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Abstract

Background  The design type of mobile marketing advertisement has the function of attracting
consumers’ attention but has become a factor in avoiding advertisements. Through this study, we aim to
provide basic data that could increase the efficiency of mobile advertising by investigating and analyzing
the types of mobile advertising designs preferred by consumers.

Methods After setting the preferences of six mobile advertising design formats as independent
variables, advertisement acceptability and purchase intention were composed of dependent variables
based on the Ryu (2022) model. Next, data was collected by conducting a survey on mobile advertising
design preferences from October 24 to October 31, 2022. For the analysis tool, one-way distribution
analysis was performed using IBM SPSS statistics 26.0, then post-evaluated using Scheffe's method.

Results Video, delivery, search, and interaction advertisement formats were found to be more
significant in terms of average advertisement acceptability and purchase intention than banner and social
media advertisements. Also, there were significant results from advertising design types that broke away
from existing mobile advertising designs, consisting of new techniques and contents to attract consumers’
attention.

Conclusions  This study examines the types of mobile marketing advertising designs preferred
by consumers in relation to advertising acceptability and purchase intention. In mobile advertising,
continuous messages and advertisements that engage consumers will be able to effectively deliver
products. We hope through this study that the research material will contribute to the development of the
fast-changing industry of mobile advertisement design.
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FuT ARG Aot vAE S-85to] o ABA, AE, AR 5o B & SASAY 54 AH] iAo
A7fske Lot (FEF, 2009). thadhd ATTEEZS] A2 2L Frrjtjo] JeE ARo|aL 9lom,
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Figure 1 Type of Mobile Marketing Ad Design
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AztetA Wefshe Q4R QAL ATHAAE &, 2010). olo] ATE7t 2 F1 {FI S =34 A
AH|AENA FAE AAE BA wEE Ao] asie}, 55 fAAHT} 23 (Byun & Cho, 2019)¢]
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Table 1 Definition of Mobile Advertising Types
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FAAA FIE F3 AR =, $7] Folga sk Aok 5 (Jeong & Yoo, 2020)°] ©Jshw
°1E1W4 File Y s Juiste] Shd A oA R AFEE eE3A7]E Fatolth. o]t tARle]

ol whet 2vjxte] Faref tit 2 B AL dal FAH oA 2HE S5 Ut wh2tA
01%1 CARQL ol A2 S=A] 11 olfroll et g8 stetstr] sl Aall=ot 5@ (Jeong & Yoo, 2020)9]
wdlof] 7)1 zsto] 2Atsholct.
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Table 2 Prior Research on Mobile Advertising Design Types
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Adx, AA 24, BHod uk& 183 ulyol=(James, Engel, Roger, Blackwell, Paul & Miniard,
1986)¢] dAo] wrad o et AnRte] AZH vAFS ujsts Ao Ado Hwrt A9
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A Q2K Park & Kim, 2001)ell oJohd 2HAZL AlE R AJHIAS sl = QAR ou]d & glom, Fi1d
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& Seok, 2020)= AH|IA7F ol 5-& ol QlojA] Fael Huf] Ok ofF AR WAL 9l AR
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Figure 2 Design of Independent and Dependent Variables

S b vA R Y Fa oAl £7 67}11 of tigt Az olct, 1283 {FAZ(Ryu, 2022)2] Zdoj
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4.1. %2 27
AR 242 918 mutel bl s ol gAES ypos
Aol B2 Fai oY Ei BHRAR Adstel AF
Bge 72 4EAe] AFow Agu WA= 4
A on 517] ARA7H Ao AHgH g,

4.2 X2 2o
2 A3 A8 B4 2ot dutolAE AHgote Auztoltt, AA $EA 519 F @Al
17%8(33.3%), ©1/4d°] 34%8(66.7%) .= Vet on, AR ®X+= 30%(51.0%), 200 19%8(37.3%), 40t
olAF 67(11.8%) 2.2 20t)~30th 2] S FA7} DA SHA2] 88.2%F AHAI%H). (Table 3 H2.)

