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(Augmented Redlity Advertisement)
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3Hcustomizing) F117} 75ttt Azo] 9ick
(inc.com, 2011, 4. 26; Stapleton, Smith, & Hughes
2005),

e Bt o A e Aol

2) XIctA(Diagnosticity)

2 (diagnosticity) AAIE FE7F A4 2]
et ZA sl AnjRke] dkelu i AR
= &3l i 2 4 SleAl, A AR FE
7b AR glof drh FERAE iRttt
(Feldman & Lynch, 1988; Kempf & Smith, 1998),
< 28R AlFE7 i, Azl qlof Al
Al HE7F b gl Hal #8371 UE
W Aol el MEbge A H 7
e gl Qo] Teh M) JFE vjE F
Q3% @4t & 4 QrHChang, 2007; Kempf &
Laczniak, 2001, 2005), ATHAJ-e- An|z} 7fold 2}
o7t Y=, F8 %oz Aol gt &
ofm=o} AHAje] ARte] gt AleFdell Far Slet
(Cho, 1995). £3] Feldman & Lynch(1988)+= AJA]|
 AETE ARE G AR iRt Bk AdE
S, AR 719 ofl Sle AEY| A
I ohQrA] AEof gt HA, AHe] oieh Mgk
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/gl SJaf AEttar skl e, olE HA-
4] 2 El(Accessibility Diagnosticity Model)= A9
SHATE. o714, HI/dolst 710 &ofl Sl= HEE
duit A QlEsh=tpol ¥t Ao, Aede
AEE FHIF Al T3k Hol HertE
79| skGit). o] A-Axel wh=H Ao 91
A O] vk AwEgLY] uiwo] HEA
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2u Aol ek Aekdo] ke Axrt vt
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Aol gk A4 Hol=E SACHEREA, oF
T, 2009), T3, RIS WHFSHcategorization)
Aol AwEE, Foixl AHo| yiFsto] e}
A AgHel vRthd] Jr g st 5

oA AEI} AIES gl Qlof UA1A st
(categorization)o] 20| ' 1 ARE Zghzo]

2k 8 4 ek, of Fo st el 7}
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F=7}o] 7)ot (Feldman & Lynch, 1988). =,
ZeHdol] ofsl Al gl el Hrsks & 4
SE, ol Ak o], WS /5o
clol ket o] WAERs ek HlAleH
AR 2 FLEEICHLynch, Marmorstein, & Weigold,
1988). o|A7 F=oixl ArIt HtHelr] ffeliAl=
the ol AmE At Aasiol, Ay
o A Wi Biio] slof 2HIAzL AR 4
ol w2t Aok o, Aol Tt Wi 7
o MES shin Qo) £ Ee o |
Th(Alba, Marmorstein, & Chattopadhyay, 1992).
Baker & Lutz(2000)= Aol diek g7t o, Al
B ool glof gEo) AlEpdat B =of gt A
HE Ahaoletal Friskalom, HHe) A2 gL



