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Study of Relation Between Consumers’ Advertisement Attitude and
Need for Cognition for IoT-Implemented Advertisement

Jihwa Lee*, Sae-Hong Cho**

Abstract

This research has been conducted to know the effect of advertisement according to consumer’s
need for cognition in the advertisement which is realized technique of the Internet of Things(loT).
The researchers distributed questionnaires and video advertisement, which is realized by using IoT
technologies, to university students in the capital area after simple orientation about IoT
advertisement. The result was that people who has high consumer’s need for cognition showed more
positive attitude to advertisement and it was statistically meaningful. As a result, the research could
draw a conclusion that people have different attitude to advertisement that is realized using IoT
technologies based on the consumer’s need for cognition.
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<Table 1> Digital Revolution Based on the
Internet of Things
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Variable Measurement Items Reference

1. T prefer complex problems
rather than simple problems
2. 1 like difficult task requiring
intelligence
3. I feel satisfaction in thinking
deepl Petty &

Need Py c ‘_y

for 4. 1 like to seek for a new af;Zipo

Cognitio solution

M.S. Lee
! . . . . 2013
5. T like a life to be filled with
puzzles that must be solved
6. 1 feel satisfaction to
complete a task requiring
mental efforts
1. Favorable Impression
Lutz,

Advertis 2. Credible Mackenzi

e—ment e, &

Attitude 3. Informative Belch,

1983
4. Interest

<Table 2> Measure Items for Need for

Cognition and Advertising Behavior
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<Table 3> Inner Confidence Ratio of Need

for Cognition and Advertising Behavior
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