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Abstract This paper aims to summarize and analyze the optical illusion designs in magazine
advertisements. By giving questionnaires that compare print advertisements using the optical
illusion design method and traditional print magazine advertisements without adopting the method,
the paper performs a quantitative analysis of technical statistics along with a factor analysis of
reliability and exploration using IBM SPSS 27.0. when designing through visual illusion expression
methods, you can design from the perspective of visual impact and how the information contained
in the product is expressed. While making full use of the characteristics of visual illusion,
appropriate use of the combination of visual language and overall structure to maximize the brand
The effectiveness of information transmission.
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Table 1. Definition of optical illusion
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Author

Definition

Resource

El Din, N. E. G., & Mohamed, A.

The base upon which this art relies is the eye of the
viewer himself and his physiological ability with the
cognitive ability of the brain, which interpret the
artistic work of tight organization and translate it into
optical illusions.

Positive Space A New Perspective for the
Application of the Optical lllusion Art In
Advertising Design Prof. Tamer Abdel Latif
Abdel Razek.

Ronald G. Carraher; Thurston,
Jacqueline B

Optical illusion is due to the contradictions between
the result of people's existing knowledge and
experience to judge the characteristics and form of
the observed object and the reality or objective facts.

Optical lllusions and the Visual Arts [M],
translated by Su Maosheng. Taipei: Talu
Book, 1975:11.

Choi, Y. J., & Moon, K. R.

them.

Optical illusion is a general term for visual illusions
that occur in the process of recognizing visual stimuli
under the influence of other information around

The development of many-sided jewelry
design utilizing optical illusion.
In Proceedings of the Korea Contents
Association Conference . The Korea
Contents Association. 115-119.

E . H.Gombrich

Korean Philosophical Thought
Research Society
Kim Eun-hye

Internal causes are the main factors that create
illusions in the observer. When the observer's vision
and read information contradict each other, the
perception, knowledge and the experience contradict
each other, so errors in understanding , thinking and
judament, etc., are able to cause illusions.
Optical illusion is an illusion that arises about vision.
Two or more visual attributes such as form, length
or distance, color or movement
It can be defined as an incorrect perception of In
addition, optical illusions are experienced to world.

Sense of Order — A Psychological Study of
Decorative Arts [M]. Translated by Fan
Jingzhong, Yang Siliang, Xu Yiwei.
Zhejiang: Zhejiang Publishing &Media Co.
Ltd.,1987:170.

(A Dictionary of Philosophy) Dongnyok
Publishing House, 2002.
"Comparative Analysis of Ambient
Advertising Using Optical lllusion;,
Sookmyung Women's University Graduate
School, Master's thesis, 2010
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Table 2. Classification of optical illusions
Type Definition Sample
<
length illusion <>
illusion of area The visual misperception that the geometric composition of ? PY
geometric size, length, area, direction, angle, etc., and the actual
illusion measured values are significantly different is called LJ
curved optical illusion geometric illusion. O
|
angle optical illusion ’
|
color contrast illusion I I
It is mainly a human visual adaptation phenomenon. As )mmm
physlolpglcal afterimage effect human sensory organs will bg blgnted gfter receiving too |
illusion long stimulation, the physiological misperception of
complementary colors and after-images occurs.
movement optical illusion
Multipurpose illusion
L The information people perceive visually creates confusion a4 @ 8
multi-view effect . . o T N Z
" and misperceptions. Cognitive optical illusions are
cognitive ) ) = N S
illusion concentrated in several areas of design, giving people I shsh,
aradox ootical illusion opposite psychological perceptions through the i L -
P P characteristics of materials and shapes. e
Lz =N
e %en
closure optical illusion f;"".a ‘f‘;.'\
a2
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Fig. 1. DHL Express Advertising

Fig. 1& 3% 4stol 18] DHL FAY1E,
25014 e] Y18 B 7 AA 5 R A4 &
g B@S Qe S47t AolAE ¥rE AN B
N2 §A Mze 87 9L 4% DHL At §2
SHe WEA] Hgith et AMES HojZd,

Fig. 2. Mini car Advertising

Fig. 2= Q= AWME ZEak f7] Falz, AH 244,
B3t ZA HAR] 71E B3 st A HARE A
gotal ot FAAH & HiEI AnETLS] o]Yd s
7t @ESHA| oA Fo] FaL 7] A AL
2 AFe] EAEE dEsaL ot

vl HrdeE ARSf 2RA] A1l Fig. 32 AREE
W2 & v HaE B3 24 33 S0 3A
FEY EEES wEoldla, 7y 53} AHo] o
A ' S AA ok ZET FeolA AIGE F
g do7]a Mz ALE AulA dEet.