fof| et

=

3

Flckdar Ma|™ 72(9f i

7O

© o KB
OOHXTMQNE]!
B],O = W X - o |
I IIEIEIEIAIIIGULELE
mﬂ%%%%Wﬂma@l@Mﬂ%ﬁ@ﬂ%%%%m@wx@
5 K o o ofn o e = 2 M O )T
MWw$Q@W%W¥ﬁm?%ww%gm%W%mM@wwg
0 X ‘.H.Hy)A_ [ 0 o
%Eﬂo@%mﬂww%ﬁmwzooﬁﬂw w%mo%eo_awuﬂ@@ﬂviwﬁﬂ%%
I~ X ~—
= o wwm%w%wma%%ﬂW%%%M%%%wwmq%
[ LL.L T ]LL!:A —~ N — _._Oﬂ i "
%@mwﬂﬂ@%%zm@JQQq%%#wq_glgmmg
m UM ]dlo_.: n_A.o]ﬂHm_val ‘_m_u_mn_ mmﬂﬂl ©ox OMM..__/]MU 7 o 9 =
_E R 5 o :.m wl ‘Wﬁ © ,.__L = 7 ﬂﬂ > M On_ = o KX L =N Z_I L.E 1|
o_enoﬂﬁmoo#%V%WWz% S SR %@E%WMAQOEO_EJ
o :_c%g%ﬂuﬂﬂﬂﬂﬂﬂuf xlhoﬂmﬂwﬂ_gurm1zﬁl%ww
@.@l,ﬁﬂa}ﬂiimﬂ%ﬁrqﬁ?%]ﬂqu_ﬂ7d|ﬂ ﬁzﬁoo_,oﬁﬂu
T eT iR @ﬂﬂéw;L_L%lJo_E% e
PN o = op X % T AL — B Moo %o X i
& B8 ﬂuw,ﬂELiwm%leﬂ#mﬂﬂu\d%_@x@ﬂ
%@‘l1m§} mroﬂﬁﬂ&bﬂ%%ﬁo} SErE a5
,mlguo e L ,_o*o‘_wklomﬁﬂﬁxp_zgﬂm_eﬂﬂﬂ/_u;o]ﬂl
oy o) ) mﬁaﬂﬂ%o o Zo PSR X moa H oA o ® Njo =
b=~ &+ ﬁﬁm:qu ?_7_.ﬂA,_]7L S om R
= o oF T ﬂLo S Eoﬂvlﬂuylrdlﬂuwﬁﬂﬂmﬂmoq
xﬁiﬂmﬂfripoi%%m%u —
A:AOL._EHO.D!‘%] ,QE
3 — T of T ot o)
1m ‘DIOZ_O_O] —
Amo Eﬂyﬂoml%mou%%ﬁqﬂm@o oF %
. Do o e ﬂmﬂm_r,_&oﬂ Wﬁow,ﬂﬁﬂuyu,
_,o‘.F HL MV_I.Dl.MI_n;.U I= o =~ = ~ ™ DM ﬂﬂﬁ_.o N 5 On_ = ﬂ‘_.*wu
ol %%ﬁvq@qﬁg@_@wmiﬁWﬁ% SRS B - n
X s 0 = ) — 2 n
i o}n@.nx,@ﬂuqu_;o%,wﬂ4e%lw%4@dﬁ%%%
w m%%gzﬂoma;g@a%xﬂﬂ&ﬂﬂ%%mmmﬂy%
o og,y_zgiowﬂfgﬂm%;_ém; >z 2 &
o g To L.ﬁﬂwr_ 70 < 7 B oo X ﬂmﬂ A_:Wu.mﬂiobv
Meﬂﬂm]wﬂﬂ‘ﬂ%mﬂﬁﬁATUrLEuML_LuAlﬁWﬂHﬂexomﬂmﬂMA
o = I 3 = 62 =% T2 T =
o wwzzﬁﬁo_aoﬂm7ﬂ%x%u.ﬂ,muﬂum%ﬁquW_E
N zﬁo 1| S N < O_E EO 1 ey ~°  1H of ‘.mv_ﬂ o A= o] Ot RO~ o
- WO o N X oE R SO &° T2 o e =
o A1 ﬁlm o<V o & BN = s = 5 T X EER SN
= Jlﬂ_ﬂ%ﬁoo_evo‘_wu,mﬂo%lﬁeﬂnqguﬁ:l]i Vaq,ﬂl@l‘_o - 0
= erEmﬂﬂoned.%z_o@%%ﬂﬂMo#WEATmmaﬂ%ﬂu__%AT
T ﬂ%_ﬁ_d%,mﬁﬁmzzuﬂuﬁwue%m_é%mue,&w
G B ,WoLﬂ_M_,o X RO dlo umou_w__ N oof RO W ooe uvmﬂoi(@\mua < ) KO Ny
T o o) =T TR 1 No =p No o oy B _@ﬂvxﬂix&ﬂo BB o o T
. %%%ﬂ_ﬂ%ﬁ%qﬂ%ﬂoﬂo@.7%ﬁo%%dﬂoﬂ%_d%
= IS i o, o I 7o - ==
xﬂ7oﬂ|meﬂo§ogwmwzww_noom%%%.mMm%ﬂﬂemmﬂe
__od»ﬂw%ﬁmammw_m%%ﬂu
2l 9T T

209

HEErSOI T 52 20T

(20144 1€159)

[5]

1101| H

251

1

I

il
[

F

oH
=

[

a1
Boe

2N

K

o

S

s

o o

2+ A

A 2HAof| A AT

j S

[l

Xe)
il

=
o



3) Al2|™ 7{2|(Psychological distance)

