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Table 1. Previous studies on the evaluation criteria for advertising media

author

evaluation criteria

Lancaster & Katz (1988)  audience factor, message tactor, efficiency factor, competitor factor

audience factor (coverage, frequency, demographic selectivity, regional selectivity)
ee (1994) message factor (ad quality, appeal, clutter, pass)
efficiency factor (CPV, abiity to handle situation, possibility of using the media, advertisers preference)

Sissors & Bumba (1994)  quanitative and oudlitative criteria

Lee (2002) reach, frequency, visual message delivery, audience involvement, advertising rate efficiency, sales ability

Ngai (2003)

impression rate, monthly cost, audience fit-age, audience fit—education, content quadlity, look and feel, Look and
feel-design, Look and feel-user—friendly

@ qudlity: attention, stimulation, content, credibility, clutter;

@ time: short lead time, long exposure time;

Coulter & Sarkis (2005) @) flexibility: apped, personalisation, interactivity;
@ coverage: selectivity, pass, frequency, reach;

® cost: development cost, CPM(delivery cost)

medialcoverage, target selection ability, accuracy of effect measurement, appropriate advertising rate),

ee (2000)

communication(attention, attitude change, purchase intention),
merketing(various merketing communication execution, affiiste marketing, interaction with consumers, securing

consumer detabase, no the time—space constraints)

Chon, Park & Lee (2007) o
possibility

reach, segmentation, creativity, frequency, cost effectiveness, exposure effect, timeliness, clutter, convergence

1) quantitative: advertising effect (page view, reach, number of visitors), advertising rate (CPM, CPC)

Kim, Park & Kim (2012)

2) quelitative: service level (provision of relevant data, discounts and bonuses), media reputation (web site
reputation, web site credibility), relationships (expertness and abiity of the staffs, seamless communication with
the steffs, familarity with steffs of a web site)

Park & Lee (2013)

GRPs(gross raling points), reach, frequency, effective reach, CPP(cost per rating point), average frequency,
CPR(cost per reach), CPMI(cast per thousand), frequency distribution, Gilgross impressions)

Lee & Cho (2016) sympathy, vitdlity. target efficiency, recognition, acceptance, reliability, purchasing reputation, information delivery
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Alo] A iH%nji/ﬂ 191 mjtjo] LS =5 o]FojZItH(Jeon & Ha, 2011; Saaty, 1990).
7] §Igt Ao g o]fojfTt, o]e} 2 At AR, 3T JArEAH Ao gt JArEE a4
45 GA5] Slsl 2 dAolAs AR 5= A% ter FEste] wAE F2IE A
2 033 g2 AFEAE AH A B2 Foffoh= A o=, 2|E-H3E(ultimate goal),
7} 9l (criteria), 3FH7F7)&(sub—criteria)
GIEK| 1. HD ADXISO| MGl ORI HRLPIOK  E0% o] A2d 722 st o] o
RigEA 191 DICio] AFERSIS B9 Ao e A= 7ko] 7+ @ 4S0] As EA
A 2. F ARXE0| MRSk 0PE AARLAIOKY (independence)©]ojof stt}, & ZF H7la 4
A=A 120 DIEo HERRI0| M SR= 5ol 54 22 Y&H < ZHA AR Aol
U DHROf= ORI glofof k= Aol
G [ & Cn
EI 1/3:_.: T .
4. o= A= la) =
Cn 1/a;, 1/a 2

AHP 7]¥9] AL A4 A& 3+ (group < Co) B AUHIILE B3 104 9712 9] &
consensus)°l| 2§t A =34 (design of a T2 SAE A Hpof 7t E Fofst=
hierarchy)i} AE7}9] H7Hevaluation)Th= qE2}; #pgo] Hastrh Saaty(1990)7F AA|
T 7kR] HEo g JHE B 22 9l v (Vargas, gk AHP 7]H 9] Agtn]i 97 Ao gt A
1990), A A o2 tho3 e 4THA A= 2 o} (Table 2)¢} Zr}

