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Abstract

As the number of Smartphone users increases, mobile advertising market has been expanding
rapidly. In line with this, the ways to evaluate mobile advertising effectiveness are diversified, and
engagement is one of the crucial qualitative and multi-dimensional evaluation methods of mobile
advertising. Thus, the purpose of this study is to identify key antecedents and consequences of
mobile advertising engagement, and examines the structural relationships among those research

variables. Informativeness and personalization were selected as antecedents of engagement, trust
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and e-WOM intention were selected as consequences of engagement based on the review of

previous studies. Data collected from survey was used to assess research hypotheses. Results show

that informativeness and personalization have significant and positive effects on engagement, and

engagement influences on trust and e-WOM intention. In addition, trust is proven to be positively

related to e-WOM intention.
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® 1. SHZYO| il X5
Table 1. Fit indices of measurement model

YT X TR HuE
Chi-square (CMIN) 342.230 -
DF 195 -
P value 0.000 ) 0.05
GFI 0.869 > 0.9
AGFI 0.831 ) 0.8
IFI 0.950 > 0.9
TLI 0.940 > 0.9
CFl 0.949 > 0.9
RMSEA 0.061 (0.08

7} Ao S vist AS =8 #Ae A7), 2249)
s} &3} gro] HEA(0.698), 719134H0.840), QAICIAIHE
(0.893), 2121(0.817), e-WOM <]=(0.905) = YRt}
olef whet 7 Aol thet S| AFEE FHE
t41). =g JFE—AEL 1) SHTEY IZFTSMT )
0.5, 2) B3I =(Composite Reliability, CR) » 0.7,
3) AVE(Average Variance Extracted) ) 0.59] 7|5&
ol g3le] BAGIA. ZAgEe] HEe} ASs BE (.59
Ao E Yehton], dse CR g2 FEA(0.73), 7N
218H0.75), AACIANE(0.88), 4181(0.72), e-WOM 9|
=(0.84)= olFE B3lsta Utk w
& AVE gk 4E27(0.54), 7MI3H0.75), AAeIAHE
(0.88), 4121(0.72), e-WOM <%=(0.84) & BF Ang+
¢l 0.501%= dslata sich. wheba] ZF o] SAakR
gk JAFEFol FEEUTHA2).

BT An5E9 0.7

H 2. Fold 20l2AAnt CRs, AVEs
Table 2. Confirmatory factor analysis results, CRs, AVEs

209l ZMoE | EESPIE | t#t | CR | AVE
_ M1 0.793 9.558 073 | 054
M2 0.677 -

PS1 0.635 -

THotst Fe2 0864 oo 0.75 | 0.59
PS3 0.766 9.126
PS4 0.792 9.347
EG1 0.631 -

EG2 0.804  [12.345
EG3 0.891 10.245
QIAOX|HE EG4 0.895  [10.269 | 0.83 | 0.53
EG5 0.541 6.939
EG6 0.580 7.364
EG7 0.645 8.041
™I 0.852 2.891
Al2| ™2 0.826  [13.471|0.72 | 0.62
™3 0.658  [10.039
W1 0.454  [14.758
w2 0.849  |14.358
e-WOM 2|z W3 0.834 - 084|066
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Table 3. Discriminant validity analysis results
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