Fig. 3. McDonald's Magazine Ads
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Fig. 4. Wonderbra Advertising

oz BA WAL AAEY rFog iy
tE WE71k skt Fig. 49 vi= 94 FA 3L
o] AAF9] Aof 9 XY= Ty U, B
W3k} ek WM} His o]EofA FARE 7]
TE ZAE dofih A ®Hdle =g HF
(figure-ground)®] WSIE 7F4& 4= Qlt}. Fig. 5%
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Fig 5. Make it Cool, Transparent press
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Fig 6. Eye drops ads
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Fig 7. Public Service Advertisement for Children
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Cartior

Fig 8. Cartier magazine advertisement
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eksiA Ageka et

o7 FITAelo] 2| A% 28 uh Lut
o8 So iAot AulE FAUGE 2 L 5
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w37} glom A0z HelshA Qe 24 Tl

oy F70] A+ A2 g HIFL o) L1 TR
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Fig. 9. Absolute Vodka Magazine Advertisement

4. B\ CXIQl ZEO| AT A Y A7 Y

24 U219l 719 B0 YIANE A0 B
H3p7] Sfal iAol Aol HEEAE to] %A
Aele AEe PR 134 e Fud Fu
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A8 GADE A BABIL A4 T4 719
8ol g AEHQ FUE ‘Wi AT AL 3
gtk FAH 9T He tes 2

41 gl =X

B79] Gt B4 Py F3 &
E3o] TEote g Hrkoke AoltH7l. AS7HA
W2 st Fao] A3 o]2& WEFTh 18984 A
I 20|A(E. St. Elmo Lewis)?} %2 AAGH AFY
Aol HEAT P AID ZPo g A, o
=oll AIDAR gl wat g2 A7} Slufet A4
9] 2YS TEQTE 7 2ol tigh AN A
Table 33} Ztt.

o] _Tl_7ﬂo] 14 S}

Table 3. The hierarchical model of the advertising effect
Author Year Model

Exposure — Perception — Coherence

Sandage , Fryburger| 1967 | Action

Unknown — Known — Understanding

Dentsu Inc 1968 |— Good Feelings — Desiring for —
Action
Schwartz 1969 Exposure — Attention — Maintenance

— Change in Attitudes — Purchase

Attention — Understanding —

Howard , Sheth 1969 Attitudes — Intention — Purchase

Attention — Interest — Desire —

Taylor , Peterson | 1972 Confidence — Action

Old Products: Cognition — Emotion —
Commitment

Low-Involvement Products: Cognition
— Trial = Emotion — Commitment
Conversion of Brands: Cognition —
Trial — Trial — Trial

Smith , Swingard | 1982

Five models:

Cognition — Intention — Emotion;
Emotion — Intention — Cognition;
Intention — Emotion — Cognition;
Intention — Cognition — Emotion;
Emotion — Cognition — Intention

B =RoAEs ZA] #x] F19] FuadE L9
At G2 gt Fast A A 4
TP A v} F10] e W F Az}

Barry , Howard 1990
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Table 4. Experimental Stimulus

Ordinary Magazine Ad

>>H— R4 S—wRe
smart

Optical lllusion Magazine Ad

Table 5. Composition of metrics

Metrics

Rationale

-Measuring the degree of emotional recognition of consumers throu
gh advertisement samples.
—Interest in a study refers to the degree of interest that consumers
have in the advertising sample.
-Agreement between the emotions projected by the advertisement s
ample and the emotions received by the survey subject.

