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ABSTRACT

Recently, many brands and advertising companies have used native advertising as an alternative way to re-
duce consumers’ ad avoidance. Therefore, this study intended to empirically verify the effect of fashion-related
native advertising on purchase intention by comparing advertising information sources, content types, and activa-
tion of persuasion knowledge. The study’s design consisted of three components. It examined two social media
fashion information sources: brand source versus consumer source; two content types: factual message versus
evaluative message; and two types of activation of persuasion knowledge: low activation versus high activation.
This study was conducted on 532 females in their twenties and thirties in Seoul and Incheon and used a total
of 529 samples mn the final analysis, excluding three compromised or incomplete samples. Frequency analysis,
credibility analysis, independent sample ttest, three-way ANOVA, and simple main effect analysis were con-
ducted using SPSS 25.0 Statistical Package for data analysis. The result of this study were as follows. First, a
brand source combined with a factual message was demonstrated to cause high purchase mtention. Second,
positive purchase ntention was also demonstrated when a consumer source provided a factual message. Third,
when a brand source provided native advertising, the consumer group with high persuasion knowledge demon-
strated high purchase intention. Fourth, both low and high activation of persuasion knowledge groups demon-

strated positive purchase intention when a consumer source provided a factual message.

Key words: activation of persuasion knowledge(d 524 &A3} 45), content types( H3),

information sources(*d 2212}, purchase intention(7-7] £] =)
social media fashion native advertising(SNS = A W] o] E] B34 177)
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ZH] Zol Al 1:]-01:§ ZEI= FAo0F HHo|Y
H(Yoo & Jeong, 2020).

SNS Aol4] o]FeiAt welg g 74
FE PAol99 AEA vrle] Fust g Ful
o Aol B A3 Aol g AYES F
NE THHT AgY 5 Atk wEe] anAs
SNSelA thbd FREMAAZEH BAS 2 A

(Messing & Westwood. 2013: Park, 2016).
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449 712 ARE AT E 5 3

o | @48 B9 7120 Lal
F75e oY TAEY Tuze B U@
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FREA A AN

= = A wet okt
AeE L vy d= A HF2171%F 3] (Telecom-
munications Technology Association [TTA], n.d.)
ArME olF FiFo] il AFEHe FHEA n}
2 ZPF] FHEAY HolEE fxld 2
Ql Fxety Fostity, Ed w= FyFYHI

(Association of National Advertising, [ANAJ, 2015)
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2014: Mansfield, 2015).
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vz 507 EF35Y YtH(Yang, 2012: Hyeon,
2015: Kim & Jeon, 2018). A AxaAE0] AR
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(Rice, Grantm, Schmitz, & Torobin, 1990), 5%
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H o} (Friestad & Wright, 1994: Jeong, Cho, &
Lee, 2016). Friestad & Wright(1994)7} Ajetrst
AEAAEG ooty AuRE Aol Myl A
A st A5 43S Adse A4S AAle
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Qg shet
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Q) ASAES o] @t o, wAE
A 239 SaALIA IFALE AR 3
$ ANAES ol WeHAA HEANL

_,O_u

st A1 7F5A o] *':OP 15, ole we} 5w ]
o digt A5EFA= 74" & UdhLee, 2018).

AR vpAE ] A5 AL7b LA A 2E
HATL A gt A5A o] A S4stE=
AL olUth Campbell & Kirmani(2000)E 4]

).

Aol ojug Aol HAS5AXNE &4 ste
Hertel e A77F FEAES AHEEA, ©
£ gotry] Sl dAvjdo] AH A A5 AE
£ dtv Al A dFE Jdsideh 1
A3, A e Ade dgAE A5
JE7F FEHAA e Wole A5A o] ¥
A EAstEo] A PF s FHHCE HUt
stk ey AdER A5 9ET vwA F
texl AgelMe A5A Kol FA EAstH o
Aujde] AE Axe Hrt datd s EY
t}. Wentzel, Tomczak, & Herrmann(2010)2] <
TFolME A 2njRREo] wpAE L] YAl A
5 g5 g AAeAE Ade A5AH0 O
= EAstE e 237 EEHJT olHg A

BAT Ak B3 WAAEG Bk A
£ Hg5ol AGAQ A5 WAAd FE
HAA 4L AfelE LulAe] HEAH0] WA
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of FEHA Al HEANe] ¥ S48
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40l drke A BelZTh
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o) ARIAA, JEHAFY, 22 A5A4 243
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2 g5t e Agsh 184S HdER
AAZ AU o] W, JRENAL HR A
< A o "ol A5A4 2 #E2 A
o "ol ojo] ek JHd S vt 2
7P 10 IZERIdel A s dlolEEF e
AR, JEHAY, A5A4 243
FES TR Fovd dFE R
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7Hd 20 AZERIFA S dlolE E Al
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7Hd 30 AZERIgOlA s o] Bl BF e
AEIANA7E ool vAs JIFS
A5AA &35t s weh Zeol7h 3
= Zolth
7Hd 40 BRI S dlolEl E Al
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Cheon(2018) €] AFolA AME-E ST 43S
54 FAE HERE A8tk Ed A5x4 &
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A EAE AEE FASAT s o R Ful e
TE Ju(2018) 9] AFE 71ESRE o 3EFE 5
4 YAE 7 FAsAh

