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/

3 A A 3 9

A=

2023 84

1)

o
4 o

A



8 4 2} & 9

o

A 5
s

3 & 2

)

—

N
A

E
IH

]

o

]

8

2023

g ot 3

I IR B
A



SF
.

N

D] Age AAL SR o

2023 8¢ 184

94 ga a1 an @)

# 0 f AEFAE P o 89




o\

Abstract ee e seeeeeteteceteectctetececetaeeseieeeecetectetictetetitececeieieeetetetetesecetetetecetetetetesecesttttecertsoee

uzel

of
Ryl

o}

B/

11
12
16
16
)
-6
99

2J serereeterececeriiisiitititititttiit ittt

oA 7Hgae] &
Al ¢l (in-game) At

_Av]_z

QSR RT - [ - SR SOOI cs, WY SOOI

2. oLj_:ero/] __Ej_zj'
3. oLﬂ_:rL 7]_/‘\_2

2. e

II.

32
.38

-

41

Lr"L 1;H )\o]—

=0

B

41

il

-

"l o
N

A2

1.



45
52

IH

rvze)

N

&M
!

—

<

52

54

V.

54
57

gl
T
.

N

59
63

68

63

o)

K

)
w

71
79
74

AT

W 7%
il
™

R

—

108

o
il

o
N
o



B

17
-43

45
ol

3. AT QT

hya
ar

=K

X
np
el

B

56
56

7
Py

Njo
gl

4
o
]

B

=
fu

Nlo
b
"R

o
]

22!

60
62

22!

62
63

0
o

22!

‘ﬂl
T

No

7ol
N

0
s

<

vl

jand

N

B

66

ol
=

12. 949 7HA

hya
ar



—

d

d

I
o

I
jait]

I
o

M

juit)
© 0 N oS gk~ WwoN

4
oY

4
ulc)
—
=

4
fult)
—
=

4
juit)
—
Do

N
o
—
w

N
o
—
o~

4
ult)
—
ol

4
o
—
o

4
juit)
—
~

IO O] EA FLE wovverrreresssssnsssssssss s 15
A A e22XE2 TS A A e 20
L2 AFQ] ZR0] LI e 20
A A e22F A AR TR v 21
e 2 A AIY FI AIF TE e 21
TIAFTF 0] G A] wererererssssssmemmmmmemsmanasaszrsesossssssssssssssssssssssssssssssssssssssassssens 29
e E 2 AFZ A Q] FFAFIFIL O A] cereeererenensiu s 24
AIDMAS T2 eeneeecneendenccnnne g Al g N 27
DAGMAR: Fd - g . W Mo ... S b 27
7181 A 2] T (MEMOTY PrOCESS) wseeeesssssereresssseeisisssesienssnseseiennaes 30
A ... S SO .. O ... L 43
Tobil Bro '\GlasSRaQ el .. I S0 ...... L % e 48
N ZHA F0o] HolET7F 2EE GAF e 48
KINOVEA AZEo]Z 883 Zgo] the] HA 49
Bao] SR ol R BLHE et s 58
Q1 AIQ) AFEF ZZF M Z AT} e 58
O Th ZL T} wevverrerrernenieni et 67

_iv_



The Effects of E-Sports In-Game Situation on Visual Attention,
Memory, Brand Attitude and Behavioral Intention for Advertisements

: Focusing on Moderating Effects of Advertising Types

Byung Jae Min

Department of Physical Education, The Graduate School
Pukyong National University
Directed by Professor Kim, Dae Hwan, Ph.D.

Abstract

The purpose of this study was to verify the effect of virtual advertisements
and in-game situations on consumers’ visual attention in eSports situations and
to verify the relationship among memory of the advertisement, brand attitude,
and behavioral intention.

We applied 2X2, between-subject factorial design to achieve the research
goals. Our study was conducted in 2023 on 160 students and faculty members
of a national university in B City. The data of 157 subjects were used for the
analysis, excluding three subjects who were treated as non-responsive. After
measuring visual attention using an eye tracker, we asked subjects to respond
to questionnaires on implicit memory, explicit memory, brand attitudes, and
behavioral intentions. A confirmatory factor analysis was conducted to assess
the reliability and validity of the measurement items, followed by
structural-equation modeling to test the hypotheses of the study. We obtained
severalkeyresults: First, fixation duration on ads in non-battle situations was

higher than in battle situations; second, fixation count on ads in non-battle



situations was higher than in battle situations; third, ad type did not affect the
fixation duration on the ad; fourth, ad type did not affect the fixation count on
the ad; fifth, there was no interaction effect between in—game situation and ad
type on fixation duration; sixth, there was no interaction effect between
in—game situation and ad type on the fixation count; seventh, fixation duration
on ads did not affect explicit memory,; eighth, fixation count on an ad had a
positive effect on explicit memory; ninth, fixation duration on the ad had no
effect on implicit memory,; tenth, fixation count on the ad had a positive effect
on implicit memory; eleventh, explicit memory had no effect on brand attitude;
twelfth, implicit memory had a positive effect on brand attitude; and thirteenth,
brand attitude positively influenced behavioral intention.

Overall, the current study verified the mechanism of memory formed by
visual attention to virtual advertisements in e-sports situations on actual
behavioral intentions, which had not been explored in previous studies, and
provided meaningful, practical implications for eSports tournament organizers in

terms of appropriate placement time and format of virtual advertisements.

