creative
comimons

C O M O N S
& X EAlI-HI el Xl 2.0 Gigel=
Ol OtcHe =2 E 2= FR0l 86t AFSA
o Ol MHE=E= SN, HE, 8E, A, SH & &5 = AsLIC

XS Metok ELIChH

MNETEAl Fots BHEHNE HEAIGHHOF SLICH

Higel. M5t= 0 &

o Fot=, 0l MEZ2 THOIZE0ILE B2 H, 0l HAS0 B2 0|8
£ 2ok LIEFLH O OF 8 LICEH
o HEZXNZREH EX2 oItE O 0lelet xAdE=2 HEX EsLIT

AEAH OHE oISt Aeles 212 LWS0ll 26t g&
71 2f(Legal Code)E OloiotI| &H

olx2 0 Ed=t

Disclaimer =1

ction

Colle


http://creativecommons.org/licenses/by-nc-nd/2.0/kr/legalcode
http://creativecommons.org/licenses/by-nc-nd/2.0/kr/

DA B G S

PN KB B B

A ot

20164 84



HAd Alolux] 3 S4o] BU=
0121..1*9} a4 A A 9%

o] WS WEE HILEMN HILE BIY

2016%F 8H

ek REERvAY HE HEEN wmS RES

THHIREBE FE8 KRBT

20164 8H



The Effects of Digital Signage Advertising
Characteristics On Brand Awareness and

Consumer Attitude
: The Moderating Effects of Advertising Appeals

Gyou-man Chae
(Supervised by professor Yong-Cheol Hwang)

A thesis submitted in partial fulfillment of the requirement for the degree of
Master of Business Administration

2016. 8.

This thesis has been examined and approved.

Department of Business -Administration
GRADUATE SCHOOL OF BUSINESS ADMINSTRATION
JEJU NATIONAL UNIVERSITY



ABSTRACT vi
T T ..-sLL 1
1 BAAZ] B @F WJZ e 1
2. QAT B WO oo 5
3. FEE] A rereerreee e 6
T O BB HJ 7 -ororromoormooeoeeor oo 7
R L llllllH LL 7
1) X8 AP RG] H O Sp B -orommeremmo oo 7

2) UAE Ao UA] FIE] FA rorerororrorerreneene e 1

3) UAD AROILIX] AFQE] BF orororomooerono oo 15
e .- A - 17
DR b R I 17

2) BLRAE QIR I srrrcsrroros e 20

3) BAE QIAIIE A G QT oommommomm oo 30

3. BHZE B e 32
1) 2 MR B O] S]©] rrrsrrrmsroro e 32

2) B LB I weerrerees e 34
R L - 37

Ao BT AT e 41
1) B AT0] 8] 8] rreroromser e 41

2) O] H ATSh A AT oo 42

) BIE AT FF ABAT ooorrrosrororonron 47



C TR 48
AT 50
D "AE Aoy Far 543 BAE QAR e 50
2) HAE Aoy 3l 54T} LH|AE B IR oo 52
3) BAl= AT HAE B/ oo 54
4) Bl QA ESF LB I coooommm oo 54
R R o —— 55
6) FILE =S H A= B I oo 56
7) o)A ek A 270 2EEI 56
Magro] A Ao Bl S 58
D YAE AF)UA] FaL A e 59
R R — 59
R 60
4) BAlE B IR oo 60
5) oA &k A T 61
TR} AT oo 62
D) FAF W 62
2) BA] PR oo 62
S 63
AFTEA] 64
F o] GHEA 5 e 64
A I ob BFAG SA] oo 67
D FA48dd ARmet B AT 67
I 70
R B 70
2) gAY Aoy il 543 BHE QAR oo 72
3) HAE AtoluA] Fan 543 MR B oo 72



=

i
i
2
0
k%
s
o
I
oz
ﬂ
\\]

5) BAE QAT Sh H TLB I wmmemem oo 73
6) EWE QAEG HWES B cromsremmsrmmsromsmmmmsemmssmmsmenae s 73
) BIHES BAE BIE oo 7
8) ol A AT AAHH 2T BHET oo 75
R 83
1 QAT ATHE] SO -ormmormmoormm oo 83
A G B 84
1) O] A AJAPR —ooormoermmseom oo &

2) AJTA) AJARR —oooemoreo e 87

3. AT BA D FF @I oo 88
e 89
o 105
s ABSTRACT --n-mmrmmmmmmmm oo 109



FEITAA2HO A UAE AP R oo 8
AL APOIUR FF G AFH -orooosrommsrrmmos e 1
UAE APOI LA 8] 58 B -ormooromooorono oo 12
AEA BB DAY ArIUA FRE BB oo 13
AA A" ALOIUA A A TE(OF) oo 17
T UA” Al UA Y A TR ) oo 17
VA &S AAH ATl HE APAT oo 13
O AT B WAIA srorosreomsreses e 15
AR AT BE FAR oo 47
I il il lB i 63
T 64
gAE ApoluA] Fao] oisk AubA el AbgH(n=172) oo 65
TA LN BGA, AZE B oo 68
R I R I [ R 69
ATELG O] A G| G -oorommmrommmrmmo oo 7
I 74
A ATHFY FAETHEBE AQ)) oo 76
A £THEY FAETELNLS g oo 78
AAA 27589 ZAEILNE AQ) oo 80
AAA 27589 ZAEI(ELAE B oo 81

_iv_



[-1>
[-2>

g I-1>

a-2>

g I-3>

a-4>

g I-5>

o-6>

4 o-7>

m-1>

4 v-1>

v-1>
v-2>

DAE AROIURA Y BABE B oo 3
QT BUBIE oooooromoeromoor o 6
) AG APOIUA] A 22§ wromomommoorono o 9
AH R BEAF FA oo 18
L R 20
BAE AAE GABAY AGH B oo 2
BUE QA BBFE oo 23
BAE A 8] TR rrorereermsreems e 24
I 33
e B 49
DG APOIUA MhR| 8 —-oeroooeroeoeereoeeee e 66
ATLG ] TR HRA] A oromoorrmmoromoormmoronoeoeee 71
A 2T BAH AT RHET BA BY e 75



ABSTRACT

The Effects of Digital Signage Advertising
Characteristice on Brand Awareness and
Consumer Attitude

. The Moderating Effects of Advertising Appeals

Gyou-Man Chae

Department of Business Administration
Graduate School

Jeju National University

Supervised by Professor Yong—-Cheol Hwang

Digital signage is installed facilities provided in the digital technology
OOH(out of home) space in order to most effectively convey information to
the signage made of digital techniques.

