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)

CLOSED E3E

ﬁr

Tango,
iy

in

<13 4>Closed platform
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(2) 71~} el (Open Platform)

mo
e
rob

sr2s vielofe] ZAHY a2, SfHE At o] V20| Y

1t Feje] s A1), 4, olnlx) 5 Bgate] ofv] g fole 2l
gaom A% gaolth qEAe AR HENEE 5 5 gla, Sl
A mm s, HREEAETR O} BE HolEngTE Adal ol 714}
gl 1AL 2 Faely] WEe] 5o g ek s 71ALS Y b
o W gol ol §Ab] MRS Ak S Qlrk, Ea, o= nlEel ot fAlsht B3

2pel7} 9)

r
P

=

OPEN B2E

NEWS

COMTENTS TITLE

Farbes

<219 5>0pen Platform

(4] techcrunch)

oA BYPE WA Aol Q8] AA F FHOZ Lhre] ¥ gtk 8

AN

= =
w WolEl B Y f3L Mwd AuL EAATE Rohus] ol Hol Yglw
58] A= gah /AP OE thre] Hlud ARE US $EF Aol wekh. wet

AE Aol met v = FEjet ZIAL FEIR veo] d]olE
}

=
=
& PuEE v EA sk
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Aol 2018w o
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[e]

o} yardolrl W 2015 9l
H

U ol

&t
Farzted

]

81.6%%, thtt=2] °]&-At7} dlolE

b 22 )

°©

A

v

o

AL,

2015).
IT A3 v A v]Z=Y 220 o|H &= v]=r Y]olE]

2.2.4 Ylolg|BF 39 a3 2L A%

°©

]

Bl o] 38l e <

HS

o

Jw

1

T

of 4]

3H])o] $0.05%1 WHH, Sponsored Ads
o] Hijy

ATt BE AoR e

1.9} VODE d]o]E]

[e]

[e]
=

F

H
R

o)
o =

CPM(10003] =2
CPMo] $3.5~4.0 $~=0| itk
=3k VOD3

1

s

Wy F3

T

k)
oS, 2014).

R8s

, 2016).

—

o
B!

[e)

oK

o

el
ojn
oR

B!

—_
110

=y

I G2 A=A o2
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Z)&e] Mol uAne} YA ATE F volEn P §9e =g /)4
.‘1:‘4 A

3 AAolnt. FaLAl FAAFEl

2015).

=

2.3 J=HE2]d (Advertorial)
2.3.1 H=HE=Z LY 73
o EHEZLL o = Elo] 2 E (advertisement ) 1.9} ot E 2] (editorial )

AA71Ake] o) 2 A 71AMY Fareta sk, dlolE B gaiet FASoH kg
118}+3],1996).
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Il M= 1990%3EH ZRHE OHE‘HEFJ%*O] LY E=7] AR =], 714
qFA 5AS A A A AFE, 1994).
Balasubramanian(1994)¢] A-ollA = o= ER]H ] F21& 9 FilE sho|H
2 =(Hybrid) FaL=2 Qs on A9] slo]lHg= A A E= Z5ol3l 7
2~(Masked—News) g2l 7g 2] }3]{ T},
slo] B2l = wA]=] (Hybrid Message) & H’dd 40 AR A AS 3= SAl9

AR o] 55 93 e A EES gttt o]g 3 st A AnjAES HA|
A AHFAR] YEE AASHA] KT 7FeAde] =il BRI TE2A 3 E
7Fs/d o] =t e ER L2 Wetd Fai(Contextual Advertising), 1324

(Informercial), ©]97d3L(Issue Advertising)=-2 21733 31(Advocacy Advertising),
to)| Bl =A%, 9174431 (Camouflaged Advertising) 5.2 A% a1 op(ukE
A, 2010).

