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The purpose of this study is to investigate the possibility of Hologram media as Advertising
media in terms of comsumer communication. First, Motivation and Personality Traits was set variables
that drive consumer media experience and, also examined the impact on eWOM and Purchase Intention
structurally. As the result, it Found that Intrinsic and Social motivation of consumers have a positive
impact on the media experience, eWOM and PL In the case of Personality Triats, Openness to the
motivation, Openness and Extraversion had an impact of positive to the degree of eWOM. Furthermore,
eWOM influence on PI positively. This result can be considered the need for the Media MIX Strategy or IMC.

e Key Words : Hologram Media, Motivation, Personality Traits, Media Experience, eWOM, Purchase
Intention, Convergence
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[Fig. 1] The Structure of Consumer Characteristics,
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CR
0.98
0.97
0.98
0.97
0.98
0.98
0.99
0.98
0.99

AVE
0.70
0.70
0.53
0.57
0.65
0.52
0.84

0.82

Variable

Extraversion
Neuroticism

(Table 1) Estimate AVE and CR
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(Table 2) Parameter—estimated value of model

’ Standardized
Parameter—estimated value of R .
egression
model weights

Openness — Motivation .122(.174)"
Agreeableness — Motivation .110(.113)
Conscientiousness — Motivation -.045(-.062)
neuroticism — Motivation -.017(-.025)
Extraversion — Motivation .074(.126)
Motivation — Experience .908(.912)™*
Extraversion — Experience -.027(-.046)
Neuroticism — Experience .020(.030)
Conscientiousness — Experience -.015(-.021)
Agreeableness — Experience .042(.044)
Openness — Experience .008(.011)
Motivation — eWOM 770(.433)"
Experience — eWOM 553(.310)"
Extraversion — eWOM .131(.125)™
Neuroticism — eWOM .020(.017)
Conscientiousness — eWOM -.019(-.015)
Agreeableness — eWOM -.011(-.006)
Openness — eWOM .117(.094)"
eWOM — Purchase Intention .614(600)™*

Note: Numbers are non-standardized coefficients, and
standardized coefficients are enclosed in parentheses. 'p<.10,

p<.05, “p<.001
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