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Abstract As the media environment surrounding us has changed rapidly, the influences of traditional media
decrease whereas promotions using new media have been developing remarkably, Under this circumstance,
cross-media advertising, which strategically integrates advertisements on multiple media, is getting attention as
an effective marketing communication approach. This study investigated consumer responses to cross-media
advertising using both online and offline media, focusing on the effects of product involvement, attributes of
media connection, and gender. The experiment was conducted towards adult consumers aged 20 to 39. Results
confirmed that the interaction effect between product involvement and attributes of media connection on brand
attitude and behavioral intention was significant by a moderating role of gender. Based on the results from this
study, both theoretical and practical implications were discussed, as were directions for future research.

Key Words : cross-media advertising, digital media, product involvement, gender effect, advertising effectiveness

Received 7 January 2016, Revised 11 February 2016 © The Society of Digital Policy & Management. All rights
Accepted 20 March 2016, Published 28 March 2016 reserved. This is an open-access article distributed under the
Corresponding Author: Kyoo-Hoon Han terms of the Creative Commons Attribution Non-Commercial
(Sookmyung Women’s University) License (http://creativecommons.org/licenses/by—nc/3.0), which
Email: hanque@sookmyung.ac.kr permits unrestricted non-commercial use, distribution, and

reproduction in any medium, provided the original work is
ISSN: 1738-1916 properly cited.

Journal of Digital Convergence | 105



1. M8

A2 5ol vltlolrt §43 vhishgel uel anlg
st vlcle} 7ke] HAE FrpEI, ol /19e 84
o Tk AR AL Belslef st BAE oM
H9le. BIA AN TV, A, A 5} 2 AE
A avAle] nasw AR QA Hd el
73 BAEARE 93 AYAdRA el s

sk glek, 53] Aeuls) waldejAE 9AE o

i_,

velole] 54 Aae Faria Al glojr el e
TR} A4S 7HA ek 2nlapel Fa8ls@ae] 4
of uhe wEEve] AT FHsAA AFAA) v)A
grltiolo] Eab4el virjo] s ag 91 ARA o]
25 Hglon, FANNE B AFAE] vtlof
Aol whe BuEt BAS PR w7 o
& Zelu,

ol2{ gt w7 slol

B

rd
iy
2
o
R
ol
4z
oy
o
=

v

ofy
1o

o]
& 9 2eI¥uE b IR e G
ojgt & = Sirk. &, WAL MR 7] wjA 9k o
Adntiol7t &S 5 e JER A ZRxE 2t
AA EIE FEsk] fe dd3shs ARueld A
oleh & 4= el thFst Al E ek TF Wy
2 2HIAFE S U2E £ O B wEA S5

g Aol BYssln o) e Lnlz)
wge] Wabk 55 3 gl Beha oby A%
Ast B gelEo] ko) AR Eate] g AFAT

T B o] FoAA ek

ofo} 22 i) Q14g B £ A WA
o g3te AFH o7 BAs] ) AAd JaHel
2A9] AFHelme} mAIzE AASA, o 3
ol FESaL, o]5o] avAte] HAEE RS}

ool o FEFE MA=A LolH gl F o
O_]I:
H

2 ko o K

T

Bl A B VIYEENE HEHo R 85I gle
WARF I Al tigl o] 23 A5 AFelA o] A&

Ao o] & e BAolr)

AaL 9ok 58] QIE e} EuplvfA], AE S2fvjA,
IPTVe] Fal= 1d3t &2 Z3AE wola 3l
ou, A FamiA A WA ARdeta ole
w3 719 FA(3nside-out)olA A FA
(outside-in) 9] wHAIH & 2 sfefrielo] kgl upe} e
Zo] A} AlakE gl ol wAR AR YAl A=
o) Aol glo] ATujAlZE 7R AlekE SEshar tA|
Guie o7 vjA] &-8o] d9s dets A A9
BE 7IdEe] A es Pud viAY A
S

ofy
o
o

flo

>,\1

k

I

N
-

)
30
£

FE8AES] iAol FE =T A dTH
A §15olM 24 Zupd Aok SNS 53t 22 74917
o] g tA vt o)z FAFA 0] o] FatA L, o]el
whe} Zye g Suel 4HRbe] HEH ukg Fr
= flel deviAel gAErtels Ao &8t
HE ARt Eolyted, 2 diwAel JEpr) viE Wik
431(cross-media advertising)©|t}. W33 545
AARNE S8l 278 oo mlrje], & o] AR
& B ow A Yok Faud=Fe ovlshedl
[2], Z47) B2 54e A ol Al 1ke] Ajto] Unky
]l Fefoltt. ol fFAPNHE eZA Y] Hrof AL 5
2 ATEA = A9H Sl ut ele A
8kl 21 BAfo] mEggAdolut X gate] Stste] 9l
e ae: BRI LIRAS K

