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Abstract This study attempted to examine how Personalization Advertising and Customization
Advertising strategies affect consumers' Aad among Al-based Programmatic Advertising strategies that
have been actively conducted recently. To this end, the relationship between two advertising strategies,
the transportation, the overall emotional experience that occurs when acting, and Aad was examined
structurally. As a result of a survey of 110 general people, Personalization Advertising had a negative
influence on consumers' transportation, and the Customization Advertising strategy had a positive
influence. In addition, transportation had a positive influence on the Aad. These results suggest the
needs to actively induce consumers into Customization advertising situation, rather than the company's

mechanical analysis and exposure-oriented advertising strategy.

Key Words : Programmatic Advertising, Personalization advertising, Customization advertising,

Transportation, advertising attitude

*Corresponding Author : MinJung Kim(minjungk@deu.ac.kr)
Received May 3, 2021 Revised June 14, 2021
Accepted August 20, 2021 Published August 28, 2021



116 _si=gsistale

FIIZI
Ral
o
o
T
>
©
foi

1.1 g7 # 224

2009L=1 BM 7|97 Faide] ST olghe

BIAE S0t o] A9 d42 OLD ulY
ojg EHEHQ—‘:— TV, Radio, 41, &A|9] H|ZUA =Y
2 A3 AR L 2 Hj2UA RYE giF] g Zlo]
2= Wolgith 1090 A AUHA| grot o] =gt A&
Aol Holth fAE m|oie] JFHS AFSHA &
Hts, Fa v|do] A [ 7|Ens tE A
| Qi

AMEL FHY P Bl RYA 2] A 7H““3-T’Jr
Apsstolet. oli= SNS| g oL FushE il
1= B0 e SHEE 71U 4 A =ik 51
o= AIE E83F A3t o] mYEoEN 71t
8849 TE(reach)e 25M =t ol#st ¥
IAAEE T2 T3 g (programmatic) gkl o
o} mg2OHuiE Fas AHRE] R 284S 7z
2 2 7ilo] #A F= Eopoll tigt F1E HFHL
2 EE0HE YA, aHRe fAE E4g 1Est
H 7leR B4t ERote Aol Ao RN Ths
SiFTH2, 31, Alol 93t 71&9] dE ddd mHAI"ol
AA7ZE A=) NEL Arora, N, et all4]9] 972 &
off gwtatE]qich

n2HwE Fie olF BE I LIEHA, 2EE}
(Customization)@} 7H18HPersonalization)Z F-2F]

A5t B2 A+ NS £55ke] ARgStaL SIThs]

ARzl 1ol AFohs ARE HIFOR Fu =5
ZAok= Aog Pl &9 2 ATto] AHR Y
o} WhHof| BrEsl= AHRZE APHO] SARY AH| A
ALsto] oA"Y HA9 9AE At ZoE, Fu
L& 24o] AR FLdlof| o]FojA Hr} AHR}F A
gdo] #olxl 7lidolzr & 4= SIThH5]

2272 2 gdue FuAAL AfQls} Furt =
Lot Qlok dEy FH2 Q1S B AERe g
5 BROA v thide] Ha Qi AHAE A7
B gl mato|HA] o 59 EAE Fad|net 42 &
A P52 sitto]. FaFEAE EHE AA(brand
safety)Zt 22 A4 A71E B BEHEY oj&2A &
£ AIEY SNS Ao kEEHe AS FobAY o
ofof gt B7RIH7]

o|2j3t ol EE <15 -41 SE3t] ik
ofR 1l 9ot ole} HAE A= v[H|T

o

d

.

LY ri;
oX i

f
=
>

oA %ET FA RS A

= 7hed, weF Fas iﬁ]xm Aejet & gl gt

P} o]RolXint qAY FuAEL T oA T

& ACR dFeint ez, ZaPIHl

At fA= 7Fs Zloltt. 719 g Eopof vt
Wt A os Mgt FIE B Zlo] U ¥

FEES HIE HEE g%

7] mizolct. E3E, B SHoHE BHlE ok

B 5 = =29 % I

o bbE

£ Q7 meadvig Bn Wy 5 Ajels Bue
n}xq F317} oW EIR} IS 7|H=AS St
Ao| BZo|t}. o] BHo|A T Agko] Xjo|Z o|ds}L,
HlAo] ERARE Ol ST 4 G AR 3l
owi Bt £849l T2 1eue F1 59 A
|2 9lg Aoe Y,

%

ot o

2. O9EH &5 ¥ 7R

ogt

M
=

03

2 AFo] AFEAS 25| sl AFEA =&l
ga35t AYAFEATNES AHEYTE Arora, N., et

(1] A A7H%E FuAtde] T Bof AF=A

B FEE A F=d JY A 7]

2ot QItH4l. TS0 wEW Frdolwt B
A4t Fal =53 ek S /FoEHN
SJAF F=(firm initiated)2} 4B} F%(customer
initiated) 2 FEHT F3F Budy =2 ok
(mass)@} 78 &H|AHone to one)® FESF 4= th
o] & 7|&e] wgh AlRol= 471A] FHY B gEHt
ZAecty 451 9o Fig. 12 Arora, N, et
all4] A9 27E ©& A olsfistr] s Ag%t
o]t}

FBAL F + i FAL 7|E JUFHE
olsfiotd Hot. FAIAL FE + FE AH|RF AL T
Q15} AHAF F& + /fEH AB|R}F HAIL gkxslg A o]
[4]. T5& 2oy A% FE + i Ay
218 AF3sHA E3h o] Olsen & Pracejusl5]°1
o5l B wiFlT} o] e FaL F AH|[R7E AEs)
I Aol F7bE

o4 £
Lml?é‘?lﬂ.

=l

ojl‘j’J\

l‘ll‘



Al7|Er EIXIE

UM A7l HEeREet JiQlst

ok
[

£ SHo=

Traditional Crowdsourced

AD

Firm [«
initiated initiated

AD AD

One to One

Arora, N, Dreze, X,, Ghose, A, Hess, ). D, lyengar, R, Jing, B, — & Zhang, Z. 1. (2008). Putting one-to-one
marketing to work: Personalization, customization, and choice. Marketing Lettsrs, 193), 305-321.

Fig. 1. Understanding Personalization and Customization
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Table 2. Parameter—estimated value of model
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