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Abstract

Recently, as the importance of mobile marketing is emphasized, the in-app
advertising market, which inserts ads into applications, is growing. The purpose
of this study is to verify the interaction effects of need for cognition,
contextual consistency, and product involvement on advertising attitude. The
experimental design of this study is a three-way mixed design of 2 (consumer
need for cognition: high vs low) X 2 (contextual consistency: context match vs
context mismatch) X 2 (product involvement: high vs low). The subjects of the
survey were 337 men and women in their 20s and 30s Living in Seoul and
Gyeonggi-do. SPSS 25.0 statistical program was used to analyze frequency
analysis, reliability analysis, t-test, three-way ANOVA, and simple main effect
analysis. The analysis results are as follows. First, contextual consistency of
mobile fashion ads showed significant effect on advertising attitude. Second,
consumer need for cognition and contextual consistency of mobile fashion ads
showed significant interaction effect on advertising attitude. Third, contextual
consistency of mobile fashion ads and product involvement showed significant
interaction effect on advertising attitude. Finally, product involvement and
consumer need for cognition showed a significant interaction effect on
advertising attitude. Based on the research results, it will help fashion
companies to establish effective mobile in-app advertising strategies.
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AbEOl AR olojA Sl AR WolH, WA 8
27t A= wolsd wf FH EH0 IS W= Zlo]
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2 dAol= A, JuHE ARHEI H e Ae
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e Bopo A T (involvement)E  Krugman(1965)°]]
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g2 w2 ksl sl thstAl Aot FEAd
Tolegt iQlelA WAe &4, 7E, Frlel 719k &

tigt 2Z4H B4 (Zaichkowsky, 1985) &, ©f
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THBack, 2013). E3F ZHile] Fai7h SHRE AAU=AE
ZHglo] Gt JAAF23LE HASHH(Ahn, Hwang, &
Jung, 2018), BT}t EobdLE AEFE A4 Aot o
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(M=4.47)8} 7P @F2 A5 B FEM=2.23)3F o]
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Zpoll #AI7E gleg ASorch
() oZACA #3444
muped Qloy Fare] AAE AAFT Wt oR Ax|s}
+ oAl EdAol= ofZAelAS At $]
3, =il 7P dlEA ofZeAeld & =
App Store?t F=Zo|E EF Play Store2] ojZ@|A0)A
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Ao FgEgict A7 £AL 20199 9¥ 944 E 108 9
U7 ZP=]Qdct,

B o] med= oA 62.9%(212%), B4 37.1%(125
HE ool o & HIES XS AF e 204 o]
A4 oI5t 19.3%E 71 worom, 254 o)4~29A4)
olsl= 15.3%, 304 ©1A~394] olst= 54%= et
2 T m@AEe] mHrd ol Ad 24 Az, skl
outd FaE 53] ol Hohe mEAEC] 68.5%((2317)
2 7P weken 33] 122%, 23] 11.0%, 133 13]
56% <=olqict. MEAE] mutdS B3 Fa T &
2 A oF I gt 61.7%E 7MY wUeky, BTeE
13.4%, 32 2@ HEl AE 104%, AZE 98% +07

Aol Az BAL PSS 250 B TR Sof 11
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15
117 =
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].ﬂ
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Table 1. 7hree-way ANOVA Test Results for Advertising Attitude

T letsp] g19) T

) MR} Q1|8 i 4|2}
AN E HIFRE AR & Hro
5t7] el A& 14
2l 30%°l E=E= 96

Hd
L
2,
I

AZS

Zb 1gle]

Fa3t 2498 AHAlst
A&} T

T B4 ARt
at

=

k=]l

o,
o
o
>,
it
k=
i)
[ee?
olt
ol
u(*]
w
S
X
=2

Variance sources SS df MS F
Need for cognition(A) 3.572 1 3.572 2.486
error 284.437 198 1.437
Contextual consistency(B) 101.418 1 101.418 109.892***
AxB 10.888 1 10.888 11.797 % %%
error 182.732 198 923
Product involvement(C) 21.263 1 21.263 63.372%%%*
AxC 3.565 1 3.565 10.624% % *
error 66.435 198 .336
BxC 5.977 1 5.977 22.379%x%
A*B*C 225 1 225 .843
error 52.881 198 .267
Total 733.393 799

kA p<007
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T QITH(=-32.410, p<.001).
2, 7149l 3