Digital signage refers to a digital display can be controlled remotely over
the network in public places and commercial space refers to digital media, to
provide information, entertainment, promotions and advertising.

This paper is a study of the impact on brand awareness and consumer
attitudes of the digital signage advertising, and the moderating effects of
advertising appeals(rational appeals and emotional appeals).

Through this study, it would be helped that the current situation of digital
signage advertising is comprehended, Moreover, it is possible to present the

future strategy of digital signage advertising and the marketing implications

_Vi_



To achieve the purpose of the study, the surveys were conducted target
200 consumers living in Jeju . 187 responses were collected, 15 responses
were deleted lacking proper information fill in. A descriptive statistical
analysis was applied to the remaining 172 responses. All hypotheses were
tested using AMOS and SPSS 18.0

Research model of this study was proved to be acceptable through path
analysis and significant findings from the study are as follows;

First, digital signage advertising characteristics was found to positively

affect brand recognition.

Second, digital signage advertising characteristics was not found to

positively affect brand recall.

Third, digital signage advertising characteristics will be a positive(+) effect
to consumer attitudes. Test results, advertising attitudes had a positive

impact. But brand attitudes had not positive impact.
Fourth, brand recognition was not found to positively affect brand recall.

Fifth, brand awareness will be a positive(+) effect to advertising attitudes.
Test results, brand recognition had a positive impact. But brand recall had

not positive impact.

Sixth, brand awareness will be a positive(+) effect to brand attitudes. Test

results, brand recognition and brand recall had a positive impact.

Seventh, advertising attitudes will be a positive(+) effect to brand attitudes.

Test results, advertising attitudes had a positive impact.

Eighth, digital signage advertising characteristics and brand awareness will
be acts as moderating effects of rational appeals and emotional appeals. Test

results, there was a partial moderating effect.
The study provides implications as followings;

First, recently, consumers have a higher awareness of the digital signage.

= vii -



advertising. So advertising through digital signage media 1s generally
corporate advertising also means that a relatively large effect.

Second, digital signage advertising i1s a new advertising media. Although
effective, the attention of the consumer, as an effective advertising media has
not yet been demonstrated. Therefore, additional studies are required.

Third, there is an effective promotional products and marketing strategies
to increase brand awareness. Therefor, media strategy using a variety digital

signage is required.

Fourth, advertising message of digital signage 1is effective to rational
appeals. Awareness of consumers for digital signage are reported as

informational type advertising media.

This study, however, has limitations to its being generalized for all

products or all situations and demographic variables.
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Zl=o) ddel mE ARS viro]e] WstR vy ofe] thek AF-Fe] Ak &
PFEZS] Had Fedada B2 HAE AteluAe] HEFS Fste] v
ARGl ek WEZ=7E Bol stk =, &nlAke] mino] AdEdo] wopx
A ommele] thAstel g ARgAt Al TAE AbolyA = S ARSI AT
Aol olAal e oM Fgd Ao JgAHEFARETAATY, 2010).
Ak ISE 201404 78 2 olr= A dAe LGHA == UHDY 2=&4
ol7F HAE AfeluA|om EAA R HEET] AZET= AHelth 2014d YA
g Atelyxg UHD #id AtEs dd din] 69 S7kek 15%kdje] oj=2a1
2018 dell= 65t E dold Agolvt. o]k astdel Fueh AHIVE Y &
Ads F3l =FEud Fa vjARA gAE Aoy THAE HE Ad
ATH(EE X, 2015).
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<E O-5> AlA vA" Aoy 2kd Al 1 2(9$)

T 20109 | 2011 | 2012+ | 2013 | 2014 | 2015 | BEFHe
AZE Y 10.8 16.5 25.0 36.9 54.7 784 48.7%
=49 12.1 152 191 22.7 277 33.1 22.2%
& A 22.9 31.7 441 59.6 82.4 1115 37.2%

ZA 0 S AAEAATY(2010), ABI Research 23EA &,

oAl 20150 11x9e® AT Aoz HAysta Aok =l A%
T e AEAYE stedoiRts 2= 5 AZEYO HokolM ¢ =

S & Ao dFsta g Alz"/stEde] FiEe &) 20101 55.5%0]
A 20159 30.6% 2 Srolx = wbdol Fa/EEl=/SW RS 20109 44.5%°0 A
20154 69.4% = AA T/t oz AGEATHEg A EAATY ABL 24 A,
2010). 53 M ESAE &= tA" AlelUA AlFe] 544, 4 A~

WS AR BAAZE Sl OAE AbeluA Age Amsta ks,

1

2012).
<E I-6> =4 gAE Aol YA A A% F (9 Y)

T8 201049 20114 2012 20134 2014 | 201594 | H#E371&

o 510 922 1,614 2,742 4,686 7,738
SZEANA | 050 | Gose | Ghive | @56 | @oo | @dg | 1236%

N e 636 910 1,313 1,789 2,497 3,412
3h= 4] o (55.5%) (497%) | (44.9%) | (305%) (34.8%) | (30.6%) 39.98%
3 A 1,146 1,832 2,927 4531 7,183 11,150 57.64%

Z2 0 F2AAENATY(2010), ABI Research ¥ A=,

1) &njAk g uA e a4y
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AU A 7E Aol wEE

ir

to ey A

pA

Fel Al =

7+ ] (sensation) 2} 1L

g 27}

1
.

o};‘(

o}
=

Ae

PAG A5 Aol B

S

b 2

A

[e]
A

N

o)

<
A

ok

!