WAL= A Folu B E e HAIA S Thekeh w4
2 &l degems aaARl Zlsrurlela 71slE ¢
S 5 US Bk opel, wiAe] EAd] whE sEE A
Tog 1S FHa viE FUE =R 5 slve
el A vhAE 5] & F55 AL Slvk HA 9] wAp
AL AR TVFIL Qsdare] =FE 2HAkE ]lE
o2 sk Jejrt gol A=Hded, des 7

= A

106 [ Journal of Digital Convergence 2016 Mar; 14(3): 105-114



The Effect and Its Potential Determinants of Cross—Media Advertising between Online and Offline Media

o9 e

ghel WA A o] 8NEE 119 H 61232

A% Ao vehgteh AR

ol

H| -

-0
a0

<
-
A

o]

ﬂ
Jw
B
)
B
i

AR AT Al ] Aol A

3

WA IE IMC(S

T 5.2%2 - A e

oo

o

gt FgE v e

X
7w
il
Jeal
Hr

70
ar
T
gl
N
L3
=
ol
H
=3
Eh]
Hio
=
2-
I\
No =
N
A=~
|
iy
o
et
ﬂo
R x
M ™
o m
= W
TGS
T 0
Y =
53 %
s
=
o|J o
WO
fiey
H T

1
bl
=

v ko] AR A 2}

sl
%O

}

FollM 5

\

<0

He

]

<

A7} <

?l_

Ag 3 Fae]

] AHEE A gk

3|

il

2 13

AE &

S HEoE MRS

Z]
&

SEER LS

|

718 g

749l

o] JATH5].

TH{11]. Zaichkowsky(1985)

&

o]
=g ) Ad §F, A B 5

= AEH
eSS

il

g AR} AF

o uet geEe o

1] ole$m. AF A4 o}

9|

ElUl 9]¢ FamfA(TV, 1Al

=
5

o

|

o] &Aol we} dol=o] HFrert

T Atk ey A3

1

1

al en

A€

oA wlaH 47

WA SEH ol§AE

ol&

of

ylo

YRR R EERER

PN
T

7]
=

Fhe wuch o &

A3

(e}
HS

ol 7)) As AR

{ doJui= #7](arousal),

o oJ3
4 (interest), 744 #2Hemotional attachment)

3T
™

5ol

83

oF

TV, 184,

L
L

of w2, whEuA] Fast

5 7]% i3l

3l

x

0

& 7P ol

o 9

LT oA & o]Zo] Petty9} Cacioppo(1986)2] 7 n.3}

7}s23 29 (elaboration likelihood model; ELM)©]t}. o]

ol loob FsiA At

=

A3

2 UERsTH6]. Ha(2004)2t

Wang(2007)2] 17-

=2 =
= ©°

oM LA AR

7]

3]

o AN o HEe T}

T =
a 5

o 3

=]
Run

Fef 3L

9

Fdo2 A

L
L

b ol frAl ek AT (201008] A7l A

S

[78]. 1#17}

O
=

Al ek

=
53

]

= =]
v:‘—O

Al A

R

=i}
=

70

o
ﬂo

‘_Iryl

o] SitH14l.