Table 3 Demographic Analysis and Mobile Usage Status

T= = HIE=24(H) A HIE(%)
=2 17 33.3
g4
41Xt 34 66.7
10cH - -
20t} 19 37.3
oy
30cH 26 51.0
40T O A 6 11.8
Ho|AS 3 5.9
EQH 1 2.0
_ QIAELT 2 32 62.7
X2 A= DHIY QF
E21 2 3.9
IIRAEZ] 2 3.9
fEH 11 21.6
13| O]gt 31 60.7
13|~55]| 0|3t 18 35.3
ZHHY OAE S &6t = ~
9;;_} BRI 53|~103| 0|3t 1 2.0
103]~20%| O3t 1 2.0
203] 0|4 - -
SEAY] B4 B4 A, SR £t 32 HHFYS Wol ARGk 20~30t ol EEE o] ¢l7]of &
A9 BHS HSolro s 2] AFH Aoz wHch

4.3 BMET
AZ2A< 98] IBM SPSS statistics 26.0 SALZTHE ol ato] T3} o] RAstqdch. AA,
HEARS] 712HQ Y4 BA] 915 NSRS ALgatlth B4, BT S447 ) RS i
23] 24 WL 5 A Liker) HERA Q8] TR Griol 13, g THh o 59 PHoES
stk A, Fa g2kl f@ol whe Fa #8435 i o= whefsty] ffe LHEiA] 24HEA (One-
way ANOVA}S AHg3tgic), Eah ofe] [ete] amke BA5h] 9iat thgulnaA Hsl(Scheffe)d] WdS
ARgste] AR sl
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2k o 30 el o] uhE B3 5§43t o) o] stel Mgk 71
Slate] Wi, SNS HL, Z1gh AR HFstel LA B FL, 3h
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AL, ol == 3

JEn H0 AR 2, 57 2 5 M9 J0E A9 BE S 5 239 9948 53510 v

wiLo] 7]e} Fu 2 B7ste] A0S £ &519h

Table 4 Analysis of Preferred Mobile Marketing Ad Design Types Results

o7k YEAE o]

) 3= Mg HI2(%)
14 (B4 1) 20 39.2
28 (SNS 1) 21 41.2
DHK! O El 2T (84 &0 5 9.8
Cxl 28 (319 HAZ) - -
3t 7|Et
(Hof| o= ) 1 2.0
(BU1¥E =2, 571 3) 7.8
SIHHNR| 7} =0 A& 42 16 31.4
T CIRRRI0] o 1 2.0
JIp. 0 B OIS0 S 11.8
Z7t WK 2 14 33.3
FOEHA T U 15.7
7|Et 3 5.9
HA SEA7L Butd& o] &3 o] 7P Aok F §F2 SNS F(41.2%)=E UgsTh o s
11(39.8%), 5 9/300.8%), F1L K =2, T7] 2(7.8%), Holl == %1( 0%) 02 ZAFE QT A5shs
olfEE FuUt RuF st FHIEE WelohAl ¢S 33.3%(179)¢t AR 7L woll AEYA 5
31. 4%(16“‘)E AA| SHAY] 64.7%<1 ARt ool AR Farvt obd JAEY AHgof WafishA] ¢h= Far
Akl 4-d& Agsle 202 yebdt (Table 4 &%)
o]o] A U}ﬂl%‘ F YAl §Fol w2 Fa 84T o o] Hatol tigt A 1t V& $A A=
o33k 2t

Table 5 Average ANOVA Analysis of Ad Acceptability according to Mobile Ad Design

au 31 +84 Ya (N=51)
N M sD F p
L Z1a 20 2.70 839
ETPS SNS Zb 21 3.07 646 3.896 S?Z
7|Et Z1c 10 3.54 938

S DAY B34 R0 TR BT £ 32 Aot A Goh) A4 G2
23} F=3.806, p=0.0272 H9I5% 0.058 71202 FAROR fofah vhebideh, 3 544 FHoIA
W 3 Fere] e 270, SNS B W] B 3,074, ZIeh F1 P BROE 3547

/\] Sk

[eR=1
-5

Lebg o], AR A, Ve g Ado] Wiy gar AHekE Fal 84 0] AA vrebgt (Table 5

&z

Table 6 Average ANOVA Analysis of Purchase Intention according to Mobile Ad Design

e ¥1 28882 (N=51)
N M sD F p
LS ZTa 20 238 884
sgs SNS b 21 235 792 3.826 '(59;
71EF B 10 3.26 866

*p¢.05, **p<.01, **p¢.001
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Tard upAY F3 g2l FPo w2 Fuf Q% Bt Zpol7tk QLA dothy] $lelA AE-S AAlstoit
1 A}, F=3.826, p=0.0298 Fo4%F 0.055 7|F22 SAHCR Hfoulgt A3rt =&F At i
o= FEofA] wiy F Heke] B 2,387, SNS F Aol B2 2,657, 71er Fa Fde gFoz
3.268 02 yergrt. o] tisf #l9(Scheffe) AAFHA A5 HAHESLE o, 7 xo] Q4] AEE=
ek Fa geo] Wiy Fa FekRoh Fuf %7} 1= A ettt (Table 6 2.

