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Sum of Squares df Mean Squares F-value p-value

Regression Model 7.783 7 1.112 1399.702 .000°

Error 5918 7450 0.001

Total 13.7 7457

Adjusted R* = 0.568
(Table 4) Regression Results
Unstandardized Coefficients Standardized Coefficients
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(Table 5) Descriptive Statistics of AD Type and Media Type

Media Type
Total
Hedonic Utilitarian

Standard Standard Standard

Mean L Mean L Mean L

Deviation Deviation Deviation

Bar 0.0192 0.0280 0.0034 0.0652 0.0163 0.0380

AD Type Floating 0.0421 0.0180 0.1446 0.0152 0.0733 0.0502
Total 0.0230 0.0279 0.0431 0.0846 0.0271 0.0463
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Abstract

The Effect of Mobile Advertising Platform through
Big Data Analytics:
Focusing on Advertising, and Media Characteristics

Seong Deok Bae* - Do-Hyung Park**

With the spread of smart phones, interest in mobile media is on the increase as useful media recently.
Mobile media is assessed as having differentiated advantages from existing media in that not only can they
provide consumers with desired information anytime and anywhere but also real-time interaction is possible
in them. So far, studies on mobile advertising were mostly researches analyzing satisfaction with, and
acceptance of, mobile advertising based on survey, researches focusing on the factors affecting acceptance
of mobile advertising messages and researches verifying the effect of mobile advertising on brand recall,
advertising attitude and brand attitude through experiments. Most of the domestic mobile advertising studies
related to advertisement effect and advertisement attitude have been conducted through experiments and
surveys. The advertising effectiveness measure of the mobile ad used the attitude of the advertisement,
purchase intention, etc. To date, there have been few studies on the effects of mobile advertising on actual
advertising data to prove the characteristics of the advertising platform and to prove the relationship
between the factors influencing the advertising effect and the factors. In order to explore advertising effect
of mobile advertising platform currently commercialized, this study defined advertising characteristics and
media characteristics from the perspective of advertiser, advertising platform and publisher and analyzed
the influence of each characteristic on advertising effect. As the advertisement characteristics, we classified
advertisement format classified by bar type and floating type, and advertisement material classified by
image and text. We defined advertisement characteristics of advertisement platform as Hedonic and
Utilitarian media characteristics. As a dependent variable, we use CTR, which is the ratio of response
(click) to ad exposure. The theoretical background and the analysis of the mobile advertising business, the
hypothesis that the advertisement effect is different according to the advertisement specification, the

advertisement material, In the ad standard, bar ads are classified as static framing, Floating ads can be

* Minwise Co., Ltd.
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categorized as dynamic framing, and the hypothetical definition of floating advertisements, which are
high-profile dynamic framing ads, is highly responsive. In advertising, images with high salience are
defined to have higher ad response than text. In the media characteristics classified as practical / hedonic
type, it is defined that the hedonic type media has a more relaxed tendency than the practical media, and
there is a high possibility of receiving various information because there is no clear target. In addition,
image material and hedonic media are defined to be highly effective in the interaction between
advertisement specification and advertisement material, advertisement specifications and media
characteristics, and advertisement material and media characteristics. As the result of regression analysis on
each characteristic, material standard, which is a characteristic of mobile advertisement, and media
characteristics separated into 'Hedonic' and 'Utilitarian' had significant influence on advertisement effect and
mutual interaction effect was also confirmed. In the mobile advertising standard, the advertising effect of
the floating advertisement is higher than that of the bar advertisement, Floating ads were more effective
than text ads for image ads. In addition, it was confirmed that the advertising effect is higher in the
practical media than the hedonic media. The research was carried out with the big data collected from the
mobile advertising platform, and it was possible to grasp the advertising effect of the measure index
standard which is used in the practical work which could not be grasped in the previous research. In other
words, the study was conducted using the CTR, which is a measure of the effectiveness of the
advertisement used in the online advertisement and the mobile advertisement, which are not dependent on
the attitude of the ad, the attitude of the brand, and the purchase intention. This study suggests that CTR
is used as a dependent variable of advertising effect based on actual data of mobile ad platform
accumulated over a long period of time. The results of this study is expected to contribute to establishment
of optimum advertisement strategy such as creation of advertising materials and planning of media which

suit advertised products at the time of mobile advertisement.

Key Words : Mobile Advertising, Advertising Effect, Cognitive Fit Theory, Bigdata, Advertisement
Platform
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