2. ATER
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AAAE HAE Aol ALLAE 5t
Z|1ZES 2 2019 39 219FE 49 49714 25
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WAL 2014 A dlelEl B g o] PRk

ARt ARG 2ARDE 10}04 Mgt <

A Ao 20~300 34 2¥A 469 hFoR
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2
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gk -8 d
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SNS A Yol uBTe] FuuAs ARG, AE5AA A5 $70] Tl o] wAE
3. AT H EAEY A5 A2EIY AMNIEE vide] 583%F
R I A i e B
" iy s FAE AFIHE50%), AXEIH A olfE
of AFstn] A2BtIS o] &8t e 20~30 ARG (214%)0] TV =O WSS HeT
o oA AvA 532%E Uiz Hexy dF
S AAEIE FH2 20199 8¢ 21Y%H 9¢Y ) w20l AlZ|E 2A 8 XA
14714 AgsheH, s+d A84 5 244
B AEA 352 A9 F 529RE HE BA) Az N EHAGEe AL B
gg359th FRE ABE SPSS 250 EA4 #7) Az, AERY A3 FFo F 69 EI
AE o]&ste] HLREA AIE A4 5Y zE (Table 1>l w3 Cronbach’s a#t< .891% el
t-test, AFLW FEA (3-way ANOVA), 182 4 pre=y
sz g g a3 BAS s h Fujol=x= 37) #3Table 2)2 2 Cronbach's
agrel 9257 =& AFLE Ho FHYEOR
Iv. 94 2M gl A5 Agslel AEe 2o 7 e,
ozt B AFE AE5XA &3 3o ¢
1. AFHARS] CIFFEAEHY EM 3 AHA JEE AEAE - 783 JAPez
TR 98 A5 BH8 55 6EF 3
SEA] AHUE 204 o2 d~294] mIYre] 64.7% Fae ZoE e 0%0 HDHE 16T
£ 7P Wa HAE SARUIN). HSE guy guon presion, 49 0% 6
H2 gty £YUol(635%), AEAHE v]Eo SgEE 160w TBNS Puos pRaelc
(7182%) 7V &2 Hl&< A 5“-@ Gl TE 7)o TAEA 2 1938 AT A A

{Table 1) Activation of Persuasion Knowledge Measurement Item

Variable

Measurement Item

1) The post

seems to have an intention to make SPAO’s fashion products favorable.

2) The post

seems to be intended to arouse interest in SPAQ’s fashion products.

Activation of

3) The post

appears to be intended to inform SPAO’s fashion products.

Persuasion Knowledge

4) The post

seems to be intended to increase sales of SPAQ’s fashion products.

5) The post

seems to have an intention to benefit from SPAQ’s fashion products.

6) The post appears to provide exaggerated information about SPAQ’s fashion products.

{Table 2> Purchase Intention Measurement Item

Variable Measurement Item
1) I would like to consider the purchase of the fashion product that appeared in this
post.
ll:)nlftrei}[?js 2) I would like to purchase the fashion product that appeared in this post.

3) I am willing to buy the fashion products that appear in this post if I need them in

the near future.
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{Table 3> The Mean and Standard Deviation of the Purchase Intention

£

A
HEFY,
goAg 2AE A

AAsEAE. ool mE

S|

&

44 BT 5

Information Sources
. Brand Source Consumer Source Total
Variable
Activation of Persuasion Knowledge
Low High Low High Low High
2.81 2.92 2.79 2.36 2.80 2.39
Factual (0.93) (1.06) (0.96) (1.10) (0.94) (1.07)
Message
Content 2.86(0.99) 2.83(1.03) 2.85(1.01)
Types ) 2.71 3.03 2.65 2.64 2.68 2.83
Evaluative | () gg) (1.00) (1.06) (1.03) (0.99) (1.03)
Message
2.87(0.98) 2.64(1.04) 2.76(1.02)
2.76 2.97 2.72 2.75 2.74 2.36
Total (0.93) (1.03) (1.01) (1.07) (0.97) (1.05)
2.87(0.99) 2.74(1.04) 2.80(1.01)
( ): standard deviation
(Table 4> Variance Analysis of the Purchase Intention
Variable SS d.f MS F-value
Activation of Persuasion Knowledge(A) 5.16 1 5.16 1.74
Error 991.55 334 297
Information Sources(B) 5.85 1 5.85 18.42%**
A*B 2.78 1 2.78 B.7T**
Error 105.96 334 0.32
Content Types(C) 2.60 1 2.60 4.92%
A*C 0.28 1 0.28 0.53
Error 176.55 334 0.53
B*C 2.86 1 2.86 11.03**
A*B*C 1.81 1 1.81 6.96%*
Error 86.72 334 0.26
Total 1,382.12 1,343