Tang. (2021)
M. J. Kim. (2020)
Y.W. Jeong. (2014)

-Indicates whether it meets the consumer's visual comfort (color, te
xt, picture, etc.).
-Whether the advertisement meets the needs of consumers.
-Consumers' memory degree of advertising samples.

Y. Y. CHEN. (2021)
K. N. Hong, (2021)
S. Y. Jung, (2014)

factor
Emotional Transfer
Recognition . "
9 Emotional Recognition
degree
Recognition Degree
Preference Degree
Altitudes Experience Degree
Impression Degree
Purchasing Intention
. Aesthetic Tastes
Purchasing
intention
Cultural Values
Trust Degree

-The degree of purchasing propensity of the research target for the
sample advertisement.
-the evaluation of the aesthetics of advertisement samples in resear
ch.

-The cultural values conveyed by the advertisement sample in the s
urvey coincide with the cultural values of the research subjects.
-Indicates a consumer's confidence in the information advertised by
the advertisement sample.

K.Y, DENG. (2021)
M. Oh. (2010)
P. XU. (2014)
R. D. Howell. (1979)
Q. Jiang. (2021)
S. O. LEE.(2021)
J. Hwang & Y. Yoon &
H. Kim. (2019)

FZ &A= Table 59 2tk

7 gme) 39 2 A 53 2
A A2 FI AT ZARFHS FEFH20) 5.

AEF21] 59 97E Higer
A4 oY T 37 EFe= FgRITH22l.

44 A, E,

5.1 ¥S1t HiO|H %

HEZAL HO[E 24

oloj A A-2[23], T71H24], 52519 ATE
YEO = slo] B RARRFEO|A LM A AT,
M, AP 5 3 EFoE Y

npxEto 2 o Qg Yetls FEole B7toldl
(DENG KAIYUB)[26], 2u1&[27], A1%&28] 52 A+
£ e 2344 M, Avd, o A AE A1
T 5 40 FEY £ HARH29-311.

20219 9LRE AlFE B HERAR= F59 AR}
2008 tiido = QIEYl AEXAF ERE (hitps://www.
wix.cn/) & B3l AdPoto] dlojHE F=HAt ==
953k gloJgl: 2017019101 IBM SPSS 27.0 Z&
aJPog Wix EASto] Table 62 AWE d9loH
AR W82 Rt 2k
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Table 6. The analysis sheet of sample data

Under 18 W 18~25 W 26~30

getabh
=
8 B 0 Mo . B B o M BB 003
5 F B 4§ 5 F B B 2 52
g 2w wm = on T o o M W&
gy i EobE ovoiidddgg
4 6 ¢ 5 28,73 5 § 3 4 < ¢ %
- A S A e R - R
3¢ 5E5 4% ¢ EE
=3 @ g [} 4] = e
€% pis3 o3z g
el E A = = =
= ¢ 2
24
AAOIA AL 86(41.79%), AL 11793
(58.21%)oltk. 184 ©]AF 2W(1%), 18~254] 679

(33.33%), 26~30A1 51%(25.37%), 31~40A41 507
(24.88%), 41~504 229(10.95%), 60 ©lA2 9t
(4.48%)°lct. A Ex= MY 437H(21.39%), ABAH]
284(13.93%), "HAY 2 X 8(3.98%), AH|AZ] 9
5(4.48%), B2 (11.94%), AF ZH2] 1398(6.47%),
A7) @ AREA 1298(5.98%), TE1F 698(2.99%), TA
1196.47%), 49 9 ALHE 63(2.99%), A=2] 9
H(4.48%), 71et 478(1.99%)°]ct.
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Table 7. The table of the reliability analysis

Number of Items Cronbach's Alpha
Ordinary Optical Ordinary Optical
Item . ) ) )
Magazine lllusion Magazine lllusion
Ad Magazine Ad Ad Magazine Ad
Recognition 3 3 803 759
degree
Attitudes 3 3 .809 729

5.3 EtZy 2M

B 242 dolH 243& 5ol Az 24
A 10| o] TPoh=AE FAohs F 08, 54F
o2 g £4& YIoby] Aol KMOS HEH A
S et e 24 $90] Zasitt gRkge R
KMOZ} 0.6 o144 o vEdl 134 A4S Baotd
to]el7t axtHojeks 2 oJuw|ght}. A= Table 83t
.

