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A study on the Advertising Acceptance of Audiences toward the
Cinema advertising using NFC technology-using Extended
Technology Acceptance Model and Interactivity

Won-sang Cha
Department of Digital Marketing, Sejong Cyber University, Seoul 05000, Korea
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[Abstract]

It is the new trend of the advertising market that the appearance of digital outdoor advertising using various ICT. Therefore,
it is a important research objet that the digital cinema advertising. This study identified the audience advertising acceptance of the
cinema advertising using NFC. T constructed the research model and hypothesis using the extended technology acceptance model
and interactivity which is the representative new media advertising theory. I performed the empirical study using the empirical

research of the actual audience, about the audience advertising acceptance of the NFC cinema advertising.
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Table 1. Demographic Analysis

Variables Classification Frequency| Ratio (%)
Gender Male 45 425
Female 61 57.5
Below 25 41 38.8
25~30 38 35.8
Age 30~35 11 10.4
35~40 8 7.5
40~45 5 4.7
Over 45 3 2.8
Professional/Businessperson 53 50.0
Service 3 2.8
Production technology 1 0.94
Tob Public officer/Teacher 4 38
Self-employed 1 0.94
Student 39 36.8
House wife 3 2.8
Others 2 1.9
Total 106 100.0
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Table 2. Factor & Reliability Analysis of Independent
Variables

Variables Eszg;; Factor Factor Cronbach
Loadings 2 Loadings 3 'sa
gs 1
Control 1 0.905 -0.107 -0.19
Control 2 0.895 0.15 0.151 0.836
Control 3 0.79 0.181 -0.028
Personalllzatlun 0.054 0.866 0.174
Personalization
5 0.198 0.839 0.174 0.769
P ers‘)“*;l‘zat"’“ 0.002 0.749 0311
Enjoyment 1 0.036 0.051 0.852 0.7
Enjoyment 2 -0.082 0.118 0.844
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Table 3. Factor & Reliability Analysis of Mediator Variables

=]
£ 24

Ve Factor Loadings 1 Factor Loadings 2 Cronbach's a
Recqgmzed 0873 0015
Easiness 1
Recqgmzed 0852 0014 0513
Easiness 2
Recggmzed 083 0308
Easiness 3
Recognized
Usefulness 1 0.174 0.796
Recognized
Usefulness 2 0.095 0.792 0.7
Recognized
Usefulness 3 -0.008 0.779
E 4. B35 wolo] 20174, MEE 24

Table 4. Factor & Reliability Analysis of Dependent
Variable

Variables Factor Loadings 1 Cronbach's a

Acceptance

Intention 1 0.887

Acceptance

Intention 2 0.875

0.835
Acceptance
Intention 3

Acceptance
Intention 4
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6. 7=
Table 6. Descriptive Statics

CI(95%)
Factor N Average SD SE Lowest Highest Min. Max.
Brand Preference Non-exposure 30 3.37 1.033 0.189 2.98 3.75 1 5
General Ads. 14 3 0.679 0.182 2.61 3.39 2 4
NFC exposure 21 3.19 0.928 0.203 2.77 3.61 1 5
NEC tagging 17 3.59 0.87 0211 3.14 4.04 2 5
Sub Total 82 33 0.925 0.102 3.1 3.51 1 5
Intention Non-exposure Y 334 0971 0.172 2.99 3.69 1 5
to Use
General Ads. 18 2.94 1.259 0.297 232 3.57 1 5
NFC exposure 23 3.04 1.261 0.263 2.5 3.59 1 5
NFC tagging 17 3.47 0.874 0.212 3.02 3.92 2 5
Sub Total 90 321 1.096 0.116 2.98 3.44 1 5
Ad preference Non-exposure 37 297 0.763 0.125 272 323 1 4
-Attention
General Ads. 18 3.06 0.938 0.221 2.59 3.52 1 4
NFC exposure 32 2.88 1.157 0.205 2.46 3.29 1 5
NFC tagging 17 341 0.795 0.193 3 382 2 5
Sub Total 104 3.03 0.939 0.092 2.85 321 1 5
Ad preference Non-exposure 37 2.95 0.88 0.145 2.65 324 1 4
-Impression
General Ads. 18 2.72 0.895 0.211 2.28 3.17 1 4
NFC exposure 30 2.7 0.988 0.18 233 3.07 1 4
NFC tagging 17 3.53 0.717 0.174 3.16 39 2 5
Sub Total 102 293 0.926 0.092 2.75 3.11 1 5
Ad preference Non-exposure 37 2.84 0.834 0.137 2.56 312 1 4
-Memory
General Ads. 18 2.61 1.092 0.257 2.07 3.15 1 4
NFC exposure 30 2.73 1.048 0.191 2.34 3.12 1 4
NFC tagging 17 3.47 0.717 0.174 3.1 3.84 2 5
Sub Total 102 2.87 0.961 0.095 2.68 3.06 1 5
E 7. 200 STY 24
Table 7. Equality of Variances
Levene Test df1 df2 p
Brand Preference 1.421 3 78 0.243
Intention to Use 0.946 3 86 0.422
Ad preference
-Attention 2.479 3 100 0.066
Adpreference 0.735 3 % | 05
-Impression
Ad preference 2.091 3 98 | 0.106
-Memory
http://dx.doi.org/10.9728/dcs.2019.20.11.2131 2138
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