Keywords: In-game situation, ad animation, visual attention,

brand attitude, behavioral intention

_Vi_



o gA &4 F d& st w37t HAL exx = 4t
o] 3% 24 20239 AAAE & FoFE At vk AlYd AlF
T4 GAIJd Newzood WEW, MA ex¥x= Aol AzZF wj&2 20214

4
S VFor Adu o He AFE 145% S7Fe 109 8,000 (3
gl oF 12 4,000 )l S8l (Newzoo, 2021), 3= Lel =35 -9(2022)
AME A AYAD AF FE7F 2021d 7= Ad el 87.% A g
53005+ ©j (g3} oF 7409))el virisirhal B3

ASHAID oA exX =7 AHA FERom X

£ 2023 FA S o}

jg-m
i
l

, 20233 3¢
q  FH3I OES(OLYMPIC

ESPORTS SERIES)9] A&4<l /&2 n|Fo] Hof ex~¥E= 2ol o3t
=

gFe w4 7 Fagol 0% wzd Ao

IOC(International Olympic  Committee) ol

ol#13t 7|t F A exxx 2 AT A e
Tk F7beta e FAlolth dixA oz 201849 olsiAd=IF 3%
Al 83 Bl X #HE A=A AHNE 307 EH
SAEA ST, °F 99607t o] A HA & V5P HFIYG, F84, 2019).
T3 28k doly ZYWF Statista(2022)7F FAFS vl w=
A1 20201 7<= 49 35008 o] gl o 20221 o] =
00wt Hastel AAASR Ay B AbgEo]

] o] o FedlE 4 gk ot @ AAHCE B

[

P
Hel
I
D)
aly

)
12

3

o
o
=
Ho
=
¥
o
bl

D

[
e
N
-3
kK
(i
i,
rr
N
il



o
G

_El
i
ﬁo
|

g A

33 F3hel 7hA]

/]\:;

)

iy
fite)

ol

)

i

N

tol= Aol Al

3|

=

A5

At Bryant et al, 1977;

MR E o2 7F olYtl Newzoo(2021)°l]

[CEaup=S

-
T

o]

Raney, 2003).

—_—
fite)

69 41009 @& 713

s

=3
=

A7) 59%el

2 e

ol
)

o

el

e
fite)

e

l

S

o] (Meenaghan et al.,, 2013), &

To-

&l

o2 ®HuFE gt} whA

A

Fukel gl e B e

2z 5

T 2

1= = e
=33 =

Aoz yeuth(Eotd ®, 2019, 08, 05). ©

0] 2=
AR -

601 7}

)

B/

ol

NJo
@

]
=
o

—

s

B
<

-

okl A ASd A (835 ¢, 2011; Az <], 2012;

]
H

/‘\l_

=

53!

Ea

E]_]__

3

o

Aot
A%

Eis

e

9

& 9], 2011, 2012)°l #]

2004; &

i
Ty

[€)

=

0

, A

=9

A

=

AL ol

S

©
=

HAl #F<d

B
{|

or
"
=)

O

o] el-S 7] (farming)st



g

o

Aol A
H] 2]

J

8

e

B 7} Al
Gt

3

Fo

Aus
R

9], 2007).

<

ATHH A]

g B %

|

A

H7F HoldA ot HF
k2

A

a

9

Holth. webA, ow
_q]

g al
al

=
-

Al
o]
<
o

T
-
o]
AN
o]

g ol x| 7] w0l

iy

3} i

o

Pl
i
il

0

3} 7}

TN 7= 4

[e)

T A Seo et al.(2018) e~

}

o
pal

A 2} (perception)

1

0|

o] &

A #] A 2] 24 (cognitive processing)e] WAV E 7] wjiZo|th(Liu et al., 2005;

Reynolds et al., 2000).

o

il

N

)

N~

LIRS IR

9]

o

19

s

g

efell whel 2ujAk7E &

g A7k 7183

I

b

Mujze] wmFol o] amjzte] EjIi} 3 E ol 7HA

Lla=s

3

_zu

=
0

Nlo



g AFshel nrk TARA APFgme o] g AFHE AT Fe
ol A7k,

B oATe] BAL ex¥z AF ARA AAY 433 7}

3=

zevlte] el HAA 7143 4EY slefel ol
AFE wAv, oleF 7] Ee] |59 FF = oWMP FF& vH =

Lang(2000)¢] A ¢Fal LC3MP(The Limited Capacity Model of Mediated
Message Processing)oll 2]&}H, 17k AR A= A F33 34, A
A4, dE AEE T3 ol Folxtk(Lang, 2006). ol=ld Al 7HA] A
< HHolE o] &% W AgE AAA A fERbA HHAHORE I
H FA AEAH o A3 ®rh(Basil, 1994; Lang et al., 1999). o] uj, 3j
T oHlgo]e] wAlA] EE AHRe] BxU B FAA AdEs .7 A

S A AR §9 BAL FAT AH o] REd AX TR} @



Seo et al.(2018) e~

Aol AlZbE Folr} o9 ek

ki3

of whe} Farol oj

o

19 33

A

]

o

—~
fite)

NJo
@

]

N

)

Lundberg and Smith(2021)

3]

ol A A AF utet Fae] @ 2ulAbe] AzA F97) of

al!
2l

B

el

e A4

ke
T

3 2

. wa A o

i

Al A}

o)

7HE1. ¥

B

el

HH

oF
J_AO

—

O

H(Li & Bukovac, 1999). Reeves and

Eis

&

Al o

7

1
e

Nass(1996)

=
L]

b et

=A YEhdna 8

=
2L

w o

o)
=



=

[€)
[e)

R

o

R

sk A ZF, Yoo et al.(2004)

3

[e]
7ledoka Byl e Jiang et al.(2009)

=

=

o H B2 F9

A kel wiy

5

o]/
HH

~
B

gl

IR

-

R

t}. &%k Hamborg et al.(2012)2] <3 +-oll A

%

)

B!