=
ﬂ

AT

] 7}

:g‘_
bl o] & F9](attention)zt

FAY

P R &, ASEe] el Fas

S

Furg A

™

-
o

HolA =

o] A

7171

El

o

i

h=Nye]
=

2 v

Z}A

7F onh olm) AR AR

o},
o ol Hu eI}y

= =
= =

s

1S 37| (arousal) 2L

-
s

LEELE P DR

il

ARA
2243

dr7b w0l 71l Agd & vk weEkA o

==
T

o]

a4

=
=

el Azl ol

)

)AO

~
o

o}d 71354

-
s

b, o] MRSl An

-
1

=
=1

el

Mol =

1
.

3} (comprehension)

A 2} (perception)®l| &l & 3Fc}.

Bgow <1

s

S|
o

J

(interest), & (desire), 712 (memory), 35 (action)?] S¥+AI = A

F3to]

S
=

), R A 22

B
B} oHEE FudEor YetiAY 7)o

-
-

bt

A

ol

W

v Ao 7)

) AFEH, o] o

crow Apghdrh aEu A%sA Fel

o

AuE gselA] o} F e ARE

o

Hoz 7golA

Fole A%

74 1o

_19_



Foma, o2y F9% AR g s A " @r]7]eel A A
" AR 5 die dsds T Ao ool dys AdHEH 28
A HA e AxnE FZErh(Atkinson and Shiffrin, 1968). o]2]gk dzie] 7]

3>& BF1ReE B45E Aol

<" M-3> tgF7|9ed

@ sl n

gz Bl o AL gy ¥ Y = U
= (T | AR e CAeA
%2 4

=2 0 &8, ezl 92, HEE(2015), "W AEET, SFEAL p. 148,
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Keller(1998)= B al=eh Apale] AFol} 71l AA4e el the A%
ol Aulsh Apastalel vehge Aoletn Aol 3 mA=E Ea)A
AAEE AAe] AFol AulAs e Ad FEAAW 1A AR

xHs 9

Kotler(2005) %= 54712 AF 2 Au|2E v Apol Al 2HA 7|5, 2 4 A
Q
[€)

= Bdse Ao YA} AASe) AFD AuAE wAdA AEAo
2 el 99 suoln, wAe] el AE e Gse 14 ol
g e g ARAAFE Sl ")

o H
r o
ol
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e
o
N
0
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8, =41, 2003).

BAE AX]%(brand awareness) A A7 & AlE HFo| &3 54 HAE
A 21 (recognition) st A Y 3] (recal)st 4= A= 58S Lati(Keller, 1993).
BRAETE LR A 1A E L A 54 BIES g BAEg o=
Ar7tA EE ¢ dertee Adeld mEA BilE QA EE Bils=d o

g oolm Ao Bi=E Aok 7|ubo]l H AnjAke] vl AL

ARtz om LHAES AlFs ARES7] Ao AlEe HAE
BT, AFI A crm Aol Hol e oy ARAAE 28I o3

A4 Frol o WAlA @A (intrinsic cue)et < A A
A (extrinsic cue)E FEEHE=H o] F YAA dAE AE g4 EAy A
A A, 3E,
2 B7s

A &

i
o
(A
_O‘L
N
2
it
o

49 BAge QAT A% AED P & fe 54

i
i

uj =] 5o] o]o] ¥EstEIt}(Jacoby et al, 1971). AA = AnH
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2ES 85t Aoz ¢ A A tH(Shapiro, 1982).
< e

J= F4g B AdH B AT Ak

LA R L] Bg= 3}
FeE A7 F-u] Z e
78 8

HAE (T Yohl) mem A FHF ST 2 | AFAF ETC) 2A) =— BI=(Z 6 IF)

S 1 obds, 3, AAER009), MEFA Bz, olgd &§, AL p210

Percy and Rossiter(1987)= B A= QX =& U E Z7oA HA=E AHs =
2H[R}e] FEolw ) Az 7]9&e] HAE wabde] el A Qlvia sk

7.

Zta sFth 1E AH|ATE 719
<9 O-5>¢F Zo] 47« F-7o dn=z dHsidin. =, do] o] Bil=
2 B Aol dE=7}? o g A< (recognition), 5 A|Fo] o= HaUM=<l7} 3
G Q=712 9 FA(recall), AL AL 7198 UE BA=E Lol 9

A7) % (top of mind), ¥ 7FA 5AH BA=wS 5438 £ Qe o A

0%
]
o

B
B

I

(dominant) ] t}.

_22_



<8 [I-5> B ox % vgn=

=

FA © Aaker, D. (2000), "B HE Apake] A2hA #E, A& UdEw, p 54

Lo

mebA BAE A= G A, AFemAE dhs = A A A
o) g, B4, AF U AW} £7S AT A%, AA, AFH 1Y
7rel AFIE Foste= 98 Ui, e Al 2y A XS o] ESHA|T]= 9

(Aaker, 2000).

Fe HAE AAEE TUAGE] 2 HAES A dore) SR aelsie

Ir
°
%0
SN )

Qe NG AL BAE hE SolAe] BEE WHAA FuE BA

(Nedungadi, 1990). 3t =k7t & Bt AHA7F AFAHHE F55H
g glo] ®Bop 22 Folo &
gt Bl lolA
Holbrook, 2001).

Miller and Berry(1998)l <] 3&}H

828 4 Q7] wE AAH

Ho
o
B
|z
=
[
rO
2
k
rir
ox
ry
r
L
N
%2,
lo
G
oty
!