3k

AN A ZFstE oL 9l vl An)

A=
=

L5 2HA

A A% (2012) 2] A w2, TV

-
[¢]

ole}. gt

3

HIAIA] AHA| HEE 2 Bre] gcle]

PRelA 4§

T
HEy

3] 204 o)<l 80% ole] o]k 2 v A

1:[:]15_
y 1

o

Journal of Digital Convergence | 107



A Fae] A7k 499 ##3)] Ducoffe(1996)+=

SHEA ] g < XW
e T iy R R E}[15] 1o uf
(mfonnahveness)ﬂr Q=13 (entertainment)
23 7]Fo] HEd|, o= A

o (2
ol
5
o,
1{‘3
O_L:

RERREE E R OME‘r TEILS A8 A e
tofell M= SdstA A&t Fare] AuAL 4nzt

N
L
rio,

ol
o,
rlr
o

i% Bzt AFsHe SHo=A, 2l
o3} pawlo} g, AEo|t A
ol He] 7b5d welel 4
erelo] Slei16], el AuAel ¥ HlE
A 7F IEUIRTE], o] = I Ylo] thE oW mijA K.
g oA Lntol A B HR

Aged 4= A7) WZoltH171. *dﬁﬁ AgEel =,
o 01] ?gzﬂ o3k

N
X
Bl
-4
QL
rlr

>
oo
_lZi
ﬂ

e
[
o
4
=
>
o
9,
o)
rL r
ozi

>
o
)
i
<
i
[e]

¥ & O o o mu SLoro
kl
o
o
it
oX,

2o @
= o
= o

o o
1o
ot

R

N
M
Be 2 = kol O o X O ot o ox i

n o
=
N
)
T,

B o N
ox, o rlr

N Ho
)
o

N
S
r—‘—l
ok
o
=)
)
i
A
o
e
b rlo
o
2
NI SIS

o o o rlo
érﬁ,rlrﬂ

=2 o
i

o
dio
-
T
olf
iy
i)
rJ
»
o
e
)
&
e = re
o
o

N
-
]

N
-

(o3

oid

Bo&2

=

__>|“‘_’4‘

o,

fu)
J e e

KU oo X0 oo
oz &
—_
2\:{
[-‘O
nj
S
ot
&
lo
A
f
N
N

s}
Ao %ﬁﬁ%ﬂ], o
A 1S 3l

=

oA B

Am% ozzkol des wr a} Mr:}[zu

N
o o it o J

of w2k 1440l wheh A o
S} %A ojae] oA LhehbiA) A4S Lk @
. i gu e A2 e wagad

2l
9]
5 ol
A7 o SAHY Sl o] sk Wit Azhelite] &
3 A9E FRAR 4536 o8 Argsgnct o
s WA o A wheS fEe Aol o
23 4 Ak olol F Wl 7] As g RIS YD
7P 7PaE ot ol AAssIY

Aojt}

2.3 980l e ZEX2| B

A% Sl
o] glomz SAT Yo E3 EF Ao|
W] 4TH) ATAEE dies Aadl ojg
A ol U e Aole st

(¢} gl
o A Fuadrt dEkd 5 vk Meyers-Levy$t
Sterntha(1991) WW} Xo

2
m:
et
o2l
=
X o
ol
o
AR
>,
N
2
of
Qo

r

s 4 Ak o8 B Dol 2o 02
she Zgo] vk Zlelth web Aol whe AR
Aol Lake] Aol WAA] TA7} ool Al st

HEE AR UF Sl FAT B Dol
w3 Sejvcha sheichadl 7 ke

A= s AL 3

= 45 Az et
;

= o]4e] A3)

108 [ Journal of Digital Convergence 2016 Mar; 14(3): 105-114



=
H]

L
L

=

o

12714

ST
=3

}

i<
hal

b
o] BaEwS

o
gl

o

, Aol A

L

3
=

el
‘B-Heft

=

L

L

stole o Felvt 8l

S

7 A
‘Calla’, HIEFTIA] ]|

ZA AR

Ll

k<
w

to}, Zaichkowsky(1985)[12]7} Al

o o]
5y

=
[e]

Jof

A2]
%2

L

L

o Aol

A

o]

= e e

=

wAA S AuA g 18 F

The Effect and Its Potential Determinants of Cross—Media Advertising between Online and Offline Media
&al

