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A Study on the Effect of TikTok Advertising’s Informativeness,
Interactivity, and Impediment on Brand Attitude: Centered on the
Mediated Effect of Utilitarian Value and Hedonic Value

PengFei Qin* - Sundong Kwon™

Abstract

Shack culture, which can be easily enjoyed and consumed in a short period of time just like eating sweets,
is spreading rapidly. Among them, TikTok is gaining popularity mainly among the MZ generation, and TikTok
is rapidly emerging as a means of advertising or marketing. In this study, we studied the effect of TikTok
Advertising’s informativeness, interactivity, and impediment on brand attitudes. Previous studies have
suggested that brand attitudes are formed through usefulness. However, this study divided usefulness into
utilitarian value and hedonic value, and proved that brand attitudes are formed through these mediation
variables. This is because of the TikTok advertising includes entertainment as well as usefulness. Therefore,
this study established and verified the model in which informativeness, interactivity, and impediment of
TikTok advertising form brand attitude through utilitarian value and hedonic value. In order to verify this
research model, survey questionnaires were distributed to TikTok users and a total of 220 data samples
were collected and analyzed. As a result of data analysis, informativeness and interactivity have a positive
effect on utilitarian value and hedonic value, but impediment has a negative effect. In addition, informativeness,
interactivity, impediment influenced brand attitudes through practical value and hedonic value, not directly
influencing brand attitudes. This study is meaningful in that it suggests a marketing strategy that can
further enhance brand attitude by considering utilitarian value and hedonic value simultaneously, rather
than focusing on either utilitarian value or hedonic value.
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<Figure 2> Research Model

response) ©]ZolA A= (stimulus)< 7 A7} <] %
273 7he] AFz Aol A Hhe A58 dekz(Eroglu et
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{Table 1) Survey Questionnaire

The AD provides necessary information about the product.

Variable Survey items Source
The AD provides appropriate information about the product.
. The AD timely provides information about the product. YU}H and Cho(2018],
Informativeness Kim and An(2018],

Lee et al.(2000)

I can easily get product information from this AD.

I can easily to communicate between seller and user about the AD.

Interactivity |I can leave reviews to other users about the AD.

Weiss et al.(2008)

The seller leaved various reviews to other users about this AD.

I get irritated when I use TikTok because of this AD.

The AD interferes with the use of TikTok.

Impediment

The contents of the AD interfere with the use of TikTok.

Chen et al.(2014)

I want to block the use of TikTok because of the AD.

The AD helps me get product information.

Utilitarian Valuel The AD is useful.

The AD provides important information about the product.

The AD is interesting.

Voss et al.[2003)

The AD have fun.

Hedonic Value
The AD makes me happy.

I am curious about the AD.

I am satisfied with the brand in the AD.

I like the brand in the AD.

Kim and Han(2011),

Brand Attitude

I have a good impression of the brand in the AD.

Kim and Kang(2018)

I trust the brand in the AD.

AEAA ) 3N w3, HPoH**oﬂ 47H 3, A
A 7H el 370 -, sl s ol 47 ), Bl
ol 47) wEkow FA st

52 AA o2 wha A SAkE L QAR F=
A e el wAE o F=Y o 44
A ool (App Annie)ell w2, 2021 59 71%
o2 o} G A = f5E fRuNc) T Yo
ARSSHAIRE, =t el f-REsE HERe AL
A7 B ARAREE R ETE 5L (hes)
I glek, Aol olfet M F=ellAe] HE ke
F2 AR B gk web 2 Ayl 2o
TR 215l A dofeF $olshA Hnsp] 9

& T H5 AHAE AR sl

B el M = gEFaE AAe Ao ol Al
55 oz elel AERAE sk B8 A
o ge ~Aw92 AZe (snowball sampling)