2.3.2 JJEHEZDY 57

ARA(1996) & =R ED Fark A5G Wt Fe wWAH 5499} A
QA4 BES o Lof uul, ZvIH(2008)L SEAl56%7} AEATI o
cHELY g o Az drha SHHACHEEE, 2015).

e R Qe sulAlEe] O o4k BilE FHa ea Hate] tid ¥4
Q140 Fol A ol dat vlkos AA) Hgliu, fmwEede] hiE
NFEE A AABE W) QiR BT Bk utga Bk

HlolE| B 3= o EWE LS vpgo R tixd3hol vt zlste Faretal &

- 19 -



T ATHAYE], 2015).

we oA of=mEelde] Mg oR |Ake} Y] B3 ofrel 1 9l
AT 5 e AgUE /1T B AIE,

=M Ee|elo] et Al 14 EARE AT A E A ©
st eslg, BEsk ol=nEelde) JFHel e g dpnAt e Aow

F

2
1o
=
>,
N,
s
&

UeEbsttHeld s 9] 2012). 5, =W E L] wAIA] Q&) £al, woller}
2o Faroll that Bjiert s AL o Z1ARE Farel] et ujxke] A e

sEORRIT B3l AH|AE ol EME Y] RS 1ol vfeidars, Al HAIX
o)

of thgh =7k FAAR Aom YepgtHEA4 Y, 2005).

A7k =M E o] JRE AT AT okl Fuehs AL A4S
o) AFelt BA=R ohfel 1 Y AT A x

2.4 A5x4 2 d(Persuasion Knowledge Model: PKM)
2.4.1 AERA2ARE9 o]3
dlolel B Fu &I v|53 FEE =F 57| ulitol] wE A Q1457
J

[e]
ofef Hol A, o] 3t FarolH Fargh= e WAISH] witel AH|xke

sl 21x]sFA ETH(Wright 1985). o] & nlglo g L] ~ElE 9} g}o] E(Friestad
& Wright) AS5A A2 de] m2H AH|AEES 5
[e)

5]
MEE719 3AH A B AEANS QA Ak F, AuAEY] A5



Aol RN A5sE e Aol =g WA Ags) B el o
HRehA) hgehe We EBSaks Ao tFriestad & Wright 1994).
HEAA RS Blo] ASHAAe] wEHRL W A5A4E BEa)e] HAA]
2 A A sl 0w gk, slAlehaL, tgshAe] e wgel 2
Qe wr}

AEANR A BAsH olslstelE, of Heel A AFsh Y SolE &
() L

[
O v rotol & Zlolth EPl(target) > 59| 53, tlde] ¥ o3t

e 2
FAZ v, o o] A E (agen) = BZlo] AEAWeIe] FAlka Aztsh 714
Al 5 ojnan

AEAAREE pu)elA S Fil Q7] W, A5Age] FARE g
Qo] Azkehi= B S el FA} Fashia & 5 vk ool WET} kAL
2 ASY9E maeha Jrks A2 BRle] AZa A9, o) A5 Ame] Y
e}, A% o=t Bgle] Bl ololdEe] B9E APAon A
5 QI o= A5o] o FolAt= ANkl ARE ofulalal AL osise] =
28 Ble A4 A% oA P52 DAY, 2013)

SHH, ASX|A R M= do]dETF A5S Aled 1 5l 7|E9 T4
A2 (Topic Knowledge), 2542} (Persuasion Knowledge), oll°] 1 E #]2](Agent
Knowledge) Al 7FA] A A& nigro = wAA & 34 g,

T, FARA AL B el A ASEA A thgk dRkAQl g1x] e o3&

ofulsh, of= Fare] Mujant Aol thet Ad I} ofsfE Eskal itk ollo]

HEA e ASUAAE Agehs ol dE] 54, B4 9 s2o] tha 24
59 s

wpAIehe AsA A wao)A 1 SAHe] T2 AEA Aolt), B A5
A Aol 23 AubH 9l o]sf = A5 e} Bl e ES wilt) A5
o sollo} GAR AL Gul, 2RSS A5AAE AFESle] vpE e A
EA x| A E}aL o] F o|s|e 4= At Friestad & Wright, 1994).
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ylole B ga1e] A Bz el=W ER] P et vlszgh Zdolt) A5 0o o}
of W& jeHEA g3 At mEH A5 gk o] 2 A
o] Aol v ko ] HAIA] A= =7 ST (AIAR, 2013).
i o EWE YL FA0] dXAdo] F2 7]Aket $A AHAEA] mE
ojof wA|R| 9] AFEE =Y F
Egh o= miﬂ“ﬂﬁ¢ﬁv}iﬂﬁ$ﬂﬂ%- 75 Age A¥ ol=EHE
HHS 7IAR] F SUTF FaE JIXEH H= A wAA] AlFEE, AEHE
T =7} wekeH (721, 2009).

o] 7S F ofj=m B Hare] Au|Ate] ik Bl vz} wj§- AFa ok S
UA gt

7 ol 4 girkE oluh.