AoIA =
Meyers-Levy$} Sterntha(1991)[24]¢] 2

S] 3ol A] o}

Aol

o HEwe BT W OB T g T W E SR T od " o) N
RRogpg K®°D e < Rl A I S L B B
Taduwpdagld rm E Y mTL @B |
Sk o e XE o ROE ol g TS = | i
Sl N TgPPRLER §w g
oo B R Moy RS ™ M =5 ®e BH B
TR T2 pE WO ﬂu%@ﬁ%wﬂﬂﬂ ..mcé = o
B TR N = o= Adr o N o= s B =5 B 7 - 5w
pEowETFE TR TR e e ®AD | Bh
7! o o o BT T = JJJ oo Ul X B
= o k3 . 0 = o |
MLMW&HU%MILME,WLW M&ul%ﬂﬂgnﬂqweﬂcﬂom% e
T " ™ o o) wm o o 700 i
Tadf pdmE K & 1 HE M Ex LG
g]uaiﬁu]% _,%ﬂ u._._o,ﬂﬂegmalmluu%oﬁ/mﬁ w%_
NPy s w o H o o 6 7o 2 P T ol I
h;o%nﬁurbd.ﬁL% J_AﬂomeLun_rm,m.ﬂomM%Aoaa% F 5
e TR Bt swEsa (g7
G I R L N quﬂrmgﬂeaﬂ_i?nﬁwu S
TR L _._“m%mﬁcwmoprﬂr%a.zouré ol
aiﬂoi‘q%ﬂl\w_vaﬂﬂq JH&E%AMMZ;H@&OMLM ,m':.EE
_— T -~ O ~ i T —_
WE YT T g Rl Wit eSPT R g
TE oL pR@E L@ EaWE Twe ey | Eg
o H X E o Koo X ZMLﬂoﬂerQﬂ&uuﬂuau% o™
P TP TP acT oWFeTEIseTE o
T ST WP E T A dadbam 5 |o
" W OB T T o Tw TR o LT
— X i Z,IK_I N ‘I_l‘D| pre ﬂ.AE_H
s OTRE AL o = Y ot B 8]
o M 5 Pr P A S
W T e . X B X T E TP o= <o
Hurﬂoﬂﬁwwﬂuﬂ” 5 %o m_ﬂ iﬂmﬂﬂmﬂei
TEMEIex L 2T T oo R .
3o o op B N SO SO . T o S B
Fl e HmT EEY e S UM TN T
dp o A~ K W K o= e T4k By 03 R
5 =% T 0 B CARC 9 T oHp = X
o8 T T (- o ey = = < ¢
—~; %o oy T o= - = L.T = IS5 = el ol " T =
M“# = =0 = wﬁ;.u LMO el ;@l ,U// b,owo ,U// To ME No 7 o 5 R ,.W.W X
_ P g A X T 0 o
%quﬁn%ﬂmﬂmﬁ% T T __éynurmmﬂ%mb%w
k- Kl X TR T2 AT T T o
R T = T % T 3 7 F o~ <M o G
N i J_A@%ﬁ%qﬁﬁ
T N gr . omo X T o TR u7ﬁu®ﬂ.ﬂﬂ?¢v
é%?ﬁﬂﬂj% TS T W R X oo PR
T oo B kT sy N B Qo s o oo d
mAl E#E o o Cn_ or oy - = ™K = ..HE . o= UT_ o O# :i g
P T T B 0T BN <oy R 10 R 20w o ™
oL A St o B W o X + X = & E 5o
go B o z‘#,o e N o W@ ol 7..//.%.@@070_1 Bl - ,ﬂﬂ_olm‘mﬂ %Utuﬂ_l
T T T ¥ Nz N pX R
=y WS W TR T O ™ = AF B ol o o

=

2, B-HERQ} o] HA[X] At

o]

3]

= o
—= «

Journal of Digital Convergence I 109

Iz

=

(e}
o

a

=

AR ES] - “HE B o]
- =

=

ated 207300 A

S

FCBRES 3z



5+

L

L

S, “ut
i - A

o

2

=
5

o] wrkel A &

o} -
HEE A
1

oF
=<
i

3

4714

L
L

=

FATHAIE TR & t=5.241, p<.00L; 17

8.285, p<.001).
olye}

al

dop, el A sa
o]ty Al Eol

ol ¥
/k(;] t=

Aol 22

ZAp A o] 24 A3, AFE o] el et

e

]

o
T

.5%

5
49.5%
19.0%
41.4%
29.0%
10.0%
100.0%

Proportion
50,

=4

9] ]

=
T

& A9l
Frequency
106
104
40
87
62
21
210

[e)

o

<Table 1>l A vle} 2}, 1)

[¢)
=i
=

f3aLeh (=38 FAAE o AE

o

3
A
Male
Female
19~25
26~30
31~35

E

=

]

o
v

&

S|
1

Category
Total

o &
- T,

A
CEETIENE L

=

S
]