*pX.05, ** K01, ***p{.001
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R S ELE I L

3

THaL T3 AYuEEA e A3 (Table 3)
¥} (Table 4>l 27t A A8

(Table 49 7o) AN A )4 dolF
B33y o] AHIAR(Fa=1842, X.001)<F HH
T8 (Fa=492, X059 FEHA= FYsHA4A v
Elgtoy, A5R2 &4 FF(Fau=174, ns)
| FaIE FsiA A YEg OFE D2 F
FHo7 AAFHAY, FAHOR, FELAA
W e 719 AR (M=287)7F &H|A
HAG(M=274) Bt} £ ZAC2 Yeigton, 4
BRgd wE  FuekRs AREFH WAA
M=2385)7F H7}4 wAA(M=276)Et © &
< Ao 2 YeRtTable 3).

% (Table 4)°] A3} ZFo] QAXEFIH A
A dlolg B3y ] RS} ARG 7k &
ot AL B de AR UEhH(Fsu
=11.03, X.01), <Z7Hd 2)7F AAHA )¢ 7
- AFg g EAE el 8 v F
'3 EAE AN, I Axe o9
(Table 5)¢} (Fig. 2>°l AA&FATh.

{o

—

(Table 59 2 SRR
A vl B3I E WAss FAF 719 Al
Ad dels JEFHA mE Fulked Fn|
gk Zpol7t YA (£=-0.00, n.s.), &HA FAIA
d ele FJEFFH
zpol7b e RO UEMRTH(£ =350, X.001). +
ARoR, AN TAAY A H7HE HAA
(M=264) Bt} A2 AR (M=283)o 4] vj
ox7t ¥ &2 Aoz veltKFig. 2.

o7t (Table 4)¢F 7ol AXEIFANA A4
vlolE| g o] FraEAAel AE5X2 A &
8 AsAE 2dE F9F% AR YEht
(Fas0=8.77, X01), <ZH 3ol AAHUL. o<}
Ao Agd gigt EXE 9o H8 e

[e]
E T o
Fa% B4 AAEAY, I A3e (Table 6)

24 23, QI WA delEngy
@ AEA4 BAH FEel AR P9l 4

=
T ARBAA BE PR =] FIF o]/}
3 %

{Table 5) Simple Main Effect of Content Types, Information Sources

Variable MD SE t-value
Content Types at Information Sources(Brand Source) -0.00 0.05 -0.00
Content Types at Information Sources(Consumer Source) 0.18 0.05 3.60%%*

5 pC 001

UONUSIU] JSBYIINJ
o
[es]
o
l
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Content Types

—=— factual message
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Information Sources

(Fig. 2> The Interaction Effect of Content Types, Information Sources

- 101 —



IRAf 2871% 25%

BEBAA ] ek Fujo=o] fom g zpo]7}
A= 2 et £=550, p001). FAH L
2, I35 Aed o 28 2R M=275)
Hoh 719 2N M=297)7F A vlolE| B3
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Ut tiFig. 3). @48 25 748 =
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of thEh dete] waA wE7] o] FoA]7] w&ol

avzke A JEHES B ST AR =2
< F 7 e AR vAAS ¥ H3s
A g8 7hsAe] At 53], & A7 F52=2s
gl AZle] dgEdornz 754 oF AF
Wi SA4e 7P 2 UshlE ¢ gy ad

N

19 &AA7E o B

*wa % = AR
T 2HIAEL HAAE B A LolER
S 202 AlRHET

(Table 48 Zo] JA2EtIFANA HH do]E
BRve] AEFYHHR A5AY A5t s o
2 FEe AL aHE oA &2 A
o2 Ye(Fsu=053 ns) M He 7174
Ak

ulz] et o 2 (Table 4)ol AAIE upe} zro] 9l
ZEFIR A S dlelHBEE e A HWAIR
BEAY, J8y A5 435 ¢35 7
g A4 sAE 27 vER, O SH= A
S AT F331=6.96, X.01). o9} Zo] HYdsE

Ho

{Table 7> Simple Main Effect of Information Sources, Content Types, and Activation of Persuasion Knowledge

Variable MD SE t-value
Con'tent' Types at Infgrmatlon Sources(Brand Source) at 0.10 0.07 143
Activation of Persuasion Knowledge(L)
Con'tent' Types at Inft?rmatlon Sources(Consumer Source) at 014 0.07 2.00*
Activation of Persuasion Knowledge(L)
Conten't Types at Informatlon Sources(Brand Source) 011 0.07 157
at Activation of Persuasion Knowledge(H)
Con'tent' Types at Inft?rmatlon Sources(Consumer Source) at 0.23 0.07 3 99
Activation of Persuasion Knowledge(H)

*X.05, **X.01, (L): Low, (H): High

Activation of Persuasion Knowledge: Low

Content Types
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Activation of Persuasion Knowledge: High

Content Types

—=— factual message
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uonuajuy aseya.ang

brand source  consumer source

Information Sources

{Fig. 4> The Interaction Effect of Information Sources, Content Types, and Activation of Persuasion Knowledge
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