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Abstract

Purpose: By studying the effects of SNS advertising characteristics and SNS advertising music characteristics conducted by
companies on advertising preference and advertising effects, we would like to suggest a plan for effective SNS advertising
operation. Research design, data and methodology: In this study, a total of 483 surveys were collected for college student
consumers in their 20s who had experience seeing advertisements on SNS, and 458 were used for the final analysis. In addition,
the collected questionnaire data were analyzed using statistical programs SPSS 24.0 and AMOS 24.0, and Sobel Test was
performed through structural equation modeling and regression analysis. Results: Advertising preference, purchase, and
recommendation intentions increased as consumers who saw advertisements on SNS perceived the characteristics of
advertisements (information, entertainment, individuality, and interactivity). However, advertising preference was not formed by
SNS advertising music characteristics (fun, information delivery, unconscious stimulation, and emotional homogeneity). In
addition, the higher the perception of SNS advertising music characteristics (fun, information delivery, unconscious stimulation,
and emotional homogeneity), the more advertising effects such as purchase and recommendation intentions were linked, and the
higher the perception of SNS advertising music characteristics (fun, information delivery, unconscious stimulation, and emotional
homogeneity), the more advertising effects such as purchase and recommendation intentions could be created. Finally, it was
confirmed that advertising preference had a partial mediating effect between SNS advertising characteristics and advertising
effects, and between SNS advertising music characteristics and advertising effects. Conclusions: Unlike previous studies that
have investigated the causal relationship of advertising effects according to sub-factors such as SNS advertising characteristics
and SNS advertising music characteristics, it is significant in that it analyzes the variables used in the study as secondary factors.
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3.2. Data Collection
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B, 25X X O|4X|7l UEs 252 E Helst 45885 XBE
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3.3. Scale of Variable

2 dFE sl sNs &1 EHE  Ducoffe(1996)
Rafaeli(1988), Kim et al.(2013), Zhang(2019), Chung and Kye(2004),
He(2023) 52| MYATFSES 7IHo=z FYEY, 234y, e
4, 4288 EF FTses CHAREH EES HE5H0
2z 47 22 B 167 EY2Z, sNs g £
Hahn and Hwang(1999), Ko and Jun(2007), Park(2019),

HoZ Mo, YEUE, FoANH A3,
2 I =24 & 127 2eeE &
ALt FuMzE= FAMZEE Oz 2752
Bronnenberg and Dubé(2017), Jung(2019), Choi and Lee(2022)2| &
TE JHRE 47 TS, 12 Boulding et al.(1993),
Shahid et al.(2017), Kim et al.(2019), Oh and Kim(2022), Lee and
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Table 1: Scale of variable

Vaeboe Source
NS Advertsng entertanment Kimetalp013)
Characterisics nchickalty Zheng2019)
] Chung & Kye011)
ng 8Kye)
fun
no Hehn & Hwang(1999)
NS Advertisng Musc | delvery ofinforrmation Ko & Jun2007)
Craracterstics unconscious stimulation Park2019
emdliond krship Choi2i)
B Bronnenberg & Dub&2017)
Advertising Preference Jng2019,

Choi & Les022)
o Bouiding et al(1993)
purchase intention Shehid et dQ017)
Advertising Eflect 3 Kim etal(2019)
reoommendanon Oh&Kim 022
Intention Lee & Namkung 015)
4. Results and Discussion
4.1. Analysis Methods
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4.2. Demographic Characteristics & SNS Using
Characteristic Analysis

ATEAN S8t SNS O|&5-E2 Table 201 HAISHALE

Table 2: Demographic Characteristics & SNS Using
Characteristic (n=458)

Demographic Factor Frequency % effective %
Mde 19 2 )
Gender

Female 9 718 718

Lessthen 300000 ) P P

Lessthan 300000 to 600000 55 &2 &

PN | | ess than 600000t 00000 % 188 188
| Lesstien 90000010 1200000 8 61 61
Lessthn 12000001 1500000 7 15 15

More than 15 milion 10 2 2

Facebook % 210 %
Meinyused | Instargram 193 | 421 193
NS Youtube 132 28.8 132
etc 37 8.1 37

NS lessthan ayear 6 1.3 1.3
absipion | Lessten 12yeas 12 26 26
peiod | e then two years 440 | 961 | 961
Theman | Sefepresion 19 118 24
L’;?:gg’zog Indirect experience 4 29 103
(Mgl Relaxation/ertertainment 31 188 675
asner) | Popuiarty 135 & 25
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Pursuing new connections 35 21 76
Take alook 28 182 651
Communication with
acqurtances % 199 712
Search forinformation 21 135 483
Shopping 7 46 166
Toal 1641 1000 3583
Advertiing 31 68 68
Themost | Productinformation 8 105 105
sought-after | Entertainment Information % 122 122
nformaton | News EY) 66 66
onSNS " Aautthe people you folow 774 598 598
ec 19 4 4

4.3. Validity and Reliability Analysis
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Table 3: Results of Validity & Reliability
Vatbe e | AE | S Gorbaiso
SNS Advertising Characteristics 16 o4 895 913
NS Advertsing Music
. = 12 93 200 915
Advertising Preference 4 851 %58 938
Advertisng Eflect 6 70 &7 20
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4.4. Correlation Analysis
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Table 4: Results of Correlation Analysis

TE 1 2 3 2
1. SNS Advertisng Characteristics 684
2 NS Advering Music Cheractesics é% 63
y &5 | 0
3 Advertising Preference @9 20 851

624 5%6° 63

4 Adetng e Gm | B9 | @y | P
Mean 3574 3498 28% 2914
SD 53 m 89 89

Note: ** p<0.01, a: The darkened diagonal is the AVE,
b: Coefficient of determination marked in ()

4.5. Hypothesis Verification Result
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Figure 1: Hopothesis Verification Results of Research Model
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