T
Al
Gender
Age

]

REs

(Table 1) Demographic Profiles of Respondents

o
S
=

N

Garbarino®} Johnson(1999)[27]¢] AA]

o]
o

Edj= ZiQld Al

=
=

bob e APREAL A3

H

4+
il

O

N

A= A7 08 o)ke = veht

3

AL

oA A

=
=

ofe] AR

gt

= 3
= X

Ducoffe(1996)[15]

o
=

ol o7 o]t

[}

93

o 1

Ao o] (o] vs. Ae])ol
=73

ZEjE=eh 3

#) o7 9]

7 1~2

EERE

9 X

i«

J

3} 92

3

A

B

al

A

o

FaoAet 2 2ol S Tl 744

—

|

A
py
AN

J

B

el gl
AAE <Q1E

7)ol

AF E ol

;O.ﬁ
.

NI

e

A

KeX
o

A

3

3

HAll =

s

71§13l

9]

=
=

F o
2EE AFENE B sl o

il

H71 $18l o

-

b

2S T (covariate)

o

A

)

=

fs

S

A
L

PN
T 3

F AR (MANCOVA)

p3

LBHE

i

o

i
e
W
7

=1
o

<Table 2>l A|A]

T

CREEE

110 lJournal of Digital Convergence 2016 Mar; 14(3): 105-114

(semantic differential scale)7} AHE-H AT F-AH o=,



The Effect and Its Potential Determinants of Cross—Media Advertising between Online and Offline Media

Hl
ok

M)

R Eds

Aoz vehgr,

=gl

Ed

=]

o}J
el

)

3}

EEEE

3

of o

%

3030, p<OD)<} 3

A(;] o zé
HA=E = (t=

o

o7y A%
nr}

juld
i

2.743, p<.0D)ell

Ht=

9]

A 2

Zuicle] A3t o

il

i

FAtE 20730t s tide

A 8]

(Table 2) MANCOVA Results

TNV T YRR
[l
N R X o TRy g
7R E T GO oY
—~ o Moo F R oE
W@ﬂ/rd.ﬂoiﬁoﬂ%oﬂs_?m ]!
N =~ &O‘Iﬂo‘..mo;o,_ =
;o‘._EL.o J.ﬁ«.;ﬂ
ﬂ;ﬁ?dlxﬁ_oa_.gwfﬂﬁ_
s & @l g o
T e N ﬂol%%%i
i Oﬂno]\_/lll\l
o T or B ER o X E
ﬂ.ﬁi,meﬂo%dﬁraﬂ/ldu
iof o] T 5 X Fﬂlﬁo
Q.moz,ﬂ%_u o i T o
a R %
Xﬁdﬂ,ﬂdﬂ”&lﬁﬂoEqaﬂﬂo
ooy o ® o4 B OE oL oar
© oo b g 2R w0 o
I S I
N E o TR o w
— BBy = of I = B
0 XAE‘UI EZ‘m.
Lﬂ.ﬂ‘l IS ;O.mg
B R U 8 mo
N of B _
T R T ST R
5ﬂ7LtAo 5w
oA e W T o O
o I SR S e B SO N
#1852 85 %58
= |52 |8 %8 8|5 2
— B R - S RYo e
P.mar.w97 L || = N
28 B E R 85 ¢
2= 2= B B
R s R
hol F=RE=] Lol M=RE=) Lol =EE=1 Mol =g
EEEEEEEEFE
jas) M [as)] s8]
s B g . "
e less| 2|2k
Z|8BEE|B L= x =
TIESTIEES| = | 1S
£ |20 =l =

Yol

ol § HH o et Wi, Ak A

Al ok 27} are] Al v

el
oF

o

X

Bo

sk plOL, * p<l05

oz ATk AFHA R} iR AAIEA S

7k = A, Al

o=

o] A et

gl Aoz et 7Hd 13 74 2= 7)12hE Qi) e

o]

L
L

ae] &

-
(¢}

we} vhizh )

00

"

B

H ATFFAL AAAT, a0

il

(post-hoc test)S

7739, p<Ol). A4

o3 F-
ARHoR coht A W) 74l

454

M

T

s

3]

H, wieiel EefEl(clutter) 9 -&-412]

3]

