement 128 126 3.32] %k
Site attitude Ad involvement 400 482 12.568*** 67,031+ 346
Ad location 189 .091 2.448*
Ad forms 209 .101 2.776%*
Clothing involvement 139 141 3.579%**
Click intention Ad involvement .349 430 10.830%** o 207
Ad location .199 .098 2.545%
Ad forms .166 .082 2.180*

wp< 001
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5. Difference between ad location and ad forms
on clothing involvement

o ol HEah YA F

o1% oluy] 913 LARNE AAT A, Table

9 2ol et Aol ehi
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2 Yehyt.

F3 Ao i ofol =7 Qo] 4 A
o Aol Al RO olEstol, 4
Fany 25 woly] yio| A4
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SHAl e el Aol Auls oju X
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6. Difference between ad location and ad forms
on ad involvement

B A} £HRE on)7) & HAE FIE
Hast A0 qefsten, g Aol s
al

of Al oJu[A]of ofgt Z
Akl 7leket gt dedve A+ 23K Lim,
2001; Yoon & Kim, 2002)9} o] A= H3lstct

{Table 5> Difference between ad location and ad forms on clothing involvement (n=519)
Clothing involvement Low clothing involvement High clothing involvement 2
Ad location and ad forms (n=256) (n=263) 4
Low ad 118(46.1%) 94(35.4%)
Ad location - 5.754*
High ad 138(53.9%) 169(64.3%)
Image & text ad 160(62.5%) 139(52.9%)
Ad forms 4.945*
Text ad 96(37.5%) 124(47.1%)
*p<05, df=1, 229 %= colum %9).
{Table 6> Difference between ad location and ad forms on ad involvement (n=519)
Ad involvement Low ad involvement High ad involvement 2
Ad location and ad forms (n=246) (n=273) 4
Low ad 128(52.0%) 84(30.8%)
Ad location 24,213
High ad 118(48.0%) 189(69.2%)
Image & text ad 157(63.8%) 142(52.0%)
Ad forms 7.386%*
Text ad 89(36.2%) 131(48.0%)

#p< 01, ¥¥4p< 001, df=1, x*9] %= column %3
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5 5 9t b B A - o] A8 ol EA4 o wE
FAL AT LB Fale| ik RO BE & F1E AYsfof & Aot} 53 HATF w2
o8 @ FuE FYstn JRE FA5HA Aot AHAEL 7Eqor U2 AHE 41 9l7] o
uheba] AP uRE SAHOR stkg st B ol Fare] izt A=)z} upgro] wojof & Zo|tt.
A EHBR 7 A BA He AR st aE FuAe FUFHAAE AR E Rl FE 9
Za o Azdda & 4 Qo spAg ojn] @ Zo] dFE vAA HER Tof W= P ATe
ARE g e ude] AnjAs B JRHA Al §Jok & Aoltt. WA, o8 Ao] LR A
& ohA etk webs ddel =EEE FuE TFaef ojn A & HAE FIE ATdE AL
Asgtal & ¢ ok B3 o] &2 o|n| Ayt 2 UEgon, o5 1o LR dHFLE
QAERTE= A F87 452 ¢ 5 At Mzste A2 yepgtou Fuge oA 2o
7t 3A e ASRE veytth dAlA, Fa A
V. Conclusion o] &H|ZE ojH|A] & HAE #1E5 AFste A
07 Ve on], FugA oA stekgazt ulA|
AF7hA Yl HAg el gigt =27 A7) AT =2 ATEE By FL o] AHA}
o] $touf, of A7k AALGOR M Azt = AYRILE ASshy, Fnge ol Aozt
ek Fa avke AFEHA otk geka v)E 37 = AR YEyT
A& FaroA A7 EHAE ZANES ANF olg|gt A¥E EYE AU AXFI A E
o AHgsto] gL aIkE ¥e| A} syl EoA a3 F1E Y3 AFE A of
ES 2 AT 4 ARAEY He, Fa YA, 3 2o
Fugefo] weh Afo]E gz SO = n|X| A, FuAAAQ HolHe AT =& Fauvt
£ 9, Fold e Fefo] thgt Aol ettt 2B R gt At =EA|AF 5t
urel izt ool 2 A4t Aats Qokst oy o, £3] Au|AoA AEE & 4 Qe F 24
3} Ztt. £ AHgsfoR & Aot E3 thget AR E =2
AR, Au| A Fold Ao|E Blret FYoE 7t M~ He g et Hoiid w2 SYHES Y]
Zhof| Zpol7t Sl AR UEton, o5 13t e 4 dZ Aoty 1eal stdel FuE =&
Aot Fal o] A8} BE ALO|E B E ot o ol ARSE AE, YA, oHE AH 5
29957t 2 AoRE YT oEoy kgt AR Ago] FHE £ohd aHEE A=
of thgt wAlo] W2 AuAE2 Ao Eo djgh ANA ZYES =9 5 & Aot &4, 313
AE zon, oo gt Yk & A& ¢ oA HAE FuY F9 AOJE Rl FE
ootk =4, Bt Fefol met AbolE 7t Fon g Fu Bo] tef AFE 7lsfoF &
Bzt F w7t Zpol7h 9l AR Yyttt Zolth. 53] gAE i B45 AfE|] WA
FafA o M= FFIL LuRE0] AOJE HE S glon@ oME ZPo|f, BT HH A
o ZYYETt 2 ACR YT ofo]EHT T A A& Zgsfof & Aotk E3F ojn]A] &
Aol A el o] Arge] AlAo] AFeho| A sheko HAE Figs ojuj7t 4% atolBE AY
Z oot Ad =& FufE SYPT S Hof o AF olmAE AlFsfor & Aolth MA, HA
7] W&o, FE oo =EA7]E= Ao a3 AE AE7E REF o5 Aol L8R ojulA
olgtz AL B Anth FUFHA A= H S HIAETL AAE = oA & HAE FuF A
AE Fu7t AOIE HE W SYYETL =2 H O St A0R Hol Zth 9E uie] Auze
2 Uegch AR, Fadole &g, Fid O o AT AE7} FHeEE YRETE A
A, By 747} AolE "9 Yoo FF gFE £ ¢ e B0l 8L Folof & Aot
< A A0RE YEyT & A - a3ke] 4] A, Fa Aol B[R Faro] tigh JE7L
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