B 84E F 5714 AR Fgen] 1 F 0.05 /1% P go] AT A% FEoE F
FR7F.0357)9k, AbE FA0.0029), B3 A BT o 87 S 005092 %
A3E ek W, UeiR) 27hA 9] el gelulaty gtk AnE wEatdch o) o E3
5714 AE& Fall A i o] p’ ghe] 0.0258 02 f-oJulst At vERgow | U R] 471R] O] R
0054 71202 §mskA ghebar ek,
SN, e Fa geol WY FaU ARk wa Sg4e] ZA) thekda, o ose] Q14 Yt
Jleh Fa gere] Wiy Pa' Akuck Tof o=k BA ebgeh £3 7)eh Fuo] e B2 584
ARAL FHHA HEYA, A FAY, B NGO o) 87 F7F FFol felusht

238 mastgon 7 9w Q4 ARIAL A% TSl o] folulsht A3t e,

o,

Table 7 Advertising Acceptance and Purchase Intention ANOVA according to Mobile Ad Design

LS| SNS 7|E} F P
M 2.55 2.90 3.60
20 AZWI} 3.588 .035%
SD 1.050 .889 1174
_ M 2.00 2.62 3.40
AZts EXtet 7.393 .002**
SD .858 921 1174
M 2.60 3.10 3.50
Zn 484 T 87 E7t 2.467 096
SD 1.095 1.091 1.080
7 FEioR M 3.25 3.52 3.50
= 437 .050
T S7E%t ) 1.209 750 972
. M 3.10 3.24 3.70
7HA B2t 1.136 330
SD 1.119 995 949
M 2.75 3.33 3.50
20 0] o= 3.005 .059
SD 1.118 .730 .850
M 2.45 2.52 3.20
MM g 1.659 .201
SD 1.146 1.123 1.033
_ M 2.00 2.29 3.10
T Qe K3 FoH g 3.976 .025*
SD 918 1.146 .876
OHIE T2OMS M 2.45 3.05 3.50
= 2.764 0.73
Sl =70 SD 1.356 1.161 972
M 2.25 2.10 3.00
AE ME|E 2.688 0.78
SD 1.118 1.044 .816

*p{.05, *p<.01, ***p<.001

5.8 29 & a4

AtERI} fenlciolo] Byt B AREA A& wHoR BHke B NS dutch Frboke

FAll gom 47 7191E Solstal k. 53] ofET Aol e B oR ) bRt 32 Ruped vlrof
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A, ke wutel npd B3 PAel §7E 2ulRol7] 288 ARGE Aol B 39 o=
olojA7]% g, u}aw 2 ﬂ = Aum—o] Aﬁa»t— _uuﬂva B3 Al o] auRe] B3 5843

Table 8 Mobile Marketing Ad Design Preferences

=9 2Hie 0P8 33 CIxfel HIZ(%)
1 SNS &1 41.2
2 L E 39.2
3 3¢ 31 9.8
4 P Y, 2712 7.8
5 Aol == 1 2.0
6 3HH T 21

‘%301] = % , 3P AAF) <082 Vet Ags)
Aol 1ol HalskAl ek Fa TAelel”] o]t s}
718t Fa7t MY =2 9FY
oo MAAE L gle A 9
BA5R W, 1 }:]—1;:‘:!—01] A&Fo2 v &29 AHAREL 93|8 7t =ty 519 2™ (Pechmann &
Stewart, 1992), #=8k, ©o]41E, o] (Moon, Lee & Lee, 2017)] 9ol SJstd Fa 535 SHis}st]
13k WS WA A7} Baretal ZHAlsof Sk shelrk, Babgolst, Fart Be we e, FaelA

M A7 2710 oAl A% te, FAAL Fano] WS ol AR LA o H B
w4 Qe

SA, A7 24 19 wutl 3 Ael §3o ke B $840] o B DebLtel e Az,
B3 584 wutel F3 Al §Y) dhet ebde & 5 Yok 59 FUE A AL 4 glon,
A G W 29 SNS BReHE LT A 2 B Bt AL 28500 Lo
foHol B MAR btk AEFEim, 2009)) A7 AN FHES B e Bag wAA
B o Aol e 150 0 B8 AN 2ok FET - 16
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