Bt} thA] &

Fo] AlstElHA TV QlfuiA]
A AAE o WA ST

3

]
.
=

237

3} 7fo]7} Ae]

SR

ol wh

EY
=

]

L
L

uj A

=
[s}
Rk

YeptA o

b, o] &2 @do] At v

o] =
AT

Lt A def A

S

e}
Sk

34 &

% ik uhet

o

)

Yeptd. w4 a9e

(RSN
AR

=
= T

SIE oA 2vlAe] ARETE $5A)7

A A = Ak

L
L

ol uwpt 7Hd 3¢ 7HA 4

Journal of Digital Convergence | 111



A €73 2]

s

grlroit F=

A ekl AAIRE, T

?l_

o] AfrA A

] o7l

= =)
v:‘—O

o W& g3} 2o,

H
=

el

Gl

=

H17F A4 v tip

23]

"i__
38 ABAAFE Lol o Z3E B3

et <

FAIR1 PC 7]4ke] <1

20

1

o

ar

o

A A

=] A

=
=

Aol 32l (attention) ©]

o=

3}

Aol

=
—

oAM= Aol ut

o]
P

el A5 3 ol

[24], o=

gHAle]

Ao

1o

=K

1

ehel Azt 7140

)l

o}

iy
o)
o
o)
™
6y
o
T
ﬁo
)
R
=
)
-
T
)
of
5§
R x
= E
o
W
=Ry
o X
FS |
of
~ o
®
e
oo
X M
™
-y
—_
K m
moE
A
o =
= )
s
5 *°
™ol
B A
™ wHo

}

.
R

el
2l

Ak
=

AR 2= vf

o}, “mljol7} 2

]

=
=

Zlolzt o

-
¢}

ol =L d5sie A4

9]

1]

PaA Ao ol gl

9

oo} o

=
=

oA Al vk

A

g

3

7FeloF gt o]

3

Eatalnapy

NN
=

KN
o

s,

9

o By ka7l 2] H7E

ol

CIEEES Ne

X

O 3L
s S

)

st 2m)A)

Atolzdel] whe =7}l

N

112 1 Journal of Digital Convergence 2016 Mar; 14(3): 105-114



The Effect and Its Potential Determinants of Cross—Media Advertising between Online and Offline Media

REFERENCES

[1] P. McAllister & J. Turow, “New media and the
commercial sphere: Two interesting trends, five
categories of concerns”, Journal of Broadcasting &
Electronic Media, Vol. 46, No. 4, pp. 505-514, 2002.

[2] C. W. Oh, S. S. Oh & N. S. Park, “Advertising
agency employees’ perception of the features, roles
and effects of cross—media representative system”,
Korean Journal of Advertising, Vol. 18 No. 5, pp.
79-100, 2007.

[3] Dentsu Cross—media Project Team, “Cross Switch”,
Seoul: Nanam, 2009.

[4] I. K Shin, “The beginning of IMC: Cross-media
marketing communication strategies”. Marketing,
Vol. 45, No. 6, pp. 53-58, 2011.

[6] K R. Lee, “Effects of cross-media advertising
campaign on advertising and brand engagement and
purchase intention between television and Internet
banner ads”, Korean Journal of Communication
Studies, Vol. 20, No. 3, pp. 67-90, 2010.

[6] R. Briggs, “Advertising on the web: Is there response
before click-through?”, Journal of Advertising
Research, Vol. 37, No. 2, pp. 33-45, 2002.

[71 H Y. Ha, “Factors influencing consumer perceptions of
brand trust online”, Journal of Product & Brand
Management, Vol. 13, No. 5, pp. 329-342, 2004.

[8] A. Wang, “Cross channel integration of advertising:
Does personal involvement matter?”, Management
Research News, Vol. 32, No. 9, pp. 858-873, 2007.

[9]' Y. J. Lee & J. M. You, “When TV advertisements

The effects of

cross-media advertisements”, Korea Marketing

Review, Vol. 25, No. 1, pp. 1-24, 2010.

meet Internet search boxes:

[10] Korea Federation of Advertising Associations,
“Media and Consumer Trends Report”, 2012.

[11] J. H Antil, “Conceptualization and operationalization of
involvement”, Advances in Consumer Research,
Vol. 11, No. 9, pp. 203-209, 1984.

[12] J. L. Zaichkowsky, “Measuring of the Involvement
Construct”, Journal of Consumer Research. Vol. 36,
No. 12, pp. 341-352, 195.

