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The Impact of SNS Advertising Attribute on Advertising Likeability
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Abstract This study investigated experimentally how factors of SNS advertising attribute impact on
advertising likeability and purchase intention according to use motive and use intensity of SNS. Firstly
showing difference according to use motive of SNS, in user of motive to managing human relation,
reliability of advertising contents has effect the largest and entertainment of advertising interest has
effect also as important factor. In user of motive to sharing interest information, irritation of
advertising on using SNS has effect the largest negatively and information of advertising’s information
offering capability has effect larger as positive factor. Next showing difference according to use
intensity of SNS, in user of high intensity, reliability and information of advertising contents has effect
larger than other factors. In user of low intensity, irritation of advertising has effect the largest
negatively and other factors have effect very small. This results can provide a practical contribution
that explains important factors in producing effective SNS advertising according to using behavior

characteristics of SNS.
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Fig. 1. Experimental Stimulus of Advertising
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Table 1. Factor analysis results of measurement items

on SNS advertising attribute

. Factor . ; . Cumulative | Cronbach’s
Factor name Measurement items : Eigenvalue | Dispersion - ;
loadings dispersion a

| get information of goods from showing SNS advertising 0.89
) | get newest information of goods through SNS advertising 0.88

Informativeness SNS advertising brings information of goods timely 0.87 4.02 2377 2377 0.0
SNS advertising provides necessary information of goods 0.83
SNS advertising gives interesting experience 0.88
) Connecting of SNS advertising is lifted my mood 0.93

Entertainment SNS advertising has much interesting contents 0.90 2.96 2191 4568 0.93
Connecting of SNS advertising is pleasant occasion 0.90
Contents of SNS advertising is trustworthy 0.94

Reliability Goods presenting to SNS advertising is trustworthy 0.93 2.68 19.81 65.49 0.94
SNS advertising isn't much deceptive exaggerated contents 0.92
SNS advertising grates using SNS 0.95

Irritation SNS advertising disturbs using SNS 0.97 224 19.43 84.92 0.96
SNS advertising causes inconvenience using SNS contents 0.95
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Table 2. Regression analysis results according to use motive of SNS

Unstandardized Standardized
Dependent . Factor of SNS ) ) B 5 .
’ Use motive of SNS - . regression regression t-value R-square F-value
variable advertising attribute o >
coefficient coefficient
Informativeness 0.142 0.161 2.23*
) ) Entertainment 0.207 0.275 3.57%* -
Managing human relation Reliability 0240 0342 438w 0.35 15.01
Advertising Irritation -0.143 -0.183 -3.11**
likeability Informativeness 0.176 0.246 3.26%*
R . . Entertainment 0.200 0.264 3.39%* Yx
Sharing interest information Reliability 0119 0125 216" 0.32 16.36
Irritation -0.211 -0.313 -4.06**
Informativeness 0.133 0.179 2.33%
) . Entertainment 0.158 0.204 3.04** x
Managing human relation Reliability 0227 0340 1.63% 0.39 13.83
Purchase Irritation -0.215 -0.246 -3.57**
intention Informativeness 0.208 0.249 3.65%*
L A ) Entertainment 0.105 0.110 2.16* -
Sharing interest information Reliability 0145 0.190 2 g 0.28 17.87
Irritation -0.223 -0.345 -4.13**

*p (005 *p 001
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Table 3. Difference verification results of regression coefficient according to use motive of SNS

Dependent U ) Factor of SNS Unstandardized Standardized. regression 5
variable se motive of SNS advertising attribute regression coefficient coefficient F-value
Sharng meres nfomaton | IMormatveness 0176 0216 672"
pchorteing | Shoring meres nformatan | EMeranment 0200 0264 056
] e i, | ooy o o
Sharing meres nformaton ritation o o 662+
Sharng meres nfomation | IMormatveness 0206 02 356"
e | Sherng mereet mformaton | EVtetanment 0o 0110 adg
| g e iy |l o 0%
Sharing meres nformaton ritation iy e 514t

* p ( 0.05, * p ¢ 0.01
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Table 4. Regression analysis results according to use intensity of SNS

Dependent Factor of SNS Unstandardized Standardized
pe Use intensity of SNS - . regression regression t-value R-square F-value
variable advertising attribute o >
coefficient coefficient
Informativeness 0.198 0.238 3.75%*
. Entertainment 0171 0.195 2.96** xx
High use Reliability 0.231 0.326 3.97% 031 16.89
. Irritation -0.180 -0.209 -3.24%*
Advertising
likeability Informativeness 0.097 0.143 2.41%
Entertainment 0.198 0.269 3.95%* .
Low use Reliability 0.086 0129 2,58 0.36 14.92
Irritation -0.302 -0.360 -5.29**
Informativeness 0.201 0.230 3.83**
) Entertainment -0.126 -0.146 -2.48* %
High use Reliability 0227 0.350 405 388 1341
Irritation -0.149 -0.187 -2.89**
Purchase
intention Informativeness 0.141 0.170 2.31*
Entertainment 0.146 0.182 2.60* o
Low use Reliability 0112 0122 214 0.35 15.03
Irritation -0.380 -0.450 -6.78**

*p (005 *p (001
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Table 5. Difference verification results of regression coefficient according to use intensity of SNS

Depgndent Usie intensity of SNS Factpl" of SN‘S Unstandardizgd Standard'\zeq vregression F-value
variable advertising attribute regression coefficient coefficient
T(I)gvc j:s Informativeness gg)gg gﬁg 4.83*
| 12 il i
et T e o o
= o o
||:|(|)gwh S:ee Informativeness 8?2] 8?38 3.06**
Purchase 'C'O%C LJ:: Entertainment _8512 _81 gg 14.60**
e T e o o
o e o 58

*p ( 0.05, * p (001
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