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Abstract The objective of this research was to provide an objective and scientific basis for the effect
of mid-advertising on viewers' rights by conducting an empirical study on how mid-program
advertising affects viewer satisfaction and interest from the viewers perspective. The experiment was
conducted on 210 subjects to investigate the difference between viewers' interest in the program and
purchase intention price. The results did not support the hypothesis that advertisements inserted in the
middle of television programs would affect the dependent variables. The theoretical and practical

implications of the mid-program advertisements on the interests of viewers were discussed.
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Table 1. Mean of program interest

Whole First half Middle Second half
No Ads 5.86 5.99 5.81 5.80
High 6.03 5.88 6.07 5.98
Creative
Low 6.11 6.04 5.95 576
Creative
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Table 2. ANOVA of program interest

4.3 7t439 S1Zu

Som B3/} Qe m2 I Bk meke g o
f df | MS. | F -
sqt?ares g St Fuf ol 7HE2 Favt Qe TR0l 15,258¥
Whole between 2.56 2 | 128 | 1.03] ns. o0& 7} =9tow Feloo|gBr} Lo Byl x3kE
ithin 12053 | 207| 058
rogram wit o & o as e 1
P sum 12300 | 209 m2 o] 15,0069, 133 AgdolgErt o P
First bgtvyeen 222 2 1.11 0.66‘ n.s. 7]_ ;‘E@’% ngj%}g] 14?939%/] B A=t 14_]:4_1;1—_(11,]_
half within 110.77 | 207| 054 o
program | 'sum 11299 | 209 BAACR Fou|gt Aol= QIS
_ between 343 2 [ 172 ] 234 ns
g’:‘g;r‘;m within 13058 | 207] 063
sum 13401 | 209 Table 5. Mean of purchase price (won)
Second between 2.08 2 [ 104 [101] ns
eCcon
half within 108.77 | 207 0.653 Whole program
program e 11085 | 209 No ads 15,258
High creative 15,006
Low creative 14,939
4.2 71429 AFALt
Bt ghe 20 oigh A9kERl TEET Pl
TElgl i - F= w0 Aoa Table 6. ANOVA of purchase price
7t 23t 2030 gl I Hop w2 o2 J
Ao, EAHCR Sofulg 7L ohglc) xx S T Tousl < 1,
9 AN, FUHE, SRR o] HOMS W, Xe squares
between 2.78 2 1,39 | 0.98 | ns.
u = = ,
d PRbRols Yalele TR0 diet Er et P JZQ%‘? within | 15821 | 207 | 0.76
7} Zote w2 o] gt Fulwe 2 Aol7} gl A sm | 9698 | 209
o= et
Table 3. Mean of program satisfaction B. ?é%
Whole First half Middle Second half
B 3= dyud 203 7o) AY" vt
No Ads 6.02 6.1 6.05 5.98 AHAe] med Tug, BEE e
High = =
Creative 5.97 6.08 6.01 6.01 —, ?_UH’]O(} 7]_7:101] Ooﬂog__g_ U]’é ﬂola_\_ 7}_}\;‘% X]
CrLe‘;z‘,Vve 5.89 6.16 5.97 5.98 ASHA] E51tt WPAES T2 S7ko] Fae] 4
QJsl Eefuiel Al9lElA] ohe Eefuto] A% Bwlmeh
WEES 2 Aojglo] WA ojelet A7ATHE A
Table 4. ANOVA of program satisfaction JAAEL 2 27l 32 Hhsuly AL 9]
Sum gt @Al lojAis 60& ool ZE oA FRgart
f df | MS. F . . = .
squmres P 2 (interrupted experiences) -2 A& (continuous
Whole between 1.02 2 051 | 033 | ns. experiences)?] A& 7|35 AlFgsto A mg o]
within 9658 | 207 | 047
progam |20 o o0 o06 et wErel FuEE SAAY 4 ks AL 94
First between 0.55 2 028 | 030 [ ns. s},
half within 8427 | 207 | 04 e _ . ~
program  [sum 8482 | 209 AFAES] 203 Su|we} Lo JTFE A
_ between 1.36 2 | 068 [ 089 [ ns. L g9le sgmo] Wejel|Roke ‘SEtiinterruption)
Midde — Jwithin 10027 | 207 | 048 o N - o o
prog sum 10163 | 209 o] 7tALE AWE & Sk Qtks Asi7t 4F s
Seoond [ooteen | 224 | 2 |12 [0 [ns | 4 Zogslm ek shedel WolN B FEolRs &
half within 158.69 207 0.77 HOL o . olEhe Qolst o MslE
program  [sum 16093 | 209 o] Hrh= “H-g{(adaptation)’olZt= &ol7t o Hgs
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