329 AF SRAE 2L 4TS SRR, o]
So] SR ke vh AN A, s, A5 4}
3 ARFEAA 2RSS so] SRS Sh B
oz F® #4L Hold ok WAACR g
S5 AL} e By 2 ATAE 2 A4l

o] AE AZo] ﬁl-rEloi ‘ﬂ | 1 %‘4"” A= 91
ae|a ekel ARk a8 A oldlEt 55
g5 9lw <F1gure D3 & "5 g ovA &

E QAollAs Wi 7 A1 el RS 48]
7] 9131 Smart-PLSE °]43l%t}t. Smart-PLSE
a3t xubale AE 128 o] A3 (Model-Fit)
A5E FH 02 sh= AMOS %+ LISREL¥ 92
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(Table 2> Data Sample Distribution
Category Frequency %
25 Years or less 90 40.9
26~30 Years or less 88 40.0
Age 31~40 Years or less 30 13.6
41~50 Years or less 3.2
More than 50 Years 2.3
500,000 Won or less 100 455
500,000~1,000,000 Won or less 60 27.3
Income 1,000,000~1,600,000 Won or less 31 14.1
1,600,000~2,000,000 Won or less 12 55
2,000,000 Won or More 17 7.7
1~2 Times 90 40.9
3~4 Times 50 22.7
Viewing Frequency 5~6 Times 24 10.9
~8 Times 19 8.6
More than 9 Times 37 16.8
Male 62 28.2
Gender
Female 158 71.8
High school 21 9.5
Three-year college 42 19.1
Education Level Bachelor degree 111 50.5
Postgraduate student 30 13.6
Other 16 7.3
Professional 8 3.6
Public Employee 22 10.0
Self-employment 8 3.6
Occupation House wife 8 3.6
Student 102 46.4
Employee 34 15.5
Other 38 17.3
ATEY W T8 89l 7k AFHTA EA S T 4.4 AME[M L EIEM 2N
glov], BAEY i E g B e 483
Z4e] 7Fs3sted (Garson, 2016), SAMTE et & ATME Smart-PLS 2.0% °1-83tf 54
QT Ao Agsle] B oo A3l wale) Hepo] bl gt el 89l S Fafl S
W 7t ARRAL Saste ., Eeuss) AleA 71%3t9dvH Gefen and Straub, 2005). 214 &
F1)9} dEY 1A Ea 2w v)xe v ol A3z (Table 3)3 2t} 7 21& Hksh=
e pAsden EA4 424¢ Gl 93 #ahe] QQlAA) g 0.6 oo vhelytel. ol
VAF (Variance Accounted For) 348 33} 2 2 ALE| sl = 55 S9lo] #AkY] 60% o4
Z2E3} F P Ese) uFS Ao < AWE A5 %94% AOR 2kt
e #eld 4 ok Hair et al., B Qo] AH-E Mo Zgnlel dsighe 0.865
oA, B3tilE = 0.868 oAt eyttt AVE

o

=4 o) 23}

t}. VAFE

20117.
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(Table 3) Factor, Reliability, Validity Test
Variables Factor Loading VIF AVE Compo.s.lte Cronbach’s a
Reliability
v3_1 0.846 2.062
. v3_2 0.811 1.917
Informativeness V3.3 0.877 5393 0.722 0.912 0.871
v3_5 0.862 2.304
v7_1 0.878 2.009
Interactivity v7_3 0.864 2.297 0.787 0.917 0.865
v7 4 0.918 2.796
v2_1 0.876 1.969
. v2_2 0.66 2.206
Impediment 2.3 0.665 9 459 0.628 0.868 0.877
v2_ 4 0.932 2.399
v6_1 0.934 3.855
Utilitarian Value v6_2 0.926 3.711 0.84 0.94 0.904
v6_4 0.888 2.274
v4_1 0.915 3.645
) v4 2 0.887 2.95
Hedonic Value 43 0.932 1061 0.815 0.946 0.924
v4 5 0.875 2.595
vh 1 0.936 4.863
. vh_2 0.946 5.588
Brand Attitude 3 0.932 4401 0.863 0.962 0.947
vh 4 0.902 3.243
(Average Variance Extracted) 7+ 0.628 o]Ak< Yi, 1988).
2 vepdc) wlebd W] WA d3Ade] gloka g o2 ARy gAS AFHsE ke A
tHAnderson and Gerbing, 1988: Bagozzi and AA o} AVES] AF-Z 3oz BAsigdct 244
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(Table 4) Discriminant Analysis

