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Abstract: The development of social networking services (SNS) has brought significant changes to
consumers’ acceptance of advertising, and Insta-toon advertising, which utilizes SNS-based car-
toons, has emerged as a new advertising format. This study empirically analyzed the effects of
Insta-toon advertising characteristics on consumers’ attitudes toward advertising and purchase
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intention. Five characteristics—entertainment, informativeness, artistry, credibility, and interac-

tivity—were established, and their influence on purchase intention was examined with advertising

attitude as a mediator. The analysis revealed that informativeness, credibility, entertainment, and
interactivity had significant positive effects on purchase intention, whereas artistry did not show
a significant effect. In addition, advertising attitude exhibited partial mediating effects in the rela-
tionships between credibility, informativeness, and purchase intention, while moderating effects
were partially identified depending on usage frequency and advertising experience frequency. This

study provides foundational data on the influence of Insta-toon advertising characteristics on pur-

chase intention and offers practical implications for establishing effective SNS-based content mar-

keting strategies that utilize Insta-toons.

Keywords: Instatoon advertising, attitude toward advertisement, purchase intention, advertising

attributes, mediation effect
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Table 1. Operational Definition of Latent Variables

Variable Items | References
Entertainment 5 [15][25]
Characteristics | Informativeness | 5 [29][25]
of Insta-toon Artistry 4 [30][31][32]
Advertisement [ (edibility 3 | [33][34][6]
Interactivity 3 [28][15][12]
Attitude toward Advertisement 4 [35][15]
Purchase Intention 5 [35][16]
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24 A3 B3 WA O FEIA et 4TE
2 At b AFF £2US JAskAT 2 5
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22 177 1 ol (Kaiser's rule)S 7|ES 283}

tlo

o, 2AHAZFL 0.5 ol FYL Al S =l dit

T37F 4-8-H Varimax 3A-& AHESHE e, 3HL2
73] 9] WHE A4S AX s HE 2P Y+
AR 70.37T7%2 w& A9EE B3t

AFE BA Zdx R E9 Q9¢lo] Cronbach’s
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Table 2. Exploratory Factor Analysis

Cm“ZaCh’s CR| PI | EN | AA [AR|IN | IT
CR4 .823|.213| .120 | .147|.097|.122| .026
CR1 .7541.110( .056 | .275|.111|.196| .165
CR2 877 .7491.199( .048 | .168 |.112|.207| .194
CR5 .739(.232( .157 | .139 |.147|.114| .012
PI4 .129(.746( .241 | .059 |.296(.190| .068
PI5 .160(.732| .274 | .113 |.143|.223| .104
P12 .887 |.270|.721| .076 | .271 |.045|.207]| .181
PI1 .300|.677( .122 | .345|.073|.112] .106
PI3 .307|.586(-.017| .436 |.142|.197| .138
EN3 .066|.084( .816 |-.016|.116|.126| .065
EN2 .021|.245( .723 | .253 |.224|.150] .093
EN1 866 [.219(.170| .700 | .217|.251|.117|.177
EN5 .253(.039| .595 | .403 |.170.228] .115
EN4 .067|.217 .668 | .242 |.294|.329] .040
AA3 .2611.290( .198 | .720 |.251|.153] .040
AA2 .2441.254 .270 | .656 |.291|.209] .155
AA5 919 .1841.394( .193 | .647 |.296|.141| .091
AA1 .311(.218] .279 | .627 |.315|.208| .094
AR4 167(.117| .241 | .115|.768(.197| .093
AR2 .023|.166| .086 | .302 |.748|.164| .077
AR3 -850 .1881.099( .309 | .112|.705|.172| .176
AR1 .200|.162( .219 | .319 |.628|.151| .057
IN2 .2221.185( .141 | .113|.116|.764| .085
IN1 .077|.148] .126 | .095 |.134|.746| .120
IN3 .842  |.401|.183]| .205 | .136 |.232|.592|-.039
IN4 .101].270( .243 | .179 |.306|.566| .093
IN5 .265|.127| .209 | .457 |.158|.544| .112
IT3 .016|.140( .022 | .037 |.118|.095| .846
T2 617 .2591.132( .277 | .234 |.073|.101| .645

Variance explained=70.733%, x?=6304.047(p=<.001),
KMO=.945
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Table 3. Correlation Analysis

Table 4. Results of Hypothesis Test

CR PI EN | AA | AR IN IT Hypothesis g t Results
CR 1 EN—PI 131 2.102* Accept
PI |.590%* 1 IN—PI .326 4.907%%* | Accept
EN [.434**%.538%* 1 AR—PI .109 1.907 Reject
AA  |.599%*|.704%*|.649%* 1 CR—PI .285 5.304*** | Accept
AR |.447%*|.520%*|.637**|.663**| 1 IT—PI 124 2.458* Accept

IN |.566%*|.623**|.613%*|.651%*|.597** 1
IT |.466%%|.484%*| 481%*|.483**|.450%*|.449%*| 1

*p<.05,¥*p<.01, ***p<.001

vl o] oEbg, B A, ZEA, A=Y, F5A8A
9] 57f 8213} 297 B&o] =&HUT).

4.3, JBBAEN

2o dig HEEG=E AR5 Y3l T
THA B (Pearson’s Correlation Analysis)
FJom AT= <Table 3> 7t £ Ax}

T 1Y I BF FAFLE fYu)gt A9

A (p<.0)E ATt

A 8RN B3 S5 ALEE

2
vlgto 2 th-g <Figure 1>3 ¢ 2E

Purchase
Intention

Interactivity

Usage
Frequency

Control Variables

Figure 1. Research Model.
4.5, 979 BT

45.1. YLERE AL 43 o= 7] FIEA 24
AAERE F319] E4o] Fufjo=o] nAle 935 4

*p<.05,**p<.01, ***p<.001

Z317] 9ot 3 HRAS AAIE A= <Table
4>0] gokE|o] AA =G} B AREYL FAHOR {9
A Ul m (F=42.166, p<.001) 25 o] Ago of
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7}e] ik, BAREAIR]| = (VIF)E 1.493° 4] 2.107 Alo] &
AzEo] gAY BA 9A gle Ao 2 et
JAEHE F319 EAo] oz X F7Fel
s A4 Mo HES A8 FA Aee {94
A& Ax, AFHA(B=285, p<.001), A (B=.131,
p<.05), ARA(S=.326, p<.001), AZ 284 (f=.124,
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Table 6. Mediation Analysis Results

Hypothesis yi] t Mediation Type
EN—PI .038 .647 NO Mediation
IN—PI .232 .455%** | Partial Mediation
AR—PI -.018 -.321 NO Mediation
CR—PI .186 3.613*** | Partial Mediation
IT—PI 112 2.404 NO Mediation

Mediator : Attitude toward the Ad
*p<.05,**p<.01, ***p<.001
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