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ABSTRACT

The Persuasive Impact of Advertorial that Promotes Consumer’s
Potential for Conflict: A Focus on the PCA Case

Jea-young Kim

The participants in this study were university students, who are millennials and familiar
with various devices and SNS enabling hyper connection, such as smartphones, the
Internet, and the Internet of Things. People are sustaining their relationships with others by
using the latest technology and cutting-edge devices at will. Some purchases are made at
offline stores through online information, but products are checked through offline stores
and purchased online. The MZ generation, which does not always have a fixed and
constant behavioral response pattern, was considered a participant in this study because the
response pattern may vary depending on one’s tendency to avoid uncertainty.

As a result of experimenting with the MZ generation, similar results were found in all
dependent variables. Advertorial and general ads treated as independent variables affected
the participants’ tendency to avoid uncertainty. In other words, uncertainty avoidance
tendency and interaction effect were found as a result of verifying the effects on the
dependent variable of ads type. In an advertorial, the group with low uncertainty avoidance
tendencies showed higher dependent variable effects than the group with high uncertainty
avoidance tendencies; in general ads, uncertainty avoidance tendencies were higher. The
higher group showed higher dependent variable effects than the lower group. Therefore, the
group with a low tendency to avoid uncertainty has a high level of dependent variable
effects in the advertorial, and the group with high uncertainty avoidance tendency performs

self-interpretation in general ads.

Keywords : consumer dispute, advertorial, persuasive influence, press arbitration commission,

correctional recommendation