ATe AHAF I8, HHb wfidgare] Wekelx)A,
Zﬂﬁ Tolkof W &l
Art. ol HFoH| flall HeEAHEA(B-way ANOVAE
A&t Table 12 AH|A
WA, AR TAL A #ile] Faefxe] vjx G
< dotry] 93 AaH AYRatRs o] Aot

7Hdel HE Az, mHkd s
(71,198=109.892, p<.00DTH AF FAE(F1,198=63.372,
pLO0DS] FRI= FoJotA Uehgont, Aulz Q128
(£1,198=2.486, N.S)o Fa3H= foohA] oA yeht
K DL FEAHoR AEsQlct. FAHoR, HHrY
Azt oEEAeld ERzet dAske ASdde

—.~
ro,
>
2 8
K
o
e,
£
=
ot
=
1o

M=3.38) EYAok= F+-M=2.6NEt} FUEHEr} o =
A Yebgth o]8st Axts mupel wjusgyrt wekdoz
A5k 7ol FaHEet BREEEr o Edvke Al

PAT(Bang, 2010; Lee et. al., 2015; Wang & Chou,
2019)9] s A|gict. S AlE Tojof wt mHEY

sfdgate] ek Farejeo] zpolzt 0‘301 A =,
AE Frt 3 f(M=2.86)Hr} &S wj(M=3.19),

150wt o A Y= AR detth ol &M%
o] AF Tomrt w245 Fao| Aot Bl FFAR
P uAH AHAR Stolg SOl FaHEet B
HEE 71 gt Ada+(Yang, 201D I2|she At
ofct.

o2 2kl iAol WA gt vt Q1A S
o eAg ave fofjt o= Yeht(A1,198=11.797,
pL00D), M 2= AEEfIth o2t JoAtE mite]
tigh SAE W7l sl T Fav 242 s,

1 A= Table 2, Figure 13 2t

24 23, Bulg dagne W] Ast B9 &
M2t QA el The Padze] folule Aol gk 2

o2 YehtowK(=3277, p{001), B2to] BEAX|5H= H$
o= gouEt Zol7h YehA] eRkth(=952, N.S). A
Aoz mwupd g wgte] dXjshs Aol Q1A
|71 ¥ 2z AM=320HEt JA&Tt B 4
HIZE HeM=3.57)9] FEErF 3] Ao Uk
ok olg}t Ait= QA& B2 AHIAES Fet dl
z7F W og AT wf FAHAI HES Helths A3
¢7(Na & Choi, 2008)9] AT+ 2| A|qlct,

et s dgao] Wl dat AlE T JoAE
Bt fOg Ao= Yehh(FA1,198=22.379, p<.001), <t
A 32 AEHESI o2dt JoAtE Falo ot E4E
9el7] Sfel g FaN £A4E AASHY, 1 A=
Table 3, Figure 2%} Zth.
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Table 2. Simple Main Effect of Contextual Consistency x Need for Cognition

Variance sources MD SE tvalue
need for cognition
at contextual consistency (match) 367 112 3.277xxx
need for cognition 100 105 952

at contextual consistency (mismatch)

ok ok ,0<007
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Figure 1. The Interaction Effect of Contextual Consistency, Need for Cognition

(drawn by authors)

Table 3. Simple Main Effect of Product Involvement x Contextual Consistency

Variance sources MD SE tvalue
product involvement
at contextual consistency (match) 153 054 2833+
product |n.vo|vement. 499 056 8.97 %%+
at contextual consistency (mismatch)
**. p< 0], *#*++ p< 007
4
3.5
w i el Product
§ g 92 Invalvement
;'_' a5 k‘“-.. - =low
w —high
g o
1.5
1

Figure 2. 7he Interaction Effect of Product Involvement Contextual Consistency

context match context mismatch

Contextual consistency

(drawn by authors)
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Figure 3. 7he Interaction Effect of Need for Cognition, Product Involvement
(drawn by authors)
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