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Abstract

This research attempts to analyze communication effects of print ad having
pictorial typography. 150 Questionnaires were distributed to respondents staying Daejeun
City and 148 copies were retreated for five days from April 22nd to 26th, 2012.

Frequency analysis, factor analysis, Cronbach’s alpha for reliability analysis were
utilized for data analysis with SPSS 12.0. For testing hypothesis, regression analysis
was used.

As result of testing hypothesis, 'informative, beneficial, creative, reliable’ were
partially significant to attitude towards print ad having pictorial typography. That
means 'creative’ and 'reliable’ were insignificant, while 'informative’ and ’"beneficial’
are significant. Variable of the most influencing on attitude towards advertising is
'informative.” 'Informative, beneficial, creative, and reliable’ were partially significant
to brand attitude, too. That means ’'beneficial’ and 'creative’ were insignificant, while

'informative’ and 'reliable’ were significant. Variable of the most influencing on
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brand attitude was ’‘reliable.” Therefore, to enhance communication effect of print ad
having pictorial typography, 'informative’ and ’'reliable’ are most significant variables.
Keywords: Print ad, pictorial typography, characteristics of print ad, brand attitude,

attitude towards ad.
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Communication Effect
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Figure 1. Framework of research.
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Table 2. Reliability and Cronbach’'s Alpha Coefficient
Factor Eigen Cronbach'’s
Factor Measurement Items Loading Value R Square Alpha
Correct information of product 0.977
Informative | Easily identifying ad message 0.795 4,774 43.403 0.721
Clear understanding ad message 0.977
Familiarity of product advertised 0.922
Reliable Reliability of product advertised 0.813 1.719 15.627 0.736
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