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The Effect of Different Types of SNS Travelling Advertisement
Messages on the Advertising attitude, Brand Attitude, Purchase
Intension

MA MINTING

Department of Mass Communication and Journalism, The Graduate
School

Pukyong National University

Abstract

This study examined differences and interaction effects on responses
to different types of travel advertisement messages on advertisement
attitudes, brand attitudes and the purchase intention among college
students. As a result, there was a significant difference of the
responses between empathy advertisement message and information
advertisement message. Specifically, the response to empathy
advertisement message shows better advertisement attitude, brand
attitude and purchase intention than information advertisement message,
which illustrate that when it comes to hedonic product, using empathy
massage strategy is better than information massage strategy. On the
other hand, although both message types and empathy reaction have
main effect to advertisement attitude, brand attitude and purchase
intention, the interaction of message types and empathy reaction only
works on brand attitude. The results indicated that empathy
communication plays an important role in advertisement field. Exploring
more empathy message strategy on travelling advertisement can
activate the travelling market. In addition, there is also suggestions
based on the result of this examination and the conduct of research in
the future.

keywords: massage type, empathy reaction, advertisement attitude,
brand attitude, purchase intension, travelling advertisement.
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