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A Study on the Effect of Advertising by Generation on the Types of
Tourist Attractions Posted on SNS
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Abstract This study aimed to suggest ways to utilize local governments' SNS by recognizing whether
advertising affinity affects advertising effectiveness and significant differences between photo types
(personality or absence) and generation. The survey was conducted from 1 April to 16 April 2021, and
a total of 235 copies were used for empirical analysis. According to the analysis, advertising likeability
affects advertising effects, and photos involving tourists have a greater impact on advertising effects in
their 20s. This will require local governments to make various efforts to identify the generations that
access SNS the most, and to encourage them to post photos suitable for that generation, along with

ensuring that tourists' photos are posted at tourist attractions.
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Table 1. Factor analysis of the Advertisement Likeability

Factor name Factor variable Factpr
loading
Advertiseme | Tgurlst mFerest in phot.ography ' .892
. - — I like the pictures of tourist attractions .831
nt Likeability . .
(2.941 — Attractive tourist photos .766
| ' — It's a well—expressed picture of a .683
61.278) . .
tourist attraction

a: (Eigen value, Variance explained)
b: X2=3533.194, df=61, p=.000

oo, Fagafel sk 29184 A3} Table 2+,
ofoldll #lo] 1.0 o<l she] 8Qlow
ABAL ZHS 62.015%, KMO=0.903, A1 A5 .832
2 ekt 2918 ddeglon BAES)
S ‘FugaPE Y3t

Table 2. Factor analysis of the Advertisement Effect

Factor name Factor variable Fact.or
loading
— Willing to share photos of tourist .836
attractions
Advertisement | ~ Satisfied with tourist photos 815
Effect — Willing to visit tourist attractions 783
(3.941 — Willing to tag or share tourist photos 744
62 '015)’6 with acquaintances
: — Willing to recommend tourist attractions 702
— Want to visit with family or 676
acquaintances

a: (Eigen value, Variance explained)
b: X?=868.231, df=22, p=.000

4.3 7V AF

12 A== Ak

Table 3. The Regression analysis

Advertisement Effect

Advertisement B SE B
Likeability 393 .065 .308

R?=.411, Adjusted R*=.398, F#k=21.194s%x

t—value

4,665k

* p<.05, *x p<.01, ==+ p<.001
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Table 4. The regression analysis(Photo type)

Tourist Satisfaction

Table 5. The regression analysis(20s)

Tourist Satisfaction

Tourist photos (including
personality)

Photos of tourist

Advertisement attractions

Likeability
B t—value B t—value
377 5.31 7k 401 6,604k
R*=.417 R*=.497

Adjusted R*=.476
Fk=31.937sxx

Adjusted R*=.403
Fgk=23.892:x

Photos of tourist Tourist photos (including

Advertisement attractions personality)
Likeability
B t—value §] t—value
282 2779 .362 5.11 9k
R*=.368 R?=.331

Adjusted R?*=.319
F3t=10.239#xx

Adjusted R*=.354
F3k=15.289sx

* p<.05, *x p<.01, ==+ p<.001
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* p<.05, =+ p<.01, =+ p<.001

Table 6. The regression analysis(30s)

Tourist Satisfaction

Photos of tourist Tourist photos (including

Advertisement attractions personality)
Likeability
B t—value B t—value
.299 3.003#xx .387 5.635%xk
R*=.381 R’=.443

Adjusted R%=.420
Fgk=26.563x

Adjusted R?*=.369
F3E=17.805x%sx

* p<.05, =x p<.01, == p<.001

Table 7. The regression analysis(40s)

Tourist Satisfaction

Photos of tourist Tourist photos (including

Advertisement attractions personality)
Likeability
B t—value B t—value
.266 2.219%x 273 2,299k
R?=.337 R?=.343

Adjusted R*=.331
Fat=12.161%xx

Adjusted R*=.325
Fat=11.925%xx

# p<.05, #=x p<.01, =*xx p<.001
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