Variables Mean | SD 1 2 3 4 5 6 7 8 9 10 11
1. Informativeness 3.148 1 0.794 | 0.849
2. Interactivity 3.008 | 0.845 | 0.515 | 0.887
3. Impediment 3.27410.941| 0.09 | 0.006 | 0.793
4. Utilitarian Value 2.968 | 0.865 | 0.566 | 0.653 |-0.094| 0.916
5. Hedonic Value 2.87810.960 | 0.52 | 0.56 |-0.132]|0.733 | 0.903
6. Brand Attitude 2.910 1 0.9550.575 | 0.575 [-0.049] 0.764 | 0.751 | 0.929
7. Gender 1.718 1 0.451 1 0.092 | 0.009 | 0.001 | 0.067 | 0.049 | 0.029 | 1
8. Age 1.85910.928 | 0.013 | 0.117 |-0.058 0.144 | 0.092 | 0.050 | -0.15 1
9. Education Level 2.900 | 0.997 | 0.096 | 0.062 | 0.267 | 0.140 | 0.044 | 0.114 |-0.124| 0.148 | 1
10. Income 2.02711.231 |-0.075|-0.009| 0 |-0.070|-0.044]-0.065|-0.216| 0.239 | 0.266 | 1
11. Viewing Frequency| 2.850 | 0.961 | 0.53 | 0.607 |-0.066| 0.645 | 0.632 | 0.697 | 0.007 | 0.094 | 0.132 | 0.027 | 1

= (Table 4)9}F o], AVE AlF 3k 5 Ad 2h °JgF 722 (betagt=0.388, t3t=5.546, p<0.01)
3£(0.793)0] 470 7 ABAS o F AL 2 3% stel=] et mebA 7 33} 7 47 A siet. Al

(0.764) 2} =A JehtH(Fornell and Lacker, uhsf o] A4 7hA]o) nx)= odgke] fofdt A
1981) 4 efdAe] ol= AR AFEHA 5o (beta®mt=-0.127, t3=2.239, p<0.05) &l
2 o3AAs AR S (Variance Inflation lar, WhslAde] =y 7l wx e JE e o5t
Factor, VIF)Z #qlslgie}, dubd ez VIFZ} 10

Lz:?‘;

Ao Z(betatk=-0.164, t3t=2.299, p<0.05) =
o3k thggxlAde] glrkar st 2 AdellA A= gie}. weba 7R 5o 7k o] A=E it
= o] 8748 FF3cHHair et al., 2011). A, ALA 7FA]7F Bale kel v odeke] {9

gt 7122 (betagt=0.360, tat=4.984 p<0.01) &
4.5 Fz28 2N A=A, A=Y 7FA7F BAlE B vAE ¥