2.5 ¥ 537}

251 FAFEL
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-

o= Fart anjRke] AlAdE g T
sk Aol @ vkal 774t} =38k Rossiter & Percy(1987)+ B2 L4
ars 3yd Rt ofye}, on = ARV
= == —
£ 5

Q3

>~I

N
o
f

AN o

2 4 Q= B3 Aol

o187 (2009) AAl axHIRke] F2ol & 11i= Aol aabH]l FaE s 3l B

ol wefol A o] gt npbA 2 dnlahe] Al ALRE 5 9l
: RS

HARE FEA7E Aol s22 A

ojtt.

2.5.2 HHZEHE

Wilkie(1990)&= HA=EEE Hzo] gk An|ze] ZnkAQl 71X 7t2 7
okl th(Keller, 1993). B3 Hl=ol tht BlIeg oo 2 W= o4l W
Foz grlshs Anjate] Ao w Aostal, Anjate] Hrks vhE AN F
& A7 FFH o FART AL Tk Assael, 1995). AT E|EE QX4 8%
A, A eam FA ] Jlom, B A& ko] Anlat e o

o=t A1327F ¥ok(Mitchell & Olson, 1981).
HHEHEE I AAR 5ol JFS v & ofe}, dide] digh 1A14

ARA T B S vFTH LA, 2005). FE Sl AnA7) =71 7t

it ko M
r
[z to



2.5.3 7=

TFrje) e AR AT oA FH FGFe] shtoln wAR S dATshE
SatEo] Fuje] el #al T E Zte A viE ARAE s dATE 7]
o] th(Tsiotsou, 2006).

Fishbein®} Ajzen(1975)2 =g “An|AFEo] o A% E743 vl 3
& st s oA E Fdss Aolgtal itk
Hw| & (2008)2 o] gk “AanRpe] FrufEo] A A1 s nA= AH
aRlomA Fuff PEg sharat sk ok"gkal A oJedinh
TFHje] = njRbEe] AAR FulE FHA eFote mlge] FulE & Zloleh=

Y5 wF FrER B 5 ek

21A17], BE3} ARl M= FRIF -] Al
Far 24H A BALETEA o] &H AL Tk AFEES 2R ARE A7) 9

2%
B YR gfol e walo] woldch

o,
2
X
2
(o,
o
ol
oy
o3

i
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A, 4R AEFAReE AR

A

e
T =

PAL 948 97)

S

o)
R

b whqato 2

S

71 4

7] wjEo|tH(Marshall, et al.,, 2004; Yang, et al.,

S

[e)
T

[e)

=

afoF

=

AE T

2011).
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S

o184}
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=
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= _

ko) Azkolu} 4
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S RERE
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?:;l.
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[e)

Ao 2 YEPgtHe—Marketer, 2012).
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Nk

7HA]

aE F

—
[e]

ob7} BRIl A

- 26 -



[II. 97+44
F(F =372 mek

o

L 9T

T
al=

ylofE| 8.4

iy

Ql

A sk A

o

28]
<3
j=]

#7} of
= 4]

Bl

R E)

3} ).

bt o

°©

~
2
NI
i "
< X
Cle)
Yo~
e
R
Mo <X
o N
T
oy
T B

ox B

(¢}

oAl AFFEZS R

=

S

kel
of

o whel 3=} 7)a)

=]

g o] -

el A A “volE]
- 27 -

°©

HE8HA

A A

Yol
Al

1

s

?_

]

-

H o

el 2Abs) tEo]



ol
D)

oo
ro
@
Do
ol
)
o
f
1>,
>,
ol
o

Yol ATFgel BF wFE F AR SHsHE

A A (within subject design)E &-&3}A ) AF=E9 =2 U

ke
o
rot
olo
ol
N
N
N
i
N
L
)

