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2t



22| 2D%1et 22| 3

LD 27 HmT: S| DADO| YSHBY, ZEA, 222 FMo=

55

(H 5) &=Z20| Z|EAQ E220| O|Xl= I
S5ty T =A
SEHs
B SE t AHEH O
_ 0.581 0.071 8.677*** THEH
ysxg
= 337, F= 75,286
Sapa SLtHe E2R
B SE t FHEHOI
MEER 0.139 0,066 1,941 712
oYEA 0.619 0.062 8.658"* et
= 502, F= 74115
Note: ***0(0.001 (2—tailed).
UERG O (B =139, p»0.05), Xy Z2¢ 13)2} It} Durbin—Watsongr-2 1.895% e
of sAXeR FostA A 2= 7l W%ﬁlﬂﬂE§°]ﬂ°“} o AehE el
Ao LEPTHE =.619, p 00D (GE 5y 3Hx) ERF RAI 606 25 LERGTE Pl 227,430
o p<0.0010]”4, ER297F AL Hieoll Y
231 9)olthpg = 5 A
3) GITIIAS HiT7pAle Iy = H|Z|aL AACHB =778, p<0.001), EZFF HE 20|
A E297h HAs dEd] nlXs Gge A%t
7 5 HEAL AAEA Durbin—Watson
mosl Bu due) ve Qus dge] ) SRS ARG,
] 1 k> 1LedsE UERY] o] slqjno] Aetst
el 2 sk Avk= o] (&
= A0 & AEQIE E3F RAINS 3488 e}
(% 6) EEL7} ¥1 Ei=0l| 0|Xl= F&
e S&H B0 HE
8 SE t FHEHOJ
zZz2 0,778 0.06 15,081*** e
R* = 606, F= 227.43
Sama S BRIE B
B SE t AHEHOf
Z2e 0.59 0,0074 8895+ Hel
R = 348, F= 79,114
Zapa Tujols
sayEs
8 SE ! ko=
222 0,407 0107 5,420 Hel

R* = 166, F= 29,393

Note: ***0(0.001 (2—tailed).



56 Journal of OOH Advertising Research

TF, FEk> 79.114(p<0.00D) 0.2 E&9+= Hall
Bireol FEFE wAaL ASIHHB =590, <
.001), el 3o|A= ER7F S oJfkeof m]X]
P Heo] 8l AHEAE Ak,

Durbin—WatsonZ}t-& 1.827% e 7| wfjEo 3

Argo] Agsh= ZAo08 FetE|glet (GE 14) 9]

A FZRe 29.393(p<0.00) 2 ZEQOL Jlufjoln

o JFHB =.407, p<0.001)S U|x|= AL s}
UTHGE 6) H=2).

Im sL

rlr o

4) H77bAgol HE

B (8 =.628, pd0.

= gl
SEHCE 7

B eEel HE efes) il ojto]
=317] 2l R4S AABIIT}E Durbin—
& 2,013% UEP7] wfiZeo] 3]fugo]
alels Ao g gobw ol EaF RAEL 0 457
ofof uwhef, Fil o} Hi=
L 45 T%R KOl

SEO
R=aEs

Watsong 2

O UERT
Bjfeo] —rujofteof it A
o} whebA], A BlE=(8 =.466, p<0.001)2} E:
= H&(B =273, p<0.001)= FHjole] FA A

o

= 1.787T= L}E} 7] ELH Oﬂ FALgo] Hgeh= o2 fosHA FAHQ FEE vA= AR U
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In this study, we would like to compare the differences in interaction, presence, flow, and
advertising effects between outdoor 2D and 3D electronic display advertisements, In addition,
it was intended to confirm the interaction of outdoor 3D advertisements and how presence
affects the flow and how the flow affects the advertising attitude, brand attitude, and pur—
chase intention, The results of the study are as follows, First, the difference between 2D and
3D advertising types in interaction was not statistically significant., And the presence and
flow of outdoor 3D electronic display advertisements were higher than that of 2D electronic
display advertisements, In addition, the advertisement attitude and brand attitude of outdoor
3D advertisements were higher than that of outdoor 2D advertisements, However, there was
no statistical difference in purchase intention between the two advertising types. Second, the
interaction of outdoor 3D advertisements did not affect the flow, On the other hand, the
presence of outdoor 3D advertisements had a positive effect on the flow, Third, the flow of
outdoor 3D advertisements had a positive effect on all advertising effects such as advertising
attitude, brand attitude, and purchase intention, Fourth, both the advertising attitude and

brand attitude of outdoor 3D advertisements had a positive effect on the purchase intention,
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These results are meaningful in that they provide practical significance to expect positive ad—
vertising effects by drawing new possibilities and consumer responses for 3D outdoor adver—

tising in the diversifying outdoor advertising industry,

Key words: outdoor advertising, 3D advertising, interactivity, presence, flow

* ERFETY: 20233 06" 30 / AAIY: 2023 078 14220234 078 312 / Al 2FY: 2023 08¢ 21



	옥외 2D광고와 옥외 3D광고의 광고 효과 비교연구: 옥외 3D광고의 상호작용성, 프레즌스, 플로우를 중심으로
	Ⅰ. 서론
	Ⅱ. 이론적 배경
	Ⅲ. 연구방법
	Ⅳ. 연구결과
	Ⅴ. 결론 및 논의
	참고문헌
	Abstracts