et AAF39] KMO 2 JIAZ 0.705, H=
0.692, 1] 9% 0.81602 X% 0.6 ojAolH & A
ERAR APt ek HolEth FA] ARl FA
3319 KMO gt &3t 1A% 0.816, Hl% 0.721, )
9= 07152 AERAMY A7} el HojEr)
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Table 8. KMO and Bartlett Verification

KMO The spherical verification of Bartlett sig.
ltem Ordinary Magazine Optical lllusion Ordinary Magazine Optical lllusion Ordinary Magazine | Optical lllusion
Ad Magazine Ad Magazine Ad Ad Magazine Ad
Recognition 705 816 196.654 75.544
degree
Altitudes 692 721 207.166 75.058 0
Purchasing
. : 816 715 332.945 81.577
intention

54 MEFA 24 2}
£ Q170 BAL A X 19k Bt AAF Y
Aol Bl HAjste] AL 57 HE éﬂ‘a& %9
BN ABoT Pl o Uk 182
o] W9 FISH %S, 5 WS FATL UrEHH
o 1~539) A2 FErt 4% Sokiet. B Pl
4] TRel B A Ol BE PHE FEdtL
B FurAel & 24 Jejso] 1 7S Jjekd
% =S vk
Table 9 424} $49] Aztolct.

Table 9. Analysis of questionnaires Data

Ordinary Magazine Optical lllusion
ltem Ad Magazine Ad

N AV Std.D N AV Std.D

Emotional 201 | 3.08 853 201 | 3.95 623
Transfer

Emot|qqa| 201 | 2.76 961 201 | 4.10 891

Recognition

Recognition 201 | 2.91 1.035 201 | 3.95 .694
Degree

Preference 201| 284 1.027 201| 3.97 666
Degree

Experience 201| 284 1.027 201 | 3.83 664
Degree

Impression 201 | 2.71 1.108 201 | 4.07 857
Degree

Purchaglng 201| 283 1.001 201 | 3.98 689
Intention

Aesthetic 201 | 2.83 939 201 | 3.82 .780
Tastes

Cultural 201 282 958 201 | 3.98 674
Values

Trust 201| 308 | 847 | 201| 411 | 699
Degree

BIE A0S 25 FHE e FA0] 2kt
AFS sl 878 2w ojof Y
Zolekal & 4 ik, Dy WAFAL HA) AAF1
YIAHE HE 2 YolHE B4 5 Fao
A, i, Pl OES PAHe ANE ] B4
s,
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Table 10. Analysis of Recognition Degree Data

4.5

Emotional Recognition Emotional Transfer

Recognition Degree

W Advertisements of Ordinary Magazines

W Advertisements of the Magazines of Visual lllusion

5.4.2. HiE &1t 2A

Table 112 ¥yt FAF1e}t ZA] FAF19] B
F5 golHE Ay, AR, AP 37AE B4
Adtolct, gt FAgarol gk AuAt Q= Htgh
(2.71)0] 7F¢ woH Asmot AdE Bgh(2.84)2
Zoket. ZA] ARl A B9 QU E B EH4.07)0]
7V %o, A5%(3.97), ABE(3.83) <=0lct.
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Table 11. Analysis of Attitude Data

45
3.97 4.07

2.84

Preference Degree Impression Degree Experience Degree

M Advertisements of Ordinary Magazines

M Advertisements of the Magazines of Visual lllusion

5.43 F0f 9= &1t BA

T Ok FaadolA 7Ht Fa% AT sy,
Lo FAEE e Au9} Fuf £312 s}
£ Aol Adithe] AR ZEx| ) Alv|e] Fgt
SfjoF gttt

Table 12. Analysis of Purchasing Intention Data

45

3.97 4.07 3.08 411
4
35 3.08
, 283 282 2.83
25
2
15
1
0.5
0

Aesthetic Tastes  Purchasing Intention

Cultural Values Trust Degree

M Advertisements of Ordinary Magazines
M Advertisements of the Magazines of Visual lllusion

2 =29 71 9k glo[8& Table 123} Zo] o
Hh AR Sl A = 5 Al E PH(3.08)
o] 7 &AL vl FH(2.82)0] 7 HYeH &
o 7HAg Aol Al BHEE(2.83)2 2T

ZPA] HARRD FA1FALe] il e HlofE & AwA}
A& Fghd11)0] 7HE w0kl Farold 23} 7]
¥ BTghG.82)0] 7P WAt vt i A
B 443.98)2 TLI.