_23_




o
;.OO

X0

)

—
fIte)

o

3T
™

R

b mmlgsh ol

ol

Y= g2

[}

7}

=

ol

2
Nro
K
7O

<y

=

shech.

S

B} e

Q

o

us

il
X

ol
TR
-
Hlo

ool

J =
H]Y

3

-

T
(e}
AR

7}

A Zbs} u) ol 2R HA Y A4 of

+ o]lu] A

o
yal

7]

.
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A 21 (brand

Bl = <% %(brand awareness)®} H M= o]m] %]

<Y M-6>3 ol &uAst A1l BAY FES B

1
T

recognition) ¥} B M= 3] 4 (brand recall) &= &3} t}.

Keller(1998)
(brand image)2]



<Y MM-6> BAT A Fx

ny= 54
BYE A= /
\ S——

%4
Heal= 24
Ba= |2e] .
3 H
] Alo H=
B o]m]z] #ﬂ;‘ﬁ:“ L T
=

=

=2 Keller, K. (1998), Strategic Brand Management Building, Measuring, and Managing
Brand Equity, NJ. Prentice-Hall, p. 121.

2 owre gA8 AloluA Bug un 2uaEe] FudA AAF BAsE
Auith 2 Qs bE A% BAsE 1 SHe] ok webd BAE Q14

2 pdsd U@ A sy 94 SHow 54 nase i A

A rgow Helaud @,

(T
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Iy
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¢l (brand recognition)®| @ oj® Hal o] that FH 7} 7] Lo Y=

Ao o5 ouletes Zor HAE IYNHUe AUHor QAR FrRTt
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% oe] 7K w1 AAete T3 o] FolA Awe A%

o
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=
it
X
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o

= Fejoltl. M, 42 A (batch—testing procedure) =AW H ot} o]:=
g Mo Agy SHS AW solwa 1 F AHES AE2A sk wAS
shoh(71 74 &, 2009).

A ATt xel 4 Aldel Aol IFL WdAE FA i 2

=
719) Fol M ARE AEs e AA-S Lok AolAT, AQle Ag= ol

2

jiz)

A BAES AFE] e 9EH4e FA Ho] A4ud FU% A&
% BEE 79 Lot EA5

o
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X
)
or L

7] el 3%

3143 A v B 7HA Sl A vlaE & vk (Schiffman et al., 1981).
A= dF 7hsAolth 7o) JIEHE AAS Aoy dvbx oz Aol
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U}(Bagozzi and
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=

3] 4k (brand recall)o] & AW AE

Silk, 1983).
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A o 71 413 REEXY 30 174
! o] 2} 101 58.7 A 35 20.3
20 27 15.7 A} 2] 38 22.1

300y 52 30.2 7144 15 8.7

;f 401) 44 25.6 ’g LR/ AL 2.9

50T 33 19.2 F3Q 2.3

60t o] 4 16 9.3 24 22 12.8

nE 27 157 Fr 8 48

8 | ArgE 47 273 7)€k 15 8.7
& EES 73 42.4 200%Hg wlwk | 47 273
o) 54l 25 145 200~300%+4] 52 30.2

= | 3007500791 42 244

7| s5007700u 9l 18 105

700%Hg ol | 13 76
172% | 100% 1729 | 100%

WA Al FARE Aurd d4 SS9 F gAo] 41.3%, oJAlo] 5RI%E
o o] tha Wkt dAsEdEEE 30t(30.2%), 40tH(25.7%) %2 YERY SHAE S
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AEFE GZzaam) 7 A o] 2%

WA FF 110 15.4 64.0%

2 3 120 16.8 69.8%
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e | 78 10.9 45.3%
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N FIgE 51 72 29.7%
%}; HEAE 87 12.2 50.6%
st 61 8.6 35.5%
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& 28(168%), WM AFF(154%), WH137%), NIFAE(12.2%), A3+
(10.9%), 938(8.6%) o2 AAdaL ATt ol 2H|AE] AF = TF
Favhs 5AS AR glo]l Solda mjA A Ads & FYsta qivka
Bk =S gAE Alelyx] wiAE o] &g B P& Eol B A

Fold AAEFIL %ol 71%a1(29.7%), AEFIL(25.8%), A H|23311(16.9%)
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O7 AT Aot S WA T 64.0%= 110/172=64.0% % 172709 A
T M2 FENA Fag Bokrhs 2uArh 64%¢l o] &tk ojvolt},
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HA 050]%olofof
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gol AFrdrr Htsit) webd 2 Ao WeES WHdAAdY FHEND
Aol IS & F Utk
<HE IV-3> 71489219 EEA, AFE 74
EEEEE R
=
891 %-d'yg 29 Cronbach _9_;7"—? =3 )‘%&“ﬂﬁ )\]7];]15:
. > RS = A ~
A a A2 | 2 | Cr | (AVE)
0Ag Pu= AMET =37 842 852 274
Abo] U R e A nn 57 913 908 176
910 893 677
B33 AA 71ete] @) 819 786 382
=2
=78 2Q20t o} F 78 801 734 461
P Al B3 s)letn o) 808 683 530
BAT | B Bdcs ww ) 3E 740 803 355
. 830 872 631
A Apel A e @ sle g, 708 831 224
HAEge Solw 44 94 641 797 365
e Ba S BAs 79 523 903 185
EAAELS WEFE DA 831 819 329
E%HE ] 13 ] A)
2= S0l HPYC o -
o4 Lz/g0te nUEe} A4 857 873 826 317 913 678
DAEEHORE nas Ay 808 818 331
Pumds nasy A4 737 743 447
AbolU A e A8 H 664 658 567
ArOlUA BaE FT EE 847 718 484
FIEHE AEEA 2 £d 764 870 790 376 866 565
AEe) EQol TA AR 667 830 311
Fuld B e FE 706 749 438
Abol U Bae A 505 763 418
Aol B AgT S5 742 757 42
Bd= AE5Y & EA 739 894 857 265 897 636
31 E =B o] = AL Rl . OO0 . D . o .
AEe] Fdol EA AL 745 824 321
Tuje) w Ao % 788 782 388
AubHel wolvle 4 @k 860 788 379
AW oz Fabo] 7hth, 863 815 335
EE
o W FHHe Qe #o), 890 916 940 116 908 667
s By
WAAE e A = ok 763 794 369
te 3 Aol He 14 708 730 467
AuA 0w Hqko] 7hu). 574 59 645
1A % W 2HHe e Eoh 72 878 229
LG —~ 725 803 510
e WAAE e N & Qo 760 701 508
e Pas} Aoy 4 824 651 576
X2=638.302, df=426, X2/df=1.498, RMR=0.109, RMSEA=0.055, GFI=0.823, NFI=0.847, CFI=0.942
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AuP)