[e)

=

9
yol

A= N PYIRE

A A}

ki3

ol A AA]

Al 7EA A o] T E of ol A

st o=

Aol

o g}e)

st A%, 2

=
T

3|
ZS|

oH

B

P
T

F}H7g ol A

1
-

A 2] =]

&

=

H A A 7}

1

T

3 Sundar & Kalyanaraman(2004)

LC3MP©]

S

B

fite)
X7

X
o
T

o

o] FAA7} Al



1)
=

E

Ea

& Al

€% M A5 A

2]

,Do
ol
i
o)
Nk
ol
o

[e)
=

(automatic resource allocation system)e] 2}&3}o] U

& gLl

37 2 Ay

=]
£

oA Q1A 3

A0 §He

AA A

1}

el
=

o}

ol

gt

Al A}

el
on

<
yas

+
o
o

]
o)
NF

H

fuy

olo

N

°

—

oz

7HA5. Al

ol

716, Al

o}
M

o] 1L

=
=

o}

[l
Cetin &

=
=

| A 4]

g Fare

1993;

STH( 291 4,

o
R
Nfo

—

s
Ee

N
o)

A

—_—

0
X

B

o

Fatel o

3

123

Bingol, 2014).

-
R

91 tH(Shapiro et al., 1997)

PN
T

1

_vOE

ol



0

-
o
el
op

R

¢+

i

el
00
O

ol

¢tk Simmonds et

o]

-
€]

o
T

al.(2020)

—

;.Ow_
=3

W

i

o
.60
JA.uﬂO
)
o
oF

A 1ell

Murfioz-Leiva et al.(2021)2 333

A

|Abol E o] wjy Fae] $x|o] wel #

<
H

—~
o

ol
;OO

,.m.o

o

ol

o

B
it

™

033

Al A}

ol
ojn

N

S

3

ARE A7

?l,

o] Lo i

=
=

il

a2 T

A|m
o

| JHAHA S 9], 2008). PPL¥} o] =}

Fo

Hate 4

s

drol el =

TioF

No

b 71 &atel ofn

<)
pud

F4 ATl o

<n
Y
o

el

ol

3 e Aae dgsta

o g

&=

ki3

A Sl =)

o)



N
X
[0e]
ot
=
=2
=
o,
>

S
K
o,
Mot
S
rlr
ok
>,
2
N
12
-3
ol
o
2~
Lo
of

o
o

N
N
i
O
ot
K
=2,
=
rol
_).4‘
2
K
o,
>,
)
rlo
i
A
X
N
19
=2,
ol
ol
)
o,
o,
0%
o

A7 A (recal)HE BaEE Anz2EE soAe] WS uly] o
ol (Labroo & Lee, 2006), i3 BH&A= AFS 7 7FeAdo] ot}
(Khurram et al, 2018). 1714 3&oldt &2 BAZ 7|95 AT
AHEE = AR oIt =, &H[ R A Qo] WAAH Ve & Bz o
& s HEE ooFA F S AlAFETE Wilson(1981)¢] Aol
ojahd AM|Ate] 7] Lol BA= < A BA= AE
g FelE ngstn AAE Fed gEo] Eokxivta FAEAT

(Khurram et al.,, 2018). WetA] tha3 22 714 & AA AT

¢

N
)
D)
ich
ml
o
o

7 11 WAIA 7192 BAlE el A4l dFS vE Aotk

Fol A ARl A= AAA S FAdS ob71E I H(Kunst-Wilson
& Zajonc, 1980; Lewicki et al., 1992). ol= &% &2 A=& whEz o
2 =EAFoEN WHAs Faye FrtE Adcte W =% 5

(mere exposure effect)o] &0l <& A= 4 St} 3| o4 W=



b mavee @ A4

AHs

gqHow
1A frha

O
1=
S|

A

e

Al ApALo]

3

olsl el

tH(Yoo, 2008).
7+ == 7] (tachistoscope)

3
Aol A

ks

&

s}
ol

Mo

<
R

5] %

-
o

Kunst-Wilson and Zajonc(1980)

—_
10

7t

o}

FAw

2
. 1 A, 914 PAL A

Fol 1071 ¢

o] &3

=
=

A Aol o)

Foll A

2

9. mEA oo

i

g A

o=

3

S

o

shelut.

o
= AA

i

7HA

1715 Ao GEhdthel g4, 4

47, 2012, Voon et al, 2011). AW, #7]5(2014)2 PPLel| tf

X

53!

%

ksl
pul

boh ekl tew e v

&g A

PN
T

wx

o
00

&kttt

B

i

0

_‘]0_



|

2El=

tﬂ'

Al

2| A= (BLIZZARD)o A =

p=R
=

Gl

—

O

=
T
3

E (Starcraft)& A}

Ao

o
sholl Folg 7]golof

= sk 845

Ry
fn 5N

59 eX

o

3
pud

)

Hr
Mo

To-

o
ojn

ok

ol

g3l ole ) o

ol e il

[0

ol

A

B

=

b=
m

el
il

uAvo
4r
)

|

o Far FEje] gk

o

)

ﬂ
Njo

P AIAA

ksl
pul

o

1 3}

REAGEIRE

AR webd, F45 Aol

o} A

T

R

o wek o

o

22!