28k 71 2 (betait=0.326, t3t=5.283, p<0.01)
B 7] 71dE Smart-PLSY] 7 2A5 £ e}, weha] 7P 73 71 8o AjelE|le). 1
A AR=2 7153kt Smart-PLSeIA A4k 23 2|3 Ao odekel e BAg Azl AW ol 1
A4 (GoF  Goodness of Fit)i= BE WA 42 Sz rEO Sol5lx]| oA Uehd ubd | By A)H
R? gre] b=t s-eAd el Hatgts w3k el ol = Wz ©o)als] et}
A g2stod AT Wetzels et al., 2009). o] A3
9] 327]= Small(=1%), Meium(=25%), Large 4.6 S 2
(=36%) 2 83k, £ A7 GoFe 69.1%%
A vebdrt. FERRY A5ANE o 2 B Ao E v &2 VAF #4] (Hair et al.,
((Figure 3) #x). 2014)7} Baron and Kenny(1986)2] 354 w713
AR, ARAo] ALA 7}A]o vlA]= FFo] F2 7)%-4 (Three-Step Mediated Regression) 2.2
3 A2 2 (betazh=0.327, t35=4.406, p<0.01) & AEskelch. WA, wilEs} 23S Smart-PLS9
=Elar, ARAe] sl 71x]ol wH= FIdE {9 Bootstrapping Wel VAF #4og $agc}
g AL = (betagt=0.334, t3t=4.472, p<0.01) & (Hair et al., 2014). VAF (Indirect Effect / Total
st wabd 71 19 71 271 AEEe = Effect) viZl &3 £4 A3h= VAF ) 80%°]4 <4
H, Az argA o] AA TEA| ol | g ko] F-28t o) 7} (Full Mediation), 20% < VAF <80%°]4
Ao 2 (betazt=0.485, t3t=7.138, p<0.01) &l -5 7l (Partial Mediation), VAF < 20%°]%
Holx, AdsatgAle] dley 7o vl g F I/l E} 91-5-(No Mediation) 22 H7}3kc}, & 17
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(Table 5) Mediation Analysis Result of Utilitarian and Hedonic Value

. Indirect| Total
Path |Direct VAF% 2
Path Factor | Effect E{l;e)ct Eg)e)ct (a/b) Outcome R
Utilitarian Value and Hedonic Value Remove
Informativeness — Brand Attitude 0.229 Support
rllg%ea%eiggle Interac.tivity — Brand Att.itude 0.167 Sugport
Impediment — Brand Attitude 0.037 Reject
Gender — Brand Attitude -0.001 56.8
Age — Brand Attitude -0.006 ’
Vca(;?;lgfés Educational Level — Bran‘d Attitude 0.033 N/A
Income — Brand Attitude -0.066
Viewing Frequency — Brand Attitude 0.469
Mediator Variable = Utilitarian Value
H1 Informativeness — Utilitarian Value 0.324 Support
H3 Interactivity — Utilitarian Value 0.482 Support
H5 Impediment — Utilitarian Value -0.130 Support
H7 Utilitarian Value — Brand Attitude 0.545 Support
Informativeness — Utilitarian Value — Partial
M1 Brand Attitude 0.177| 0.177 | 0.354 0.5 Mediation
Interactivity — Utilitarian Value Partial
M3 > Brand Attitude 0.262 | 0.263 | 0.525 | 0.5 | Mediation | 66.0
Impediment — Utilitarian Value B - N Partial
M5 — Brand Attitude 0.071} -0.071 | -0.142 | 0.5 Mediation
Gender — Brand Attitude -0.025
Age — Brand Attitude -0.059
ontiol Bqucational Level — Brand Attitude | 0.005 N/A
Income — Brand Attitude -0.03
Viewing Frequency — Brand Attitude 0.352
Mediator Variable = Hedonic Value
H2 Informativeness — Hedonic Value 0.335 Support
H4 Interactivity — Hedonic Value 0.393 Support
H6 Impediment — Hedonic Value -0.163 Support
H8 Hedonic Value — Brand Attitude 0.517 Support
Informativeness — Hedonic Value — Partial
M2 Brand Attitude 0.173 | 0.173 | 0.346 0.5 Mediation
Interactivity — Hedonic Value Partial
M4 — Brand Attitude 0.203 | 0.203 | 0.406 0.5 Mediation | 5.4
Impediment — Hedonic Value = N ~ Partial
M6 — Brand Attitude 0.084) -0.084 | -0.168 | 0.5 Mediation
Gender — Brand Attitude -0.01
Age — Brand Attitude -0.028
V(;(;inatéfés Educational Level — Bran.d Attitude 0.063 N/A
Income — Brand Attitude -0.065
Viewing Frequency — Brand Attitude 0.366
Mediator Variable = Utilitarian Value and Hedonic Value
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(Table 5) Mediation Analysis Result of Utilitarian and Hedonic Value (Continued)