Aom HASAd, BAE I A BAE HEd FFHAd FFCR=1.997,
p<0.046)& " A 3 AU wEtA <IHER>I <IFH>E AP EHAU<E IV
-6>.

<IFEA10>S Fa HEe BAE HE 71 JFAAE ASstE JPEAEA, A
ZA437, <% N-6>°] e
9 3 (C.R.=5.649, p<0.000)S v xaz YA}t wpebd <7pA10>L A 8 5 o}

o= Faol UE FAH HER FAE BAS] U A4S BAsd] o)

o
-
0
m
o
o
11]
=
=
rir
e
(£
[
=
[y
=2
ol
ol
)
r o

g HEE SAAoR JAHIL JFS HolFeE 23R B 5 Utk
<E NV-6> 7MdE A3
= ;
| ARCHETR) = E;}) resell IR e
Hl | AfelyA] —»H A=A 391 .059 4.861 000" ) =
H2 | AtolyA B A=34 -.047 050 -.629 530 712}
H3 Abol U A =3 e = 202 055 2.438 015 A €
H4 | AtolyA] »BA=H = -.088 041 -1.326 185 717}
H5 | 2dl=Ael —2d=34d | 620 .089 6.382 000" A &
H6 | HA=AQA —»Fue= 374 107 3.153 002" A e
H7 | 28533 »Fag= -.023 104 -.221 825 712y
H8 | Zd=A9 —2d=egs | 252 084 2.539 011° A e
HY | 2d=3d -adsge | 171 .080 1.997 046" 2 =
HI0 | #aHE »BH= Be 544 091 5.649 000" A e

X2o.o5(155):199.783 GFI=.903, AGFI=.869, NFI=.917, CFI=.980, RMSEA=.041
*p<0.05, #*p<0.01, ***p<0.001
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g3 BA<IFE11>2 SPSS PROCESS, by Andrew F.
&3l 4389tk PROCESSE dezday 24 9 o
i E FA W8N oyl S-S 1P 24 8 vH(moderated mediation)
Aoy j7f-F 484 7+ 24§ YH(mediated moderation)®4 5 2714 1A
B0 u]$ AWstA BAE = Qe TR tH(FE R, 2013). 3 o] &

g8 BAT & Qe mde] S F kA REE B mEede Sg-vw

= 7ke] A Eg3 BA 02 model 7S o] &8t BAEY
BAAINE o)A 23S 2dagne) AAd 2363 2dagns L8
st AsAv<ay V-2>.

o194 &7 244 27

THEY 2HEIE AHEUE V-7>, 34, YAE Alolyzx B 54
of 23 JaqFS FTH366(.053). t=6.907(p=.000), A5 HLEXED 2
ko]l 261~.4702] F3rol dol 0¥ tE, F9% JFS 7). =AM, ol AT
AAl HAE Ately x| FausAge] FAHA(+) YIS FUH202(.063).t=3.196(p=.002),
Alge] FEZER] 2l F7ko] 077~.327¢ kel Qo] 0% oh&, fFolst ¢S +).
AR, OAE Atelyx] Fa 547 HAHE= Ale]l =4Sl int_1dlA = fFofgt
FFE B 2T ATH127(.047), t=2.712(p=.007), F-EXEH A F7ko] 066

~ 1272 0& =¥ &g, 93 odFS ). A, HAZ ZA(219(.079),
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t=2.785(p=.006), A|F<] FEXEM A F7ro] 064~.374% 03 thE) W T]AE A}o]
Uz B3 EAJ(222(.057), t=3.889(p=.000), AlF9] FE<~EW AlgF7Fo] 109~ 3347

037 ol FEHWF

Lol AFAR FIFE Fi o] "AE AtelyA|
al Aetar Aok oAA,
HAE= AQ1(447(.080), t=5.607(p=.000), A59] F-EX~ER A% F7ko] 289~ 604 03}
t2) 2 gAE Alolyx] Fa EA(108(.065), t=1.655(p=.099), A5 FEIEN
AF ko]l —021~ 2372 05 EF, Fond #AglE)e] TEHEUST BA= H

o] gl <UHd4>9 HF Ao dAsta vk oAAA, o] A AT v
B(-1.134) 9 A" Aoy Fa 54 AlFs 087(AF59 FEAED A3
ko] 029~.1702.% 03 thE)elH, o] % AT7F =& A(1.134)9 HAE Ao
Uzl F3 B HA5Es 073(AFe FEAEW A T3glo] 025~.15302 03 tE)
o % yehy SRS fAdY AtolyA Fa 543 B A, Fa HE A
ole] FAAA oA Ao HEINV IS ¢ F Arh wEA <IHA
11-1>2 A& A,