;OL
el

B

_‘]‘]_



=
T

glefl 3lef

o

3

3

A7) Aol o

O
fis

s ek e,

o
o
B

o)

5. &9 A=

3 2},

o
=]

o}

cEES

24

z=

dE

7h

Lt

]

)

~
_JO

o
)
_rO

N

o

o

B
)

0

fvze)

£l

o=

°

—

o

g
o
o

o

&

)

AAY &2

.

2 ATl A

ol o] o]

—_—

B

_Z?
=0

ol

)

mjn

_‘]2_



Al 7k (fixation
P FAl o= Al

°

2

2], 2007),
duration)®} A]A 1A 3l4=(fixation count)® ¥+

. NZH Fo
2

(37

o

ol

o)
Ho
i~

A

F=A 79

ERERE
A4 = A Holth(Hockenbury & Hockenbury, 2008). ¥ <ol A]

el A A

w,

2.

o] ¥ tH(Hockenbury & Hockenbury, 2008). ¥ A-Fol A WA 7|9 =}

g = |
1=

A

AAbel o

_‘]3_

FA T

5



&5 9] &= (behavioral intention)® Ej&=7} &5 3tE 7] A, AFF G o
sk e F=3AR0 AFH(L)A)E 9w 8§ (Hutchinson et al., 2009), & <1
TAME PsgEE o|&oEe FujEE FEAUT ol &ore] A5

54 £4 BASE o §sud Gt AEE Fodgon, TrdrE 5
4 Aol BAse AES Foistag e JEZ FoIshar

_‘]4_



A9 o

a9 1.

_15_



7F. e X 29 A9

e22¥ 2+ Eletronic?} Sports?] A= A= AlolH 2¥ =
(Cyber Sports), Y A& 23 =(Digital Sports), Ale]¥ &8l (cyber
athlete), TJA| & o}l &2l (digital athlete), 3£ 2 7 °]" (pro-gaming)°]&ti ™
HE7 e stk Fel A esXx == &oj= 1990 EE ALEH 7
Alzbstd om ) 2000 28 (AD2LAI7I Z2 AR E S FH 71d SARIA A
st adT a9 de FA A AEE o|FE d galEo AL&st

Qo8 o4, HolH Aolo] ek g pol es¥EE Aol sATE
1). o] 821(2006)% ex~¥X =22 H|Yo Y AFE A do] AAAS AF =9}

%)
2 FHE 95 FAoRE Hosglon, oAls AdE(2012) &
== g2 vEAD Ade vz 3@
Aot th. 3 Funk et al.(2018)2 ex~¥2E
g Aol om Pizzo et al.(2018) o %
Ho Adlelgt Attt oA exx =9

off
o
of
:?L_',
B
N
o
3
N,
s
[>
ke

_‘]6_



29 sANA Felf Aot glof Jlwtelut el wheh vheralAl Abg
o} 431 gITH(A1 91, 2006).

E 1l FFerT2y39 e2x2 9

) ou)

CEEEE 24E XM, 444 - AAAA 5L
Fgelo] +HE AFE ANV FE

18o] o] FojA = 57] E H5le @gel 47
Fo4 Ae) Fola AL BE dde d9sHE A2 Bds:
of7haHE S Wil
193} 23 o2 MFHAL BAHE AR
SRR E 4% 59 & - o

A% ol H(MOBA,

o
o
>
ofo
>
o
o
rO

N

.
oA eAxzE= AA

Multiplayer Online Battle Arena, ©l: #glze B gl A=) A7+ AHRTS,

_‘]7_



Real-Time Strategy, o|: ~BlaZ#ZE) 1293% 8 (FPS, First-Person
Shooter, o: 7}+H 2Ego|a), 304 Y (TPS, Third-Person Shooter,

salold Al I3k 282, A4F o
A ) T2 Yol B F Arh 2 AFolA = oy F

% RTS A #=29 2 adgzes AFE22 AAH AL&a¢h

o WiE gkRE), Axz= A

2

i
iy

eX~E 2 A2 2000 ) Zutol

o

Ao w ArstEglen, Ad 10d

FoF 3sta #AL ZtHHou et al, 2020; Schubert et al., 2016). AFd
o] FAHANA HEVEL ex~X2E “TAAS EolEF Fa5S 712 EY
HE 52 7 P ARAFom AeXE AYror AHosa qtt
(Hamari & Sjoblom, 2017). e2¥= AL &7 A5SdF= T3k A%

hyA

< olFa Sded, Ad A EA A Newzoo(2021)o] w=H e
= AR WA E elo] 2024 = oF 169 Zel(sks)t oF 23 4009
AE 3T Aolgt AFATHIH 2). o]HFF ex2x 2 FJL2 AA 2F
MA, midel ARdaR, AY wiEA £, w2 B, gAE 59, &

=]
EfEer o = g o FAder B viES Ay, 2021
2~

P

RE AAga, ve] AAsrk oF 19 93008 @l (33 °F 25009
D), AL whEAE £ oF 19 27007 el (3e oF 1600%19), FFE B
Bl 7L oF 6,700%F el (3h of 853 <)), vAE 9 o 32008 el (33}
oF 407°1€l), BT oF 25008 2ol (f3 oF 3189 %)) wo = eyt

(¥ 3).

_‘]8_



I

2]

=3
"o

S

)

)

o
xr

kel dlolg ZFHE Statista(2022)l] w=

BN

b g E7E 20251 9

"o

w

il

°F 69 4,080%H9 0] o]

-
T

g

}\]i

A7)

]

2

TR

FATH L

5

=
=

olg}t <

-

2]

)

B

BH

o

o

ol

&+

e
gl
<

o

o] mjZEo] 2023\ 42

oA AA

&4

ey S

Statista(2023) &= e~

(¥ 5).