5.5 %7 21t

YR2A 7} % dolg 14 Zne SYskd
AT QA BRZHIVe] Y BRI, Theo
2 = P59 BAg279)L 2918 AAgon 7o
o 89| HE(212)0] 714 Wik

A AR AAE BRG] 1 54T B
2 HRY(.96), T % BREG.97) oIStk

A A0S o Qo IAFARG HA TG
7t QA Wl it B1g FE AT, AE FR
oAl AFY EAE A EBFS ¢ 5 Uk
E3, 4] GAYI} A0S BUL ¥ B3 5
L9 4L b aR¥o= Aot it} e s
Hzo] QoA A FAFIE Ldt FAFTE of
Gxol1, QYR 19 APt Fek. vAo R
Fof ome] oAl Uk AAFIRL A HAFR
7t dulape] Aelast 23} ] e Bted, 4
Bl o AR FobA A A et 7o
3ol Zshart.

B, 94 A BAstel WA
%4 8 W3 Ao et 9
248 A9Y Yua ol2g 429 BY Yo
AQolA A @AY Tt FHEe HERA dolg
B4 02 mEgon 1 Avke thedt 2o

A, A AAFDE A FAFREG G5
HNH B 9 wIHoR Bojur

#AE Qo) TeE YAl ta1el Huly, A
WS TA P 71D FolAREE D) B
A T30 QoA R ATS T3 E AT
e Gl 24 TiRelo] dnht ARAAAE &
A3 Ao AEEAE B} SA0) AFsET. 2
A FAGIE A4E B4 gl MY, B 5 &
97 048 S5 201409 F1 AXES ol ¥, Fau
oA AEshIA She Auot A AL 3G
& e gt

A, #A AL BAE oln|AE §S MY
3 whEc

£ 79 ol B B AAFTE FYH, B,



226 t=g¥eEE=EX H13d 1S

v, mey 5 HGT PAE Be avldel dag
Bolgon], AvAl 55T B 48 YL e
o AF T P AL *101%3% HHES o
S A9 wee ang <

9, 2 GAFIE B0 E
Z7]5ic}

B Aol o o 2L BT A}, HA)
e ARl et QEGER MY B 4
vt Q4% 59 A4Fe Fgos HEo] Eold
Mg A webd Qe 7 ae] ﬁﬂl@ E:2]
wrh 2] GAF19] Arizto] B9H FulEa, e
2 740] 9lolA 71gztol HsjA Fael @Fe—]ﬂ%
U 4 okt 2A) AR S84l 4H|ARe
A Agshs HAAE JBHoR AFORA AR
AT A5 dow elzte) T g
LL_o] /\ o]q.

ufxjeko 2, HEZA A tEhRo] B4 3%
7} At PR o s golct. 4] ZXFT A4
224 24 ol Q& 3 IA® A ol 7
Folth, FF 2] O7Ql A Al TR A4
AT AT g aHHoE xFolo] HHsM=
2o F74& Folok g}, A9 B4, wek Av], B

OFﬂ

rl'

dt 3L

Hir

53 59 B4S AR BEIFUAE 34 BAe A7
dojg 23 F2E AU BT v BAS} A
L 542 Jesstel R 4 gk

2 Aol 2] FABAL 2aE 24AEE =

Oh"_ £ A9 AV Aok AR AEE /A
FAAZ HESRL k. b I Aol = AL
g A7 HAE |3 wuldol mAle] 24 bzl
Hel Faadel fAFste] H Aust dedo] Bast
T ZA] GARRL 7ol Fae] mAle 9T w4
WA 24T 750l S22, A SHA Hs
o #&3H &&=H4d 7ttt

REFERENCES

(1] J. Huang, (2009). Research on Application of
Optical Illusion in Graphic Design. master
dissertation. Suzhou University. China.