Table 2. The fundamental scale

Intensity of importance on an

Definition lanation
absolute scale Bo
1 Equal importance Two activities contribute egually to the objective
Moderate importance of one over
3 meo Experience and judgment strongly favor one activity over another
another
5 Essential or strong importance Experience and judgement strongly favor one activity over another
) An eclivity is strongly favored and its dominance demonstrated in
7 Very strong importance )
practice
) The evidence favoring one activity over another is of tile highest
9 Exireme importance

possible order of affirmation

Intermediate values between the two o
2468 adiacert judgrents When compromise is needed

Note, Adapted from “How to maeke a decision,” by Saaly, T. L., 1990, Furopean Journal of Qperational Research, 48, 15. Copyright 1990
by Elsevier Inc.
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Table 3. Random consistency index

n 1 2 3 4 5 6 7 8 9 10 " 12 13 14 15

R 0 0 0.58 0.90 1.12 1.24 1.32 1.4 1.45 1.49 1.51 1.54 1.56 1.58 1.59
A, SEARS] Aerdol tiet Al==E 54 njo] Aol ot A7 AAE 24 oA 9
at7] $J8l Y34 H]&(CR: consistency ratio) AA MBI} ZhzF 9mA 2 49S gArog B
& Aol BAolth, Uy WIS CRylol  ARIAEWS AN WA, HEAES 23
0.10]std ¢ A#AdE AYaL Qlekar wehe ATFE viEgeR 7]E it o] ARgolA =
CH(Saaty & Vargas, 2001), 29 Prhaclsol 191 vlro] Ao 243
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e ) A QL =0 WS KeYste], HME7tEol A
n-1 e BAEE F7h 2AsHATHE, A
o E, MON 3|4} BE 5), upAuo 2 w2y

RI

WL W A%l o) 2§ T A maxi 7]
o, A AF(CDE A= 5 (Table 3)
o g3tol B7hRel Aol Heats B
2 30F QA HIS(CR)S e 4 9o,
opA ey v, Zske] AlSol 2 AskE dieks
uldsl7] Y3 7]5FE o+ (geometric mean
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A 293 4 Q] Argln 223 AHoE Hom, AsiA(Coulter & Sarkis, 2005
Wtk olE A5 ffsf Al d++(Chon, Kim, Park & Kim, 2012)°]4 AAE 291&
Park & Lee, 2007; Kim, Park & Kim, 2012) 0]-83slo] CPMI} A28 & o71A] H7) 71&
oA AARE 8Qle o] &3t EEE, &4 = TS o710l A CPM2 13 9] AR
=, F=AF, HolA | 5 47 Bt 71EE SolA HIAA7E k=T B HES Wet
T8kt 7] REES '3H g 191 vl AL, ARG FaAL AR oA 1 &
o9 kAL, 5= T 19 vhoE Aol Ex= H]E= 2ujdtt}, FHl= 8912 Lee
29 (follow)RE AFHE] 4=, H|o]A] = 3T & Cho(2016)9] Aol A AAJE HAA] 2219
Sl 71AE € HoAo gt I 3=, et 7S Zhxste] 191 mltjo] Zrl=of o
EFRIEE ST 19 wjHojef FgAe] R 3 AFATE Azketal e AE 7k A
of R JES UL I QUL kw30 I U 013 9 9
Lee & Cho(2016)2] AT A A ],H_ S & 3 A8 (Kim, Choi & Kim, 2015; Shin &
Table 4. Details of evaluation criteria
Criteria Sub Criteria Definition
reach Exposure level of the one—person media

exposure frequency

The number of people who folowed The one—person media

user factor )
pege view

The number of times the web page where the video was embedded in was
wetched

number of visitors

The degree to which the video of the one—person media is repeatedly exposed

) CPM Cost per thousand impressions
economic factor - — — -
production cost The oost of manpower and materials in the advertising production process
content quility Content accuracy, usefuiness, timeliness, reliability, relevance, playfulness, etc.
content creativity The ability of a creator to produce new and original content
content factor
The ree to which the content of the one—person media hes its own consistent
content differentiation deg o ) .
persondlity and is differentiated from  the content of other one—person media
The ability of audience to recognize the components of a specific channel by
channel awareness o
distinguishing them from other channels
media  reputation — )
o channel reliability the level of trust in the channel
channel favorability Audience's preference for the channel
it product fit The degree to which content and creator harmonize with the advertised product
i
target fit The degree to which content and creator harmonize with the target audience
s interactivity The degree of interaction between creator and audience
lexioility
viewer service The existence and method of service to audience
MCN reputation The MON organization's intermal recognition, expertise, credibility, influence, etc.
menagement expertise of the advertisin
- N < Practical expertise in advertising
practiioners
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Figure 1. Hierarchical structure for AHP analysis
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Table 5. Demographic Characteristics of the participants