P
o
il
o
L
!.:

AF=FE0] 240l oJ& B EE = E T order effect) S WA|E7] Yol F-29 =
AEAZ v Esld o =415 B4 2 g]+= SPSS/WIN SA X213 22,02 &
&3t
2 AT A S o
AAA, B Ao AREH 2ol A% HAFE 913 Cronbach’'s a & AFES
STt
A, AP REe] ARkl ARgdell disf W%, Wit A RIETA S AL
&3t
AR, vlo|E B3 s v =83 7] }_oﬁ 3‘3}04 FUFELE EQEEHE,

=
PJ]HOH 1% Fodes A

3 2EbEE AFHo] & 200, 5 EHkS o]g5to] SNS
£ 50 2olel 28 BE 200 HUE hPOR 28 AR F 1963

A BUEFNATEAE] 202} B et 2007 o)
Weh, AAAE wolehs A Ak R

A7) 98] TOV e 7He] Bal=E AL

.3
I\
ko
é‘
[T ol
-0,
1o
5§m
o
O-
ol
&
offt
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3.2.2 A@A=FE AF

o A% WEE ARSI £ = Apole] wFH
A R IS B A A Meto] ol s 313
or], ZApatele] wEE Aow

A=z o] o x| e} WIAIA] = vlo|E| Hgale] 545 Ay, =AY Holxnt
Faeks e WAlske] ZHlxo] SHE Hio] Aldkete] SHAL AAl=
SNSE AU 52 7S B Sl Fas A AAE =2 5 dEE 53
.

A=l tigh a2 Fals Bal A 53 HIEAl A17142 (self

reporting) &.& A== 31Tt

3.2.3 AFA 74

p

B o] 4pAt vewt ol TAN
A 7 eEel /NS BE ARE AFWIOR 3] 9Iste]
HEGL 2R PR TAS] Yt 2t SR A5, Q75

/KC—)] 'E‘f;ooﬂj\i 20]:]]7]— O]Jd %%X}' EE‘;} xﬂﬂ/\]%}\q

B[/ IS)
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32 | 4REY 4E
e 1 | @A SNSE ARgIHIYL
ez | A4 L9174 YR
FE2E] | o WA gL F5o| Hr},
YuFEw | FBEy | o] WAAs e 95| frk
FER3 | o] WA WEL ol i
il | o Ha=d] szl zi
BAll=H= | B2 | o] HilEd] FAA =] =4
B3 | o] Hg=s} v ol
FH1 | b o] WAAsh Wgel FHsh] MES FE Folu.
b o] slAA sk gl ti3) 1 AkgrEa olob] @
THAE | BH2
Zo|t},
FH3 | e ol sAASH W8S e ARl 323 Aolrh
Tl | o] BAE(AE)E TYT dAFel
T ol w2 | o] BRAE(AE)E el #ilo] 3
W3 | o] HA=(AE)E Fojstn Ak
51 | o] BAE(AFE)EE da BAle] A7|A gt
A52 | ol BA=AE) tis) Bayel =AAA gt
gmagn | 53| o] AAAS 08 st sl agk
o A54 | o] WA gl ol WS Felw A
" A55 | o] WA gl g HSsen drk
A56 | o] WA} go] xAAolzhe Azl Ert.
AET | ol dAAS Uigo] FHoleke 7ol Bt
QU | ekl Ao
VTEAR | Q2 | Aske] dAsn
=4 Q3 | Astel AL
Q1| s AFAE?
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3.3 ¥l A o9 54

o 7 E@Ee] U8 B FRE 98 Asd, A, ol (2012), A4

=
¥(2012) 59 Aol B8R AERE F 371 FHE Ageleln X 7o)
e,

3.3.2 BIdHE

o

B =of t3t e = (Attitude toward the Brand)E B =0 )3l 5|4 ©
o] HE=E HIleIRth B Ao = A (2016) Ao FEE AT