[21 Y. ]. Choi. & K. R. Moon, (2009). The development
of many-sided jewelry design utilizing optical
illusion. In Proceedings of the Korea Contents
Association Conference. The Korea Contents

Association. 115-119.

Y S. Park. (2018). The effect of optical illusion

effect of OOH advertising on  engagement
according  to  self-regulatory  focus  and
involvement.  master  dissertation.  Hongik

University, Seoul,

A. Guttmann. (2021). Advertising spending in the
world's largest ad markets 2020. StatistalOnline]
https://www.statista.com/statistics/273736/advertisi
ng-expenditure-in-the-worlds-largest-ad-markets

X. Yao & Q. Weng (2019). Retrospect and
reflection on China's advertising industry for 40
years. News lovers, (4), 16-21.

DOI : 10.16017/j.cnki.xwahz.2019.04.005.

H. K. Lee. (2002). Advertising Practitioners'
Perception on the Media Value of Cable
Television. Korean Association for Advertising
and Public Relations, (54), 77-101.

R. Gupta. (2012). Advertising Principles and
Practice. New Delhi: S. Chand Publishing

D. Ke. (2020). On the Psychological Intervention
of College Students’ bad Online Loans Based on
Cognitive Behavior Theory. Journal of Hunan R
adio & Television University, (02), 20-25.
DOI : 10.19785/j.cnki.hnddxb.2021.02.004.

R. N. Laczniak, D. S. Kempf & D. D. Muehling.
(1999). Advertising Message Involvement: The
Role of Enduring and Situational Factors, Journal
of Current Issues & Research in Advertising, 21(1),
51-61.

DOI : 10.1080/10641734.1999.10505088

H. R. Son, E. Kim & C. L. K. Lee. (2017). A Study
on the Effect of Print Advertising by Trompe-Ioeil
Technique : Focusing on Cognitive Response,
Attention and Favorability. Asia-pacific Journal of
Multimedia  Services Convergent with Art,
Humanities, and Sociology, 7(10), 79-90.

DOI : 10.35873/ajmahs.2017.7.10.008

Y. H. Kim, S. E. Lee & J. Kim. (2015). The Effect
of Comparative Advertising by Message Sidedness
and Comparison Type: Moderating Role of
Need-for-Cognition and Product Type. Korean
Advertising and Public Relations Journal 17(1),
235-272.

DOI : 10.16914/kjapr.2015.17.1.5.235

S. Burton et al. (2002) A scale for measuring
attitude toward private label products and an
examination of its psychological and behavioral
correlates. Journal of the Academy of Marketing
Science, 26(4), 293-306.



HXIZTOIM RA| CIRIQIO| Ft0Y| Ch3H Hlm H 227

[14]

[19]

DOI : 10.1177/0092070398264003

W. J. Choi. (2006). Q Methodology and Theory : A
Search for Subjectivity in the Attitude of
Consumers to Advertising. Journal of KSSSS, 13,
81-106.

DOI : 10.23949/kjpe.2021.1.60.1.7

J. Choi. (2020). Effects of Advertising Attitude,
Brand Trust, Brand Attachment, and Brand Value
on Brand Loyalty. Journal of Communication
Design, 70, 234-245.

DOI : 10.25111/jcd.2020.70.17

H. RSuh & J. Y.Yun. (2020). Consumer Attitude,
Reliability, Perception on the Exposed Methods of
Sponsored Products in Vlogs. Design convergence
study, 19(@), 53-71.

DOI : 10.31678/SDC85.4

M. S. Park. (2013). A Study on the Types of
Creating Ideas of Winners and Domestic
Consumers' Attitudes towarda tA Cdavnenretiss
inLgions Awards -Focused on the Print
Advertisements among Winners at 2011 Cannes
Lions Awards-. The Treatise on The Plastic Media,
16(2), 89-98.