3

_‘]9_



Esports Revenue Growth
CAGR: +11.1%
Global | 2019, 2020, 2021, 2024 Total 2019-2024

$1617.7M

$1084.1M
$957.5M $947.1M I
2019 2020 2021 2024

Y 2. AAA exx = W& AZ(EA: newzoo, 2021)

Esports Revenue Streams
Global | 2021

$641.0M

+11.6%
Ya¥

$192.6M
+13.4%
Yoy $126.6M
+22.6%
Yoy $66.6M
+13.8% $32.3M $25.1M
- - — i
[ YoY Yar
Sponsorship Media Publisher Merchandise Digital Streaming

Rights Fees & Tickets

I 3. e2¥x A 9 FFR(EH: newzoo, 2021)
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2020 2021 2022 2025

39 4. A MA ex2X=x A/ HA FE(EA: Statista, 2022)

REVENUE REVENUE GROWTH

70

50.50
19 56.12 |
51.65 i
50 4713

42.31
38.09
33.91 |

30 26.94
2456

intrillion KEW (%)
&

19.53

[
=

16.72

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027

39 5. e2¥X= UAIY B3 AF wj&(FA: Statista, 2023)
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718 A%, FpE, A
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I} (zapping effect)=
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H(Turner & Cusumano, 2000).
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THFE 9], 2005). wpA T o2
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AY L (835 <, 2011).
¥} o] &(Mere Exposure Effect)

G

—_—

0
I

0

Mo

Ton

I

N7

%

g Ab=rol

SR
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=
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_23_

-

T

ngon
# o] vt}

o

=
‘:l:"

o Holx= =i o A+

31%
#7F ¢

%
F4 et al, 2011).

J:':*___
3y
E

el

1l
Basketball Association)

Ao% e

&

=
-

A



IR 7. e2 ¥ = A3 A9 733 oA

ol g MBI E EAXNLE W gFol= Fa F, ofyold B
1o FHE AdEn. FaolA el oyl A (animation) 71HM > HE A
I & ANstal AL =S Fa, AR AZHEE A Fsho]

AgAe] Arel Ug oldlwg welw, Suie 54 Auol e g
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u] & o] tH(Bolivar &

th(Sundar et al.,, 2001). ©]

=
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¥} o] &(motion-effect theory)
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= 7N]lo]
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T

[e)
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9ltH(Yoo & Kim, 2005). ©] <}

o ymolAd Hj
o Lang et al.(2002)

$31 TV, Q1H
At} (Reeves & Nass, 1996). ©]
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=
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=
(orienting response)
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Al =)
2 |
o

1
[¢}
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F

pSEoS
3
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¥
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Aol =

A

4=

=
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74 AR 7 A]

AH

A

A 27
7+ A (physiological arousal)2]

=

Al

}ol Li and Bukovac(1999)
and Kalyanaraman(2004)> 331 ofjYwo]de] &£ me} debx]

Mg sk deld 4w

Baressi, 1995).
Sundar(2004)
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3}o] ¢ Breuer and Rumpf(2015)
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9] (attention) ¥k 7 Qle] HEolE-9l

SRERY

bol, )

% ovs

o 34

v
o]

i

CHTreisman, 1964). o]

o)

g, AIDMAS DAGMAR =wo] =1 tj
1 Zdo = Fa gyo] o

J

ghbe

9).

el

i

A

wo} 5ol

I Aol A

Fo

ki3

o=

2017).

_26_



7] wj & (Liu et al, 2005; Reynolds et al., 2000), ¢17Fe] A® 2g] A
S ot Tag dAEA A& e ohdd ATdA Fo g
oAl AR WA o]l 9 o (Krajbich et al, 2010; Orquin & Loose,
2013; Pieters et al, 2002), AbEE©°] dutd oz 4lo] Hosta A=t
Aol o 98 HEEvtar F3(Gidlof et al, 2017; Schotter et al., 2010;
Shimojo et al, 2003)3F Ao = wFo] Hol FHu FHE ZHT W A7

4 Art 44 WrR 488 Aow Audr

Attention h Interest b Desire H Memory b Action

B e 52 71y #E

219 8. AIDMA =9

Comprehension . :

21A ojsie ofofF| Bi= d=

i

1% 9. DAGMAR =242
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Azol, exEzME FeE g5 AUS AASL ofo|dg
(farming)3h= WA A%3 Ao FEAANAY AAE 247 98
ful gbel Al A9 ARAZoR Waes] el B 4 Qr) &
AFNNE exX2 F5 F ABAAZE 47] oA ofed nATy
7 AF4FS AAY FF(n-game situation)olet AT er T2
A AN AEAFE NAASZ dolF AYHH 218 QT

Sl wtso] Fae] ZIee FEgFS WA TheAol A=H(Seo et
al., 2018), ol= A2 7o =7l FolAH Fo o] FAFAA FFS
n o= A3 A (Eysenck, 2012; Pham, 1992)¢] 43} o x] 3k},

AAY 3toMe] #3 g3+ LC3MP(The Limited Capacity Model
of Mediated Message Processing) ©]&< &3] AdWo] 753ttt LC3MP
o]2& thokal Ar A7 R (Eysenck, 2001; Lachman et al., 2015)& #H}
gom QIZte]l mreo] ARE Hst= HAFS olslctr] fla] wHEolHe
o, At ARE Agsted Fash FAH 2o & AV 9
a1 A ZFektk(Lang, 2000). LC3MP o] &9 w2 A7k AR

=

_‘—T;
g AP o 2A 9% BN WelEel WAAE JuH FHO

WHesl= F 33 (Encoding) 2y, WEE ARE Ao ol dd AEH
AH el AZAsI=(Baddeley, 1997; Christianson, 2014; Zechmeister &
Nyberg, 1982) A& (Storage)@7d, 18]aL ol A= A= FHE 7

Y= A =(Retrieval) H4S A A o] FoiA Al ®th(Lang, 2006)(Z2¥ 10).

