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Abstract This study is based on Art Infusion type (modification vs. re-interprete and interactivity level
(high vs. low) are independent variables such as 'Product-Related Memory (PRM)' and 'Image Related
Memory (IRM)', Experimental research was carried out empirically through Two-Way MANOVA analysis
with advertising attitude as a dependent variable. As a result, first, in the case of the modified
advertisement, when the interactivity is low, the advertisement image-related memory information
(IRM) is more memorized and affects the judgment. Second, in the case of reinterpreted advertising, the
memory information related to product attributes is stored at low level regardless of the level of
interactivity. Third, the attitude toward advertising for famous paintings was positive when the level of

interactivity was low.
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Table 1. Result of MANOVA & ANOVA

. MANOVA ANOVA
Main Wike
Effect | VW'XS F df. | PRM IRM Aad
Lambda
A 33 | 77.94% | 3 [14512%| 27.11% | 98.04%
B 39 | 5820% | 3 |[61.35 | 7.73* [12358%
AB | 27 | 10384 | 3 | 27.43 | 102.04% | 232.57%

Note: *p¢.05, **p¢.01
A: art infusion type/ B: interactivity
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