. Indirect| Total
Path |Direct VAF% 2
Path Factor | Effect E{I;e)ct Efie)ct (a/b) Outcome R
H1 Informativeness — Utilitarian Value 0.327 " Support
H2 Informativeness — Hedonic Value 0.334 " Support
H3 Interactivity — Utilitarian Value 0.485 Support
H4 Interactivity — Hedonic Value 0.388" Support
H5 Impediment — Utilitarian Value | -0.127 Support
H6 Impediment — Hedonic Value -0.164 Support
HT7 Utilitarian Value — Brand Attitude |  0.360 Support
H8 Hedonic Value — Brand Attitude 0.326 Support
Informativeness — Utilitarian Value Partial
M1 > Brand Attitude 0.2271 0.118 | 0.345 | 0.341 | pfediation
Informativeness — Hedonic Value Partial
M2 — Brand Attitude 0.2271 0.109 | 0.336 | 0.324 | yfogiation 104
Interactivity — Utilitarian Value Partial ’
M3 s Brand Attitude 0.301| 0.174 | 0.475 | 0.366 Mediation
Interactivity — Hedonic Value Partial
M4 — Brand Attitude 0.301| 0.126 | 0.427 |0.296 Mediation
Impediment — Utilitarian Value N N B Partial
M5 — Brand Attitude 0.099 -0.046 | -0.145 1 0.316 | 1o giation
Impediment — Hedonic Value ~ ~ ~ Partial
M6 — Brand Attitude 0.099) -0.053 | -0.152 | 0.351 | yfegiation
Gender — Brand Attitude -0.026
Age — Brand Attitude -0.057
oontrol g qucational Level — Brand Attitude| 0029 N/A
Income — Brand Attitude -0.033
Viewing Frequency — Brand Attitude 0.262"

p < 0.05(t =1.96), “p < 0.01(t = 258), "p < 0.001(t = 3.29).

Helell aid=le] el 37} ol Ao vhehsdtt 4.7 ATZY =9
o2, 35| v g AR o= vl EsE B

shsirt. A4A 7t s 7] i) AR A, & ATeldE 55 dae] AaAel A8
Ao wad RS delic 479 R 56 s%n IS AEY e dge oA A% AFse
Uehta widez Ae 713]m ol 7w se] uleda) ole ARAe] H&FEF o] 8717} EolA L(Jung
o weli= AwE R} 66.0%% Lehdw dxd 7)) et al., 2018) #=do] Axlth=(Jeong, 2013) A
uh uked 98- wjo]= R27} 65.4% 2 et} o2l 3 Podgoh A2 o] Asjo|r}, ol2a HE Fae
A8A 7HA gk sl EY TS E o e Wl AuAe] oyl Agsla d8F AR S AP
R} 70.4% % 3= i), wleba AeA 7129} &% A ALA ZEAY A L, SRS PERte Ry &
9 7S E o ulela dprse] dnide) sl g = 7P ks A Salstsi

Aoz skl A=dor Aed shx9) 3wy A, & Aelxs 5 gae] AdsasAdel A
F1H7} HAlE Bl ulx w ) Eabe] of skl 4 7kl 9} dllm] Ao e = A Akl
o AN E A So)ata, LA 71 e) Hwy 719 o} ol AR i e s AR F84
AEA R} dTnse] £ o} welde we] ek o] %olA 3 [Yang and Park, 2013) AR§A}e] <2}

L
o] o =4 vl 714 97} A=) A §7-5 $53vh=(Hong and Ryu, 2012] 413
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