Encoding h Storage h Retrieval

233 M olE

a9 10. 719 A¥ A (memory process)
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LC3MP o] 2o mt=w Al 74A 89l #AZ(Fa3}h, A%, =) mHo
E ol ) AFE FAA ALY &F QoA SPAOR FHY, T
A A& o w A3l wrk(Basil, 1994; Lang et al, 1999). ol &3 w]
tojol A WAl o] @ FALRrolv Ak RR7F O] B2 BAIA AdSs
7% A5, Al A s 3RS s AAF Aol FFa 1A ¥
-3 Cognitive Overload)7} 2Ae 4= Qlth &, 3 oA 2 o] &
A 53 el AAE Ae AR AR A2 &9 FAE dolA
A= JRAE 7} o] FolA =] a1 Aol dojd 5 9Tt

LC3MP ©o]&5& Agste] A183 o8 THAES AHEE Lee et al
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& AFEHEH, 1 ol 1EY il FE AVE Fal
wo A7)el JFH7] "ol th(Breuer & Rumpf, 2012). o]} & 3}
d'Ydewalle et al.(1988)¥ d'Ydewalle and Tamsin(1993)¢] <1

2 2ZAA A= AR FooA ulg A2 BT (=F Ao 9
3%)s AA ot gy F ARAES 2x= 47 A dojye=
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tol e Faro] gk ARE F 353} s AGstr] 91k AAH Aol
H53 5 dthlee & Faber, 2007). o]¢} ## 3] Seo et al.(2018)2 e
¥z 7] A oy FYE ol AFEE Hol HAFEAF vlE) A

7] 2 fFHe] FEe] AL HAF Aol Fa Bz tigk Al
g AR RiEZE oo E=A et ASs FAEdla

Gangadharbatla(2016)+= e~322 A& A] A H Ade] FHoJstes o
Hls] AdS AlAste Jee] Fa Ballsof gk 3)4do] fFon|stA =4

3

Ho, o]Fo] AAEE FHAe S mhEtA WAH
TE ¢EHoRE 7dE 54 23S A=A Eh(HAE 9, 2009). ©]
21k 719
(Implicit Memory)2. = # 73 4 At (Squire & Knowlton, 1995; Squire
& Zola-Morgan, 1991).
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FATE AAsHATh 1 Ak, Fu AAAe] BF wmFe] WESL 8,
Fojelw % AA Tl PEe] FAN IFS vAdy wHET =@

Gupta and Yousaf(2015)¢] Aol A= =Zg]#l 2 2¢ Indian Premier
e 7

League 47| “g8olx #HA A3 FHS 2EXN7F g2 2FAL v

DEAN7E Eevhed], Faie oA AQ 7
719 e 1 a7 YERE 5 7|9l (Krishnan & Chakravarti,
1999), B2 AFAEL Fa 53 A4 oA 4EFH 7IAHAE F7t

]

[-40

wwog w#s Hart Ygvta A¢kgth(Shapiro & Krishnan,

lo
il

HEZ ol gAHoR F 1ol A e AFelM A=
B dAskar Al ZokA| Rt ZHAf o

A 71Fez HoFEw (AL 9, 2007), HA 48t F3 A Fol A
719} (unconscious memory)(Freud, 1966), <1Ast#] E3dl+ 7] (unaware
memory) £+ 92 = 719 (memory without awareness)(Eriksen,
1960; Jacoby & Witherspoon, 1982)°0.% WHH 7| =gt 54 7]
222 ougl AR =EHAEAE B2 AR AT FR7E Q1A
2 gFo JdFg¢S vE 4 Au= A(Jacoby & Kelley, 1987)S 7]1E- 7 A
= p7]el EA 719e HAE die VEA o shgdstel dis] 7)o
E5 g9ekA FobopstH, SHAR dolw Y AAE VS A=

el Fag AA = dAstL FPAT s okghtl (HFEfl, 2002). ©
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23k A 7192 ol AFol Aol AY oAl A4S Ha
A e Aol FHAlFde] FHHEANS ol HEUA H=dHl(Graf &
Schacter, 1985), olw] UEelU= A Fsio F4AHS A 3Hpriming) 2 al
b AdATedME d5F 71 AAE A3 AR SAste] A
AAHPerceptual test)”2} “71dAd A Conceptual test)’=  F-E3FATh
(Blaxton, 1989; Jacoby, 1983; McDermott & Roediger, 1994; Tulving &
Schacter, 1990).

