http://ax.doi.org/10.5392/JKCA.2016.16.07.091

c]
d|
lo

— —_ [ —
| 4SEEH0| st - F AH[XIQ| ZEHE0| O|X|= Fet
The Effect of Advertlsmgs Interactivity on Korean and
Chinese Consumer Attitude toward Advertising

SiFan Ma(msf88770015@vip.qg.com)’, SeungHo Cho(sc616@ssu.ac.kr)”

R B R SR B
®, g b Mo F3 svlEe] @ 2uAEuTt Fuid

O{N fo ox 1o
fot
_L‘>_14
0¥0
2,
o
s
o T
S}
Rl
to,
>,
fot
k)
fo
ox,
o
©
lo
‘\;L_Il
kd
N
N
N
N
—
=
i
r>'

= 4 S dAste] AgATE st A

6&%0_4 %3101 ZF 1207, F2407°] A H22 ik A Aol oJstu 3= An|atet

B =2 e=rt

9lul o}ﬂl e 7&; urebskth, 2e|a geatgado] vhe o] dis) fﬁ iHIZP%O] T 2HAE
o

S0] 1 | ASRBN | BT | Bl | B OIXlE | 1A | Ffols |

Abstract

This study explores the effects of advertising’'s interactivity on consumers’ attitude, brand

awareness, intention of word-of-mouth and purchase intention through a comparison between
high interactive advertising and low interactive advertising. Experiment was carried out with two
factorial design using high and low interactive advertising messages and two different countries.
The respondents were 120 Korean and 120 Two hundreds forty valid questionnaires were
collected. According to the research results, the brand awareness and attitude of high interactive
advertising is much higher than the low one to the consumers of Korean and Chinese. The
consumers of Korean and Chinese who were exposed to high interactive advertising have high
intention to word-of-mouth in high interactive advertising. Korean and Chinese consumers also
have high intention to purchase when they watch the high interactive advertising. Between two
countries, Chinese consumers have higher intention to purchase than Korean consumers.

B keyword : | Interactivity | Advertising | Attitude | Brand Recognition | Word—of-Mouth | Purchase Intention |
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