F 371 35S Batel 53 AE(1=rh$ 134 2k 5=vj$ T3h)

| )
o JH

H

3.3.4 T =
Fujel e Fare wEE PR AAR O AES FullskE Al sk o o]
TH(Ajzen & Fishbein, 1975). & AFol|M = A=&ol =251 & & 1 Al5S

Tl o) gl=A] SAE] f18te] ujoel Al(Spears & Singh, 2004) 2]
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3.3.5 A5x4

- 1Y) =

(1=rh$ 197 o3tk 5

s
a

AETY A% 74

=
=

3.4

~

o oO]=
2 Fd3l

A1Z]A (Reliability) o] &, A SHET =

el
R

X
.Z__l

NJo

Aol A= Cronbach’s «

=

3 Alpha) 2157} 0.6 ool WA MAES} ek na ek b 2

7o) AL tHE-E 0.6 o= YERR7] wlitel &

1

TH

N

o
\%

..Mua600099
ol o N|NN| oD
IR
=T
%%EE%
araETcN ik
TR R
wo | ol ﬁom
4
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Iv. 4743

11 ARWAAL ATEAH B4

e

Aol ke SRR QITFEAA] EAS AH R Sl sy} 2
e AAR Ay <# 6> o] YER:

A7 A= A 200024 19678 (100%) )AL AE-2 ox}F 13274 (67.3%), '
A= 6478(32.7%) 0% A2t Bokor, A2 SHAe] 111'8(56.6%) o= 7+
FXIL 0= SAM 4478(22.4%), AR TH(3.6%), T 58(2.6%), 7€t
2973 (14.8%) =0l ATt AFA= A& 767 (38.8%), 747] 477(24.0%), 71E}73
4 (37.2%) =]},

iz
k1
A

T W=(3) 4] &(%)
9 20°) 196 100.0
Jee Ak 64 39.7
o o]z} 132 67.3
Ay 111 56.6
PN 44 929 4
A4 2o ¢} 7 56
T 5 2.6
71E}k 29 14.8
A& 76 38.8
AFA] 77 A7 94.0
71 73 37.2
2 196 100.0
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4.2 @7 £44%

4.2.1 ATEA 19 A%

W FARCR feluldt FEAA FuFRE O B Ao
(t=—6.361, p<.001).
o2 Bal = Fuurh /IAE It FAFRE AN Bk AL &

AT

ogh

Zy M SD t D
Weg 196 | 2.82 981
. -6.3617" .000
71+ 196 3.38 889
p<.001

o=, Holengan f3e wel Ao tk 2o S 41817 93]
t—testE A8}
AT <3 8>3} o] I=FH(M=2.59, SD=.923), 7|AF (M=2.99, SD=.886)
o2 veht uEy AR 7|AFY Gart FAH SR fojulgh el A Bl
EEE=7F B ETH(t=-5.529, p<.001).
A=, EGEY 7IAFge] HAlEHE S § ek e & 5 ATk
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<3 8> Hlo|E|Eal el e BIA=EE Aol
N

Zy M SD t D
i ey 196 2.59 923
. -5.529™ .000
e 196 299 | 886
p<.001

BB f3ol met TR wO ek Aol A3 A3 t—test

TFo = oo 3t A A RS A ¥ =3 (M=2.14, SD=1.015), 7|A}¥
7IAFS Fart SAH o= fov| sk 4=
= FEET) o =& Aoz YEMTHt=—5.648, p<.001).

ol Fdl d=gRY YAEe] Tl SHelM xre= e & 4k

<3 9> UloJEHFaL FPol W ol Aol
N

Zy M SD t D
7= 196 214 | 1.015
. —5.648™ .000
71418 196 247 | 1.062
*p<.001

et o 2 YloJE|Hgal 3o M Fuljo % xto]E EA ] flEl t—testE
Akl el Aolo] EAAT = <3 10>7 o] =3 (M=2.38,
SD=.925), 7]AF (M=2.74, SD=1.008) 2 J-1¢] == =& W} 7]A} o] E7
Aom Fou|gt oA o H=dH(t=-5.447, p<.001).
upeha] 7 =3 dloJE|Hgal B} 7IAF vlo|E|Hagavt o) et o] 2 A

o <
S & g Ak
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<3 10> dloJE|Bgar Fol w2 ool xjo]

T2 N M SD t p
=38 196 2.38 925
- 5447000
7148 196 2.74 1.008
*p<.001
TSk vo|E| Bagal 3ol & AR} A5 2A] Aol A e Ay <3 11>

oA HE vhe} o] M= (M=2.97, SD=.674), 7]A}8(M=2.76, SD=.630)2>.&
71AFg dlolgj B gt 9= Ylo|HH Fart FAA SR Fon|d o w
APz A2 20 B H2 Ao R UERTHt=4.302, p<.001).