Az e W48 dolu oYL Auss AAEM EYOR 9

Y
e
ox,
)
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o]

(word stem completion test), ©o] 21" FAK(word identification test)”7}

ATh(uFEl A, 2002). Wo 27k b AR A9 wojo] AR AHE A A

EN

z+ 944 HAHword fragmentation completion test), ©]%

g5 dojE AL Foje vt FgatA olF As F e A9
oz Z=AHHCL oS 59] Jacoby and Dallas(1981)+= o2& Al
8 dolE BE FA] Bius=EE AAsd e,
T8 dolot MEmE o] Ateolo] st Fro| Folgh Aol
gelstdnt. ol2id A4 HAF A T e e A=Y =
g SA 734 (fluency)s 7HA= ‘A44 AR A= (Jacoby &
Dallas, 1981).
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Al QAStEE FEste AANE dadoes |15 i) A GAL
(category—exemplar generation test)”}
et al.(1985)el <]l At qom, shEE Ao g W

_Zr
MY WA At AEES /1S5 dabolth dF Eo Sud oA

7b Ag2k Bl CGENSIS' o o, #rdd WMl AsaE AAE F 7t
F HA AAYe BAES V|SeEs AA . ol#d b AAR 3}

of A4 #FFAe 7= AMEH A2 dB=vh(Schacter &

Buckner, 1998).
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steld TAES oldlstn d3sitd Fad ai® A4FD v
(Keller, 1993).

B3 Wete] A oleld wAL HE: T Wrd o 4L we
T Ak WA s Bzl o 7k HAd ek Aoy Hb o]
o Bm AA U Bt e FFS vATE de] o AFE B
3 SHEo gir(MacKenzie et al., 1986; Mitchell & Olson, 1981; Petty

et al., 1986), Faro] o8] 7= 7A wkLo] Fao] thak BT o
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g, BdE BEolx JIFS mH F dve Aol W H HHolbrook &
Batra, 1987, MacKenzie et al, 1986). =3 FIl=g AAH
(Heuristic-Systematic) 2o w2 HAEelax} sh= WA A9 A AR

o 488g wlFn Anel Brsh AAd weh BEe] 47 Er 747

Hog S & 4 AtH(Chaiken & Maheswaran, 1994). o] g4 dA =
2dE HEE AUE 95, +d gx, ol ok, o] & ok thYd dqF
5 ZF, ARk dEd FAA] JE¢S v vt Has s k(4] E g

o
9], 2009; AW, 5 A, 2008 AL, FElw, 2004).

&) 5 o] = (behavioral intention) ¥ El=7} d-s3t= 7] A QA FHH
D AEE oushe, ol gk el tid HEE FA4T olF 5 vy
Peoz vepdly sk de A oAe & 4 lch(Hutchinson et
al, 2009). W= A ALS|H AFoEe} AAH FFoER R
3 Atk AbE A AFoEE FHYRE, FHAES} T dojH PFS X
g3l (Szymanski & Henard, 2001), AA14 5= 4] X &AL

ABYE S 2o ARA FUNA A£H o gdT ovdrt

o

(Zeithaml et al., 1996).

T 7P are] digk BAs BlETE Sl FA A dES mFoha
urgith, T3 Huettermann et al.(2023)8 e~ = AF3tol| A Hal=o] o3t
e H32d 2FEA9 AF Fulee] FAA IS vty 74
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2 AvE Algstgd o (29 12), Al 1A Al 7H(fixation duration)®} A} A
4 3l (fixation count)® o] FAsA T FAHo 2 =Y A7zt

= AHESte] HlolHE A& stth(d 13). F

SASATHLE 14).

ol EZF ARANA ZHgd @9 4
A AAsHA Al Aol AFRHAY 2des AFHES FEoE 4
et mgo] WAET AOI(Area Of Interest)E stz EAHo=
(Vansteenkiste et al., 2015), Z# < S = 2 EA & okst7] w&o] t}
A W A|Zro] A QE AR w9 & 3A o] (Duchowski & Duchowski,
2017), ©el A FE(Patla & Vickers, 2003; Singer et al, 1998;
Vansteenkiste et al, 2013)914 AFH o2 ALY AJA 4o ot
719 A, @A AlAdo] 100msold M= S Al A

o FolMttar F43g Vickers (1996)°] A5 nlg o2 A=Eo] AAH

>
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=
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Y 12. Tobii Pro Glasses2(&*: Coskun & Cagiltay, 2021)

 ROB MATGH ASET 3 NEMESIS
PT HE8USn0w 0:2 ZUR hed

a9 13. AZAH F9 HolHrt &€ 4
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el &2 Q2lFA (Confirmatory Factor Analysis, CFA)S A A&t}
TAANSeRE 7t 82l 1t AAAFS 72 0= dgh a1 A A (factor

loading), #H i #¥4F F3E37H(Average Variance Extracted, AVE), 7Hd 4l

# %= (Composite Reliability, CR)E HAESIT. viA|THoz2 FxEEYH
TE5 o FxH BAE Wyl fel 2R AA 9 (Structural

T =

Equation Model, SEM)#21 S 2 A&} 91t}
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TRUAA B A tHw HE HAEE AFAQ dAHor dE A
(Gao et al., 2008). o]&3t o]f = E AFoM= sk AGA A5S

3 Mardia(1970)e] vt = AFA  H 2~ E(multivariate normality test)=
AASATHE 6, 3 7). Mardia(1970)¢] th¥l&F G414 HAE A3 2
TolA AHEE BESRHS oy s thi" AP FEE e sl u
EBtskth ol &, JhelAly SARS AdHE7E st 2FEeAE HAagTL
3l 1F Q7 (Type I error)E =4 7FsAol AtHRyu, 2011). olo] &
AT A= Satorra and Bentler(1994)ell & &l A AR v A f F3xe] o