[13] R. E. Petty, J. T. Cacioppo & D. P. Schumann,
“Central and peripheral routes to advertising
effectiveness: The moderating role of involvement”,
Journal of Consumer Research, Vol. 10, No. 2, pp.
40-65, 1933.

[14] R. E. Petty & J. T. Cacioppo, “Communication and
persuasion: Central and peripheral routes to attitude
change”, Springer-Verlag, 1986.

[15] R. H. Ducoffe, “Advertising value and advertising
on the web”, Journal of Advertising Research, Vol.
36, No. 5, pp. 21-35, 19%.

[16] P. S. Chen & L. M. Hitt, “Measuring switching
costs and the determinants of customer retention in
Internet-enabled businesses: A study of the online
brokerage industry”, Information Systems Research,
Vol. 13, No. 3, pp. 255-274, 2002.

[17] C. ]. Jeong, “A study on the advertising creative
based on the technology convergence”, Journal of
the Korea Convergence Society, Vol. 6, No. 4, pp.
235-241, 2015.

[18] J. W. Lee & T. H. Oh, “A study on the impact of
advertising attributions on attitude toward advertising,
cognitive brand and attitude toward brand”, Journal of
Business Education, Vol. 23, No. 4, pp. 361-384, 2009.

[19] L. F. Alwitt & P. R. Prabhaker, “Functional and
belief dimensions of attitude to television advertising:
Implications for copytesting”, Journal of Advertising
Research, Vol. 32, No. 5, pp. 17-29, 1994.

[20] G. Bruner & A. Kumer, “Web commercials and
advertising research”, Advances in Consumer Research,
Vol. 41, No. 5, pp. 23-32, 2000.

[21] I. Maignan & B. A. Lukas, “The nature and social
uses of the internet: A qualitative investigation”,

Journal of Digital Convergence | 113



2-2m2fol WAl Futet Fafeolof| aet AT

Journal of Consurmer Affairs, Vol. 3, No. 2, pp. 346-371,
1997.

[22] E. Y. Choi & S. J. Doh, “The roles of Internet use
motivation and ability, advertising perception, and
general attitude toward advertising in the Internet
advertising avoidance”, Korean Journal of Advertising
& Public Relations, Vol. 13, No. 2, pp. 171-197, 2011.

[23] R. Batra & M. B. Holbrook, “Developing a typology of
affective responses to advertising”, Psychology &
Marketing, Vol. 7, No. 1, pp. 11-25, 1990

[24] J. Mevers—Levy & B. Sternthal, “Gender differences in
the use of message cues and judgment, Journal of
Marketing Research, Vol. 35, No. 28 pp. 84-96, 1991.

[25] M. B. Holbrook, “Aims concepts, and methods for
the representation of individual differences in esthetics
responses to design features”, Journal of Consumer
Research, Vol. 25, No. 13, pp. 337-347, 1986.

[26] F. Sistrunk & J. W. McDavid, “Sex variable in
conforming behavior”, Journal of Personalty &
Social Psychology, Vol. 20, No. 17, pp. 200-207, 1971.

[27] E. Garbarino & M. S. Johnson, “The different roles
of satisfaction, trust, and commitment in customer
relationships”, Journal of Marketing, Vol. 63, No. 2,
pp. 70-87, 199,

Z Al Y(Jo, Si Nae)

3t A

- 2008 5¥ ~ 20134 12¢ : (Mg
AF-E R AE

- 20149 38 ~ dA - AR
W FEgarsta) thskel

L o e AR T 1=
FEAE SR

- E-Mail : whtlso97@hanmail.net

3t 3F E(Han, Kyoo Hoon)

-1993d 2¢ : Ak AR
gk} (e}

21993 19 ~ 199 39 1 ()=
#= CF Z25FA

-2001d 5€ : wl=r wFe gt
(A& 24}

2004 12¢ ¢ vl ZA]olystal

(1} )

- 20061 49 ~ 20061 8¢ 1 (A L7)E BA=mAGAT

a Adrel

S0064 99 ~ A oAy TR S neln} g
<Al - BaE I, FrriTiel, wnEe} A
- E-Mail : hanque@sookmyung.ac.kr

114 1 Journal of Digital Convergence 2016 Mar; 14(3): 105-114