7 SEA AFEASH S4e AR
(Table 5) <} &t SHA2| JE

8(70.0%), ©1/do] 67(30.0%) <
ALG2 WF 40~494] 2] SHAL7} 137 (65%) 2.2
P Wem, I tha2 Tt 504 ol4e] 37
(15%), Rt 30~39M|7} 474(20%) 22 LI EFET,
ad Zokz oA AZ717F 137%(65%), AA A
w717F T8 (35%) 01 AL AA AL T L
PAF AFA= 37 (15%), 121 mlH o] ¥ A
TR 37 (15%), 191 vHjo] FalFE 1
(5%) 22 UEstH, o, SEHAES B 2
ol Fa wd Y FEAYH, SHAR
492 109 ol/do] 15%(75%), 3~5d°] 3%
(15%), 6~9do] 27 (10%) o2 21 = Ut

N

o

s

2) AHPEA ZAmt

(1) g8 43

SYAEY glo] Y] NS o
7] 91 WA Al As] a9
ol Al ¢

AT 4% AT AHPY]

Type Cheracteristic Frequency %
mele 14 700
Gender
female 6 300
30~39 4 200
Age 40~49 13 65.0
more than 50 3 150
academia 13 65.0
) advertising practitioners 3 15.0
Occupation - -
One—person media related industry workers 3 15.0
One—person media advertising client 1 50
35 years 3 150
Career 6-9 years 2 100
more than 10 years 15 750
Total 20 1000
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Table 6. Analysis results of relative importance and priority

Level 1 Level 2 Tota
Factor Relative importance Rank Factor Relative importance Rank Relative importance Rank
reach 283 2 078 6
exposure frequency 147 4 040 12
user factor 270 2
page view 294 1 089 3
number of visitors 272 3 073 7
i CPM 670 1 066 8
economic 098 5
factor production cost 330 2 032 15
content quality 281 3 079
content factor 282 1 content creativity 336 2 095
content differentiation 384 1 108 1
channel awareness 337 2 037 13
media .
) 110 4 channel reliability 302 3 033 14
reputetion
channel favorability 361 1 040 11
product fit 357 2 046
fit 130 3
target fit 643 1 084
interactivity .660 1 045 10
flexibility .068 6
viewer service .340 2 023 17
MOCN reputation 374 2 016 18
management 042 7 i
expartse of the 626 1 026 16
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A Study on the Relative Importance and
02 Priority of Selecting One-person Media
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Th Multi-Channel Network (MCN) business, which works with social media/streaming
e platforms to offer strategic assistance to a group of one-person creators is
recently flourishing. As is well known, it has become a very common practice for
corporations/individuals to utilize those one-person media for various marketing purposes
as well. Unfortunately, however, despite its ever-increasing importance, many marketers
still seem to rely too much on their own experience or intuition rather than scientific
findings or knowledge when they have to choose one-person media. This is problematic
since selecting the right one-person media is essential to increase the effectiveness of a
marketing campaign. In this regard, the current study explored relative importance and
priorities of many different elements in selecting one-person media using the Analytic
Hierarchy Process (AHP) method. The results showed first that the primary evaluation
factors consisted of 7 factors (user factor, content factor, economic factor, media
reputation, management, fit and flexibility). Subsequently, the secondary evaluation
elements were found to consist of 18 factors (reach, exposure frequency, page view,
number of visitors, CPM, production cost, content quality, content differentiation, content
creativity, channel awareness, channel reliability, channel favorability, product fit, target fit,
interactivity, viewer service, MCN reputation, and expertise of the advertising practitioners).
Meanwhile, content factor was the most important among the primary evaluation
elements, followed by user factor, fit, media reputation, economic factors, flexibility and
management. In addition, the analysis of priorities based on the overall weight
demonstrated that content creativity, content differentiation, and page view were
important factors in choosing one-person media.

Keywords: One-person media, Analytic Hierarchy Process, AHP, Advertising media selection
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