A2 e A sl

i
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£ 5 7eTAEFER By A4

3 H2 =2he] H 1t TE=Ax o = qE
duration 0 14.12 2.17 2.56 1.86 3.92
count 0 26 6.12 5.87 1.18 0.74
EXMEMO 0 6 2.76 1.86 0.2 -1.07
IMMEMO 1 6 251 1.44 0.67 -0.49
ATTI 1 7 4.35 0.86 0.55 2.83
ATT2 1 7 445 0.88 0.62 2.35
PUR1 1 7 358 1.16 0.22 0.27
PUR2 1 6 3.27 0.93 -0.31 -0.2

duration=A] A1 LA A 7} count=A1A 14 3157 EXMEMO=" A| 4 7] 9;

IMMEMO=¢ %2 719; ATT12=2 A= %; PURI 2=-F = %
¥ 6. 9¥H J= A5 25
Test &Y st 1 result
es allstic p—value
(e o)
Skewness 1658.6686 .000 No
X7 U¥%F A: 2S5 279
Test Statisti 1 result
es atistic p—value
(e o5)
Kurtosis 24.372 .000 No
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2.2 2 A A (Manipulation Check)

ATl A Fae] FAAdH JAAY Al tig A= gEddge
Z2ZAHAEAE Feldr] 9 =HEE  t7 A (Independent Samples
t-test)& AAlSA. 1 A Fa

240, SD = 1497 4 F3x JEM = 586, SD = 1.67)3F #o|7} &4
Aoz Fost AS AUt (r = -13.69, p<.001)(2¥ 15). TS A

=
16), $9AE0] A8 Yol tebd o Y AAY 4FE AT
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t=-—13.69 "

M=5.88, |SD:1.67

M=2.4, 5D=1.49 I

A G
O34 33 w331
¥ 15, Fae €29 =2 A4 A
o1A|Q] A3} =& A7 A}

r= §9.84

M 6 18, c‘D 1.08

M=3.54, 5D=2.11

A% g A% g9

OHAE AY gAE A

a9 16. IAY #% =& FH 2
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B oA oE 7HEAAES 98] Anderson and Gerbing(1988)0] | <3k
TZA A ek 29 A H 2] (two-step approach)©] & &% At} o]
= 1dAGA SAHEFEY AFE 9 gEAAS A5 H, 2dAdA 7=

2y W Was b8 724 #AE et Aol ol flal Wi

vg)
(@)
=]
=
D
H -
[42]
=
do)
[do)
=
wn
(@)
&,
=
m®
8
(@}
@
=
o
(@1,
i
°x
i
ol
ol
2
v
(L
2>
n)
o,
o,
o
o
s
o2
i
o,

SALYE FAdEy dAst=A FQlstr] 98 SAHAEFY Y AT=
(model fit)S =<lstdtt. Hair(2009)o] w2 NC(Normed x2) 369 4%
4  o]3, SRMR(Standardized Root Mean square Residual)3t3}
RMSEA(Root Mean Square Error of Approximation)#te] .08°]3},
TLI(Tucker Lewis Index)#t¥ CFI(Comparative Fit Index)#te] .90 ©]4+

d w7t 44 A= Agear AAsA. & AT SAHE Bl=
B

i

Esh PEE FYS BT
A3k, 7 FE FHSA R ole] B £x9 8AH A Fo] hepyt

@S At e AA HTHoR & ATl A E SARY A

THA BPNAE AFE A5 )

e A ¢E S-By2/df(2.121/1)=2.121, SRMR=.007, RMSEA=.063,
TLI=.988 18]al CFI=.998% uwElskow  Hair(2009)7F A A3 A= A

_59_



T8 AFE BBIE A= A5
Normed x2(CMIN/Af) <2(F%),<3(%3%),<5(R%) 2.121
SRMR <.08 007
RMSEA <.08 063
TLI > 09 9838
CFI > .09 998

E Ao A] ol QolRAS B =AHRIE o3 =A & o]

e

J
t

st g aAE AZetr) el #A B E(Construct Validity)E -9l
dvh. T4 BEEd 24 =7 Add PAAYS ewEd S4%a

A=A el Hrlele wWE o & (Tak, 2007), ¥ EFE % (Convergent

FZ(Average Variance Extracted; AVE), 71d 413 %= (Composite
Reliability; C.R.) 7S 2lsth. 22 AA e ZHF dwty o w2 ¥ +3}

(standardization)® Q.91 AA|=Fo] 500]/4d 950]stH FHEIT =Y

o
fz
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tel AVEgkol 471zt

S
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X9 U4 a8 FHEHT

1
i
ofN
i)
:L_I‘

29l
Qo] A 7 2 CR. AVE
BAHE HE 908 831
U= xxol s Bl = o o]t} 877
= #xolTHE HEo o2 Ay7kgt 943
T o] & 830 716
T 4o =BASE o] & oFo] Utk 837
T FHAEENA B EE FHE Aot} 778
E 10, 214 29EA AdEETE AFEAH
W 1 2
HAE B E(1) 8317 345
T o] %= (2) 345" 716V
" p<.001, YAVE
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B odeldel b 95 e A, 44 72 vdd vy AgEs
glgt Ay S-Bx2/df(64.802/34)=1.905, SRMR=..059, RMSEA=.073,
TLI=941 223 CFI=9612 Hair (2009)7h AN @ AFE A5e] 7157

=3 Ao ® eI 11).

o
ol

£ 11 7=22A4 29 4¥= HF5 23

e e WAIIE e A
Normed x2(CMIN/df) <2(£&) <3(¥3),<5HE) 1.905
SRMR <.08 .059
RMSEA <.08 .073
TLI >.09 941
CFI =.09 .961
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T 6=.580, p<.01).
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a7 7t R AR 24 2H
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P Results
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Kuisma et al.(2010)¢]
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