Model R R* MSE Fk df1 df2 P
Summary 542 .294 813 22.594 3.000 168.000 .000
Bootstrap 412 7%t
Model coeff se tk p
LLCI ULCI
e 4475 070 63.661 000" 4.336 4614
AFo] LU A] .366 053 6.907 000" .261 470
ol AT 202 063 3.196 .002™ 077 327
int_1 127 047 2712 007 .066 120

#xp<0.01, *#xp<0.001, TEHSF + BA= A<, int_1 = Are]UA] X o] &

Model R R? MSE F#t dfl df2 D
Summary A78 228 702 34.207 2.000 169.000 .000
B rap Al T3k
Model coeff se tak p Li%tISt a QUin o
& 3.971 .346 11.472 0007 3.288 4.654

A <1 219 079 2.785 .006™ .064 374

Abel 1 A 222 057 3.889 001 109 334

#1p<0.01, #x+p<0.001, TEHWMF © FI H =
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Model R R’ MSE F3k dfl df2 D
Summary 519 .269 .859 36.642 2.000 169.000 .000
Bootstrap 212 137t
Model coeff se tZk D
LLCI ULCI
& 2.723 .349 7.813 0007 3.288 4.654
A Q1 447 .080 5.607 000" .064 374
AFo] L A] 108 065 1.655 .099 -.021 337
wxxp<0.001, TEHEAGF @ BAE B
Mediator oj A AT Effect Boot SE Boot LLCI Boot ULCI
-1.134 .087 .035 .029 170
2= A<l .000 .080 .031 .028 152
1.134 073 .031 .025 153

HElL-2>E A" AolUA Ba Y% nds S Gl o gH AT
Fee 2AETtE AFsHe AoE BAANE N8> A, UAE Aol

-
F1 EALS BUs g foldh JdS =UH(.240(.065), t=3.702(p=.000), A2
o]

ol A AT 9A gAE Aoy B A A
t=3.232(p=.001), Alg=2¢] F-EAEZY AlFG7to] 087~.3592 3tel o] 03 thE, 9

& dFSs F). AA, HAE AlolyA Fa 543 BAE e 24l int 1
it

2 oA g Aoy A Fal EAJ(.270(.049), t=5.465(p=.000), Al52] FEX~EH AL

ol 172~ 367= 03 thE)o] FTEHWHT FaH Lo <7HAA7>9] 7|zt = EFslal

o

1784 F5 272 QA AFARA F&FgS T o gAE AlelyA Fa 5
dol FaE ko] tigk JEFs Bl o] FEujrista vk gAlA, Bill=
3] 4H(.393(.075), t=5.272(p=.000), AlFo] F-E~EM AT 1ko] 246~ 54007 03} t}E)
2o Ox" Alol U] Fa 5A(178(.055), t=3.231(p=.001), A5 FEXEH Al
Zkol 069~.2860.2 03 thE)o] TEHWMG BHAE o] AHAA J&FS T 9

ol HA& Apolyx] Fau 5ol B Hiol e JIFSs BA= 34go] F



TuiAEt itk oA, oA ATt e A9(-1134)9 tAE Afe]yA
Fa EA ASs 039(A5e REXE# A F3to] 008~ .089% 03} thE)o]H, o
AA A7 =5 45(1.134)2 YAE Atelyx] F1 5EA HE4E 03049
RE~EH A F7Eo] 002~.022 07 tE)e 2 ey S A E Aloly
A 3 EAY B 34 Aloleo] #IAE o)A Ao o] -t 9l
=5 & At mEkA <IHA1-2> 5 A EH ST
<HE V-8 oA AFFEe 2dag(BEAHE 34
Model R R? MSE Fzk dfl df2 D
Summary 426 181 919 13.627 3.000 163.000 .000
Bootstrap A& 3+
Model coeff se tgk D
LLCI ULCI
g 4.810 078 61.717 000 4656 4.964
Aol Y #] 240 065 3.702 000" 112 367
o] AT 223 .069 3.232 001" 087 359
int_1 229 058 3.962 0007 075 383
#ekp<0.001, TEWMS 1 A= 34 int_1 = AbolUA] X o] AT
Model R R? MSE F& df1 df2 D
Summary 453 206 723 28597 2.000 169.000 .000
Bootstrap A& 37+
Model coeff se tak p
LLCI ULCI
A 4.257 296 14.368 .000 3.672 4.842
5] 144 .062 2.312 022" 022 267
Aol Y X 270 .049 5.465 0007 172 367
#p<0.05, *+xp<0.001, TEHF © Fal HE
Model R R? MSE Fz dfl de2 D
Summary 502 252 830 30.987 2.000 169.000 .000
Bootstrap A3 -7+
Model coeff se t3k p
LLCI ULCI
e 2.830 351 8.068 000 2.138 3.524
5] 393 075 5.272 000" 246 540
Aol Y A 178 055 3.231 001 069 286
#xp<0.00], THEWF @ 2HE H=E
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Mediator o] A At Effect Boot SE Boot LLCI Boot ULCI
-1.134 .039 .020 .008 .089
2= 34 .000 .035 .019 .006 .080
1.134 .030 .021 .002 .082
HE1-3>E UAY AelUA #a S nas el ghelA gAH AT

T 5EA4E BAE Aol FY3 FaFS TUTH393(.054). t=7.315(p=.000), A<
Zbol 287~.4999] Fztel glof 0% &, o3 9FE &) A, &
yAl Fa 540 ol 3ol ArH149(.069),
 Alg 3ol 106~.2059] 3bell glol 0% v, frolst
dFe F). AA, dAE AelyA Fa 53 HA= AAe] =4 int 1]

TH.179(.060), t=2.991(p=.003), F-E~E 212 F7ko] 039~ .296

%0

o2 0% EFA &g, I 4T de). = 2EIHRIE Ak UlA, BAE A<
(219.079), t=2.785(p=.006), AlF] REX=EHN A FZho] 064~ 3747 03 &) L T
A" Aboly A Fa EA(222(.057), t=3.8%9(p=.000), AFe] FEXEHN A F3to|
109~.334% 07 thi)ol TEWT Faefee AHAR FEFS Fi 3o HAHE