R, Arnheim. (1998). Visual Thinking: Aesthetic
Intuition Psychology, Chengdu. Sichuan People's
Publishing House

Y. H. MENG. (2019. 08. 24 ). China Central

Television.  Craftsmanship  creates  cultural
business cards, and border areas create
readership.

http://gs.cnr.cn/gsxw/kx/20190824/t20190824_52
4746216.shtml

Jiyeon Data. (2021. 10. 11). Industry Information
Network. An analysis report on the market
operation pattern and future prospects of China's
advertising  industry from 2022 to 2028.
http://www.kcons.or kr

T. Kang. (2021). The Effect of the Characteristics
of Color Maketing on Brand Awareness, Brand
Attitude, Purchase Intention, and the Products
Moderating Effect of Gender. -Focused on
Smartphone-, Master  dissertation. Incheon
National University, Seoul.

M. J. Kim. (2020). The Effect of Cognitive Load,
Ad's Context Congruity and Placement on
Advertising Effectiveness, Master dissertation.
Ewha Womans University Graduate School, Seoul.

Y. Y. CHEN. (2021). A Study on the A:Factors
Affecting Study on Advertising Effects the Effect
of Gender among Interaction,Gender of

[24]

Advertising, Master dissertation. Models Products.

K. N. Hong. (2021). The Effect of Store.Brand on
Brand  Attributes Image and General of
Awareness:Brand Loyalty Supermarkets on the
Effect of Focused Value Experiential Moderating.
Doctoral dissertation. Sejong University. Seoul.

S. Y. Jung. (2014). The Effect of Self-Monitoring,
Pioneer Brand Awareness, Types of Endorser on
Consumer's Purchasing Attitude : Focused on
Outdoor Brand. Master dissertation.
Sungkyunkwan University. Seoul.

K. Y. DENG. (2021). A Study on the Factors
Influencing Advertising Effects of Creative
Interpolation Advertisement in Chinese Web
Drama: Focusing on Plot Congruence, Character
Congruence, Ad-Engagement, Web Drama Likng
and Actor Liking.

M. Oh. (2010), A Study of Advertising Cognition
types, Advertising Attitude, and Purchase
Intention. Journal of the Korea Institute of Spatial
Design, 16(6).

DOI - 10.15207/JKCS.2021.12.3.115

P. XU. (2014). Effects of Visual-Spatial Variables
on Consumer’s Response in Advertising. Master
dissertation. Wonkwang University. North Jeolla
Province

R. D. Howell. (1979). A multivative examination of
patronage model:The impact of values and life
styles on shopping orientations. Doctoral
dissertation, University of Alkansas, Fayetteville.

Q. Jiang. (2021). The symbolic meaning of
graphics and symbols in the dissemination of
visual information. News Dissemination, (16),
21-22.

DOI : CNKI:SUN:YWB.0.2021-16-008.

S. O. LEE.(2021). A Study of Aesthetics, Functions
and Thoughts of Modern Chinese Design
-Focused on Chinese Architectural Design case-.
Korea Illustration Art Association, 24(2), 139-147.
DOI : 10.35280/KOTPM.2021.24.2.15

J. Hwang, Y. Yoon & H. Kim. (2019). The effects
of product reliability on brand image, repurchase
intention, and word-of-mouth in the context of
home meal replacement : The moderating role of
the manufacturer type. Tourism Research Journal,
33(1), 217-226.

DOI : 10.21298/1JTHR.2019.1.33.1.217



228 3=8%8d

Q5t5t5|=2X| X132 H1E

0| 44 =(Baitong Li)

Zl A 2(Chul-soo Kim)

["3]2]

- 20169 84 : FHATANS L
(Ul& A

- 20199 84 : FFHATANS L
(ml& 4D

- 20199 9¥: RAUst . wpAk

Bl : FATA FHTA

- E-Mail : libaitong@naver.com

[H3)2]

- 19854 2 Feta ARITiAIRl
sl sh

199549 24 @ Zolrhgtar ATiRRl
sl 44

1997 39 : BTl SYrIeln
g

- g0} 1 BRI, AiTiAkel

- E-Mail : kimcsoo@pknu.ac.kr



