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A Study on the Effect of Next-Generation Mobile Advertising Service
for TV Advertising Effectiveness
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Abstract This study suggests that 'Will not we use more smartphones while watching TV commercials? Then, will
the TV advertising effect decrease due to the distributed concentration?". As a result of the preliminary study, it
was confirmed that about 63% of users watching TV commercials use smartphones together. In this study, we
propose the possibility of a new mobile advertising service by experimenting and analyzing the effect of high
frequency technology based TV advertising linked mobile advertising service. Experimental results show that the
response rate of the same content is improved about 9 times as compared with that of the general mobile
advertisement when the advertisement of the same content is provided by the TV advertisement interlocking type. It
can be confirmed that it is quite effective to provide the same content advertisement to the customers who are in
front of the TV at the time of sending the TV advertisement. Therefore, it is expected that various services based
on high frequency technology will be activated as a new advertising service that will preserve the effect of TV
commercials in the future.
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