AbolU Al Fal SA4o] FarEel] e FFES HA= o] FEuisieta 3l

of opAlA, Bal= A 21(.447(.080), t=5.607(p=.000), AFe] FHEXE:M A F7lo]

289~.604% 03 thg) B HAE Aloly ] Fal 544(208(.065), t=3.129(p=.002), 7
ol REXEN Aol 021~ 3372 02 EdatA] e, FoAF dF g T
W BAls B f¥FES Fa vk oARA, HEH AU e A (-.874)
o] OAE rlolyz Fi 54 AFE 101(AFe) FEAES] AgF3ko] 037~.183
oz 07 g)olH, A 277 =& B9(874)9] HAE Alolyx] Fa 54
e 071(AFe BFEAER ATk 021~.1512 03 ¥3)E e SHHS
gAd Apely#] Fa 543 B 34 Atelo] AAE A AT 248t
I g Aew B wakd <7HAd11-3>8 A et
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<G V-9 A AR 2dad(EdE A
Model R R? MSE Fat dfl df2 p
Summary 506 256 857 20.235 3.000 168.000 .000
Bootstrap A& +3F
Model coeff se tak p
LLCI ULCI
e 4.480 .071 62.857 .000 4.340 4621
Aol Y A 393 .054 7.315 000" 287 499
AT 149 .069 2.162 038" 106 205
int_1 179 .060 2.991 .003™ .039 .296
*p<0.05, **p<0.01, #+xp<0.001, W @ W= A2l int 1 = Alojyx] X AT
Model R R? MSE Fk dfl df2 D
Summary 478 228 704 34.207 2.000 169.000 .000
Bootstrap A2 -7+
Model coeff se tak p
LLCI ULCI
O 3.971 .346 11.472 .000 3.288 4.654
A A 219 .079 2.785 .006™ .064 374
Alel Y A 222 057 3.889 000" 109 334
#p<0.05, #++p<0.001, TEWF © F1 B
Model R R? MSE Fgt dfl df2 D
Summary 519 .269 .859 36.642 2.000 169.000 .000
Bootstrap A% 77+
Model coeff se tak p
LLCI ULCI
A 3.723 .349 7.813 .000 2.035 3411
A1 447 .080 5.607 000" 289 604
Aol Y A 208 .065 3.129 .002™ 021 337
#:xp<0.00], TEHEWF ¢ BA=E HE
Mediator e R Effect Boot SE Boot LLCI Boot ULCI
-.874 101 .037 .037 183
2= a2l .000 .086 .033 .030 158
874 071 .033 021 151
GHEA>E 94 AoUA #3 54T BAE 84 el FAA o7
fael 2ARNE AFeE Ao EAAIE Vo105, AA, 9AE Aol
A Fa B4 BRE 3 folgh JEdS FTH(259(.067). t=3.892(p=.000), 14
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o] FEZEF Aol 128~.3919 3l gle] 03 thE, fold IS F). ©l
EF TPE2>9] YAk Eaetal A Fae ¥R Fovd dFS

T Aot A, A9H s "HA" AelyA Fal Sl el #AY
b e

t=-.828(p=.544), FEXEZY Al FF7Fo] -230~.094Z 0= 23, Fovst AAGS). S
A&7 gk WA, B

Fgrol  022~267=2 03 vE) % gAE  AlojyxA]  Fa1 5A(.270(.049),

J

173(.144(.062), t=2.312(p=.022), Al FEXEZH 2l

t=5.465(p=.000), AlF=9] FEAEF AFF3ko] 172~ 3672 03} thE)e] THHGF FaL
o] ZHAR d&Fs Fi ol "UAE AtelyA] Fa 5ol Fa H

et s BA= 3o FiEujrista dvk tHAA, BIlE 3]4(393(.075),
t=5.272(p=.000), AFe] FEAED A F7lo] 246~ 54002 03 tF) E ¢AE A}
olyA] Fa 5A(178(.055), t=3.231(p=.001), AlFe] FEAEN A F7ko] 069~.286

o2 07 thF)e] HAls "ok HHAQ dFs Fa ol tAE AtelyA

Fo] REAEM A 7ol 009~.098% 03 trE)olH, A 277 =S AG
(874)e] YAE AfelYx] Fa EA Ay 02904549 FEAEZ AlF 7t
001~.0922 0% bg8)2 YElY SHHEs gAY Aoy Bt 444 Fas

o dFol AW, 2EAFAM JFaACE vk et <IRHE11-4>=
ot

7%

o

_8‘]_



<iE IV-10> A4 277389 24332 dE 34

Model R R? MSE F# df1 df2 p
Summary 381 145 960 9.452 3.000 168.000 .000
Bootstrap 413 +7F

7}

Model coeff se tax p LLCI ULCI
e 4.810 076 63.408 000" 4.663 4.963

Aol YU A 259 067 3.892 000 128 391

A o 171 034 2.045 040" 015 357

int_1 -.068 082 -.828 544 -.230 094

#p<0.05, **#+p<0.001, TEHHF 1 BA= 34 int_1 = Ato]y A X A&

Model R R? MSE Fat dfl df2 D

Summary 453 .206 723 28.597 2.000 169.000 .000

Bootstrap A1 3] +3F
7k

Model coeff se tAX p LLCI ULCI
o 4.257 .296 14.368 000" 3.672 4.842
3] % 144 062 2.312 022" 022 267

Afo] L] =] 270 .049 5.465 000 172 367
*p<0.05, ***p<0.001, TEHF © F3 HE
Model R R’ MSE Fk dfl df2 D
Summary 502 252 880 30.987 2.000 169.000 .000
Bootstrap A& 77+
7}