<E 11> vlelE g §36 w2 AulR 4544 o)

T&2 N M SD t b
y=3 196 2.97 674 ,
k 4.302" | .000
71414 196 2.76 630
p<.001

4.2.2 AT-EA 29 A%

<A =4 2> 1(32/A]) ol whet dlole Bgal #3189 =3/

) B, B, FHelE, TSI Al A A

ol
B
=
By

>~
_11n
2

y

HlolE| B /9, anjak ASH el mE Fuaste] afels dhoprr] s
ol RS HAEAT
A FuFEiod et Aol A3 dah, vlolE B fEollrE S
o= fojulg ztelE B o™ (F=30.337, p<.001), F=3 lo]E|HgaLEt} 7]
AF HlelBlBagae] Fnsert o iﬂl L}E}
5 ut 2



p<.001), Au]7F A5 A0] F& Funr) ke 3ve] FnFBEs} o 7

LFERSI.

HolEj B3 73| &HA H5A4 N M SD
kil 103 2.66 950

9 =3 A 93 2.99 991

A 196 2.82 981

a 80 3.14 877

71418 A 116 3.55 862

A 196 3.38 889

il 183 2.87 947

A A 209 3.30 960

A 392 3.10 977

<3 13> dlo|E|BFar 3t 2nAL ASA| A i FaFais Aol

A §3
i e A= A F F p
AFg
vlolE| B3 9 25.696 1 25.696 30.337" .000
2H R} A5 13.068 1 13.068 15.429" .000
vlolE|Bga 3 *
176 1 176 .208 .649
2|2 A5
o3} 328.643 388 847
k2] 4138.778 392
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ABSTRACT

Advertising Effects by Types of Native Advertising: Persuasion
Knowledge Model focused

park, A—Yeon

Major in New Media Advertising Promotion
Dept. of New Media Advertising Promotion
The Graduate School

Hansung University

Native ads, which are emerging in recent mobile ads, are advertising
forms which prevent evasions of consumers who are exposed to a lot of
advertisements. Native ads refer to the form which show itself naturally as a
form of content service. This study analyzed advertising effects (advertisement
attention, brand attitude, purchase intention, share intention) by dividing
native ad types into feed type native ads and article type native ads, and
verified differences by adding persuasion knowledge standard. Study subjects
included 196 people in their 20s with high mobile utilization rates, and
conducted self—administered questionnaire after being exposed to study
stimulants online.

The study results showed that advertisement attention, brand attitude, share
intention, and purchase intention differentiated by native ads types, and
article type ads showed meaningfully higher advertising effects statistically
than feed type ads. Also, interactions due to native ad types and consumer
persuasion knowledge did not show statistically meaningful differences, but
for feed type ads, advertisement attention, brand attitude, share intention, and

purchase intention were higher in the group with higher consumer persuasion

- 56 -



knowledge than the group with the lower one.

Similarly, for article type ads, advertisement attention, brand attitude, share
intention, and purchase intention were higher in the group with higher
consumer persuasion knowledge than the group with the lower one.
Therefore, the group with higher persuasion knowledge showed negative
attitudes to native ads compared to the group with lower persuasion
knowledge, and advertising effects were proved to be diminished if the
audience were aware of advertising intentions. This is in line with existing
precedent study. Therefore, there is a need for precise grasping and
understanding of characteristics of types of native ads, and suggest
appropriate content forms of ads according to advertising platforms of feed
type and article type ads.

This study verifies advertising effects by native ad types, and has its
meaning in academic and operational aspects by providing theoretical

basic information.

[keywords] Native ads, Persuasion Knowledge Model, Advertising

effect, Mobile ads, Advertorial
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