3|30 2 (construal level theory) AxH]
A7F =704, AZbekal, Aeshe ARA A
(psychological distance)ol] we} AFAS o]E7 3f
Ast=Alof et o] Eolth(Trope & Liberman,
2003), &HAFE2 AEA ARPE E A9, 44
(abstract)o|1l, 2ZZAo|m A9 =2 4 (high
level construalZ 2}, HHA, Aeld A2zt 747k
& ALol= A A (concrete)0]al W (context)o]|
9J23} 31 =F2] dA(low level construal)S 3}
. 2, A2 AR} E Aol WS E
seh Aol olsolalz, 412 A
O AL ILAH B3l ZaAMAo] 0]F o]
ZItH(Forster, Liberman, & Kuschel, 2008),

7IE Aolde Al ARlE 24 AR
AREA AR, 34 A=, ARl A, gHEA
22 EFSHITh A Al ARt glo]
el W A vs, W v 77l 77
A v, 7V7hE sl Slulaled, 274 Arke
U, AHoR WL e S, AEE Asie
Aoz B hes, 8H A A
9] HR7sAo] UL =88 oJujdltHTrope &
Liberman, 2003, 2010).
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OHJ:J-ME_\.L

o AA %Qi /étg@ 4 (Wakslak Trope,
Liberman, & Alony, 2006). :,7-11]7‘4 o7 Ag o)
H, AEAZe] Slo] W BARL W mlE =2 6
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Aeor Aztstar wgshs wh, ARPARL

Pk WAt AP mlhe e RO
T ole} BEITIAIR, B ARl 3
RO W AR el B M4, B2

Aoz 7k 2l et W sl
2 ettt ARl A ESE, sl 7}7/}%
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Abo]| e =2 glilaz o2 2)zts)

1 3T
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= A 7R A 3 ki 5
Al = B} ¥ FLZ A (more schematic)o | A}
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SRl E FASO] o]FojZtH(Liberman & Trope,
1998; Trope & Liberman, 2000, 2003),
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Augmented Reality Advertisement
Effect based on the Mediating

role of Diagnosticity and
Psychological Distance

*Jo, Jaewook
Doctoral Student, Business School, Sungkyunkwan University
e Sung, Jungyeon, Ph.D. *

Research Professor, Center for Interaction Science, Sungkyunkwan University

d vertisements of various types have been recently developed and actively applied
A in the market for attracting consumers through improvements in technology. In
particular, the interest in augmented reality(AR) advertisement as new media advertising has
increased a lot for marketers and the growing research field. The AR advertising technique
could be separated into two types: the marker-based AR and computer vision-based AR. Both
recognize product information through built-in markers on the product packaging or flyers which
are provided to consumers.

Augmented reality is used as a means of leading the consumer to the actual purchase. Howe-
ver, many companies have a lot of interest in AR advertising, whereas the research on the effe-
ctiveness of AR advertisements is insufficient. Also, although advertising, game, and marketing
communications activities use augmented reality technology extensively in various fields, the im-
pact of AR advertisements on consumers’ brand attitude lacks investigating. Therefore, to und-
erstand the effect of AR advertisement, the present study investigates the differences betwe-
en AR advertising and normal advertising in terms of the influence of advertising on consum
ers' brand attitudes. It examines the effectiveness of AR advertisement focusing on the mediati
ng roles of diagnosticity and psychological distance.

One hundred forty nine undergraduate students were gathered in testing five hypotheses.
For testing H1 and H2, a T-test was conducted and, for testing H3 to H5, regression analysis
was used. The results of the present study have shown that the effect of AR advertisement
was higher on brand attitude than normal advertisement(i.e. print ad) in terms of diagnosticity,
which means that it has an effect on product judgment. Also, AR advertisement was narrower
than normal advertising (i.e. print ad) in terms of the psychological distance between what
the participants perceived and what they experienced. Meanwhile, a positive impact on brand
attitude of AR advertisement compared to normal advertisement(i.e. print ad) was mediated by
diagnosticity and psychological distance.

Finally, the present study’s implications and future research directions are discussed at the end.

Keywords : Augmented reality advertisement, Diagnosticity, Psychological distance,
Brand attitude
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