Model coeff se L4k p LLCI ULCI
O 2.830 351 8.068 .000 2.138 3.524
3] .393 075 5.272 000" .246 540

Alo] U ] 178 .055 3.231 001" .069 .286
#06p<(0.00], THEHT L BAE HE
Mediator A AT Effect Boot SE Boot LLCI Boot ULCI
-.874 .046 .022 .009 .098
2He 34 .000 .037 .020 .007 .087
874 .029 .023 .001 .092

Aoz fXAY AlolyA] Fa 5 Bl QA= 7He] FAAA F
AT 8 A= <TRA1-1>, <IPAL1-2>, <IFA11-3>8 Ad <7}
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1) o] &4 AN

FeH Q01D 4FH] " AteluAE Fds7] fsiAe AA, v
Ax §1A/27 e BdAES aeste] AAEojof sta, =4, AA FEjel] wE
EYA WY ZHz o] mE FFo] AAe] HruEofok dhn, A,
Aol =87 5N FHE AYuls 2FEFo] 8HT o HAE Abo]
UA7b oju g stesolz2 AR w b aAdAE & F A dEh
g, 2eze] EgA7 vjge] glojof @k Aotk tA" Ae]UA s} ALg
A A w2 By s olFAUY] fleiM e st=sdojol] tiE arefiv
ofUel tAg AtolyAe] ZEl= F AZEOZS SHE & mEHojof 3t

A, B =N UAE Aolux #ie] 54 wAle] EE4, BRE,
71ele] gol4, mRlzel wEA, WYY Hoto] ATal £ olglo]x

ge S4%e] AT A Aelux Huzt MARA A2 FHel7] u
=

rH
r&
N
o,
iu)
oS
oX,
&
b~
i)
X
K
o,
N
E
i
Y
E
o,
>,
>,
o
o
it
©
i
2
i)
4
O,
Ir
N

=4, FaelA vzt AEANFLS derF o R Fo(attention), TH| HE
4 (interest), 4 (desire), 719 (memory), 5 (action)e] 5TAI= AW sl ¢l
otk g, Ak A =E2HAS u, ARAHAAS Foto 4, Wt
A=z gk Add s Fid o JeEplAY 719 &l AAs Aot
F5oll AR AFFRA =AY Sl ST AZS W, ofd Wigk o=

oAst7] Sl 719 Lol AdE BRE o] &3t wekA AvAES A" A



Hal, BRE 8o Aol vy Aale] gos Hu @e ARE TG
ofF 31, ojde] AHAPA oW Zo FAFS A Aoz AZs|of gt mpEbA
Htt o JEAAA Hh
A= ol x=o] #3 M3 A FE(Thinkham, 1983; Gupta and Lord,
1998; Russell, 2002; Balasubramanian et al. 2006; 7 Z1%], 2002; 9w <3, 2005)¢l
A AN BRSO AFu A FEH wE HaE QX% o], JAFF I AT S
Foll WE Ba= A= zol7F vk At dAEA HAE Alely A Fa

gl Aoz vetgth 28y gAE AL

ol B 2 e mAn Atk webd mHE RAE H4e 52U 5
Al ofoltlolE AEstelol UAY AolUA #m &3E AU 5 At
obgel 2 WAE BAE AXEE 2ol FAHESG BAS HEdE FA4

Aol ks mxa ATt o] Olsen(1995), oA, d54(2004), Grace and

o= ZA FJFskA Xt dvs Aoew FF UAE Aoy Faus AP
of glo] Wr=A] arefsfol & AlQto ® W rbE

dA, i A7FPel dd dPATE T oA 27 Favk A AT B
ao Hl8] o &y olgl= 4 3 Zielski(1982), Puto and Wells(1984), Golden
and Johson(1983), A &% (2010) & "7HAI2 2 =FoA % HAE Aloly

2 FuE= A AT w98 wA]A] A A RTF o]Al X AFE WAl o]k
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2 =TS A& gFdEa e gAY AR E o] &8 FaAe] 84
S dEeta, SuAIRA S 7hed S EAske] mAIR A AL S AlFstal A
ZhAl AFAel o3 thgo] AJAME S AAISFaLAF ghrt
AHAES OAE Atolyx] Fare] s AAE=7F =A JERE
, SHAEL 28(168%), M= AF(154%), BHE13.7%), NP A E(12.2%),
A18F4(10.9%), G3sH8.6%) =& HAY AlolyA] FiE Hoval a3l
T3 gAY AfolyA wiAE o] &gt Fie] FIPES Eo] E A, VIHddn
(29.7%), AEFIL(258%), AR ~B3(169%) o7 el AR ohy #Fa
% 188%% HlwA =7 Jepgch wEbA fA" AlelyA viAE 5 Fas
Adnkd o2 7Y@yt viud girt Avke onel7|® stk F, 3oy
oA 7]k &<k 23 L W do] gk ofm| x| Fart AHA 4

o &uAE PO s AuA

4
[
%0
£
o5

x'ﬂ
2
=
>

PN

T
Q) BTLWIAISH: ® th2 54 wolw ok P7hd & ek ol 54 &%
nAe dgoR s wEY Bl nd o dHolgs HhE ANT

o]
AN .

=4, gAY Aloly A i dRbAQl mjAok= E2A A2 dHe] Fal

o @rlHoer 2HAS AL F F oy anjak ArAIAoA F

717192 AFss HE2 diHes Ui EIAE 34 fFou i gl
s

gler). whebA] olel Wid A5 Fa viAlzA e FAAEE EoleSs stojof &

Aok,
AR, WA AES Fuely AAEE FUA7)E AR Al G0l
A, BAE EANY 2 BAE Y 5L WAL A B doke 4

ek A5 Sl tAE ARelYA wAZE 7HA
|

He olzitbd 038 o & wA=
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