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Abstract The Korea Convergence Society. The main purpose of this study is to analyze and categorize
Art Infusion, and to examine the effects of consumers' advertising on attitude and memory information.
As a result, first, there were no statistical differences according to the type of recall according to the
way of using famous paintings. However, the product diagnosis and advertisement diagnosticity
according to the way of using the famous paintings showed positive evaluation in the reinterpreted
famous paintings. Second, in the case of recalls according to the frequency of exposure to famous
paintings, the exposure of famous painting advertisements was higher than that of the highly exposed
painting advertisements. Third, when comparing the interaction effect on the recall of advertisements,
the high—exposure advertisements reinterpreted by the camera showed the highest recall. The results
of this study are expected to contribute to strategic measures that can positively change consumer

memory and attitudes according to the way of using famous paintings.
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Table 1. Type of Art Infusion

Type Definition Feature
Simple Application Borrow a masterpiece Easy to check the
) image without deformation original

. The image of the
Part of the masterpiece 1mage o
original is

image (less than 20%) is
transformed through
computer graphics, or the
product is inserted in PPL
form

transformed to
match the context of
the advertisement,
making it easier to
convey the meaning

Transformation

Create new images, such
as model reproduction,
utilizing the atmosphere

and style of masterpieces

Difficult to check on

Reinterpretation L s
original paintings
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