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2A AP Qo) FaAbg oA o] AFgsh=
243 A kAL ik, ey M| gol AHESIH
U o] &5k theet Farr dE Zlojn, ofof
gk thH] 7} E st

AFECTE| Y (IoT: Internet of Things) A&
2015 3.8 of|A 20224 22.9% Yoz A+

-

& Zolm, Aul T HhE ] HlFo] 52,6771
2718 A0 o Rkl WAA, 2015). T

2 ofF T & IT79ES AR EYE 7]
Hho g gt AntErLS A Foln, AR LG
T ARERIEUS 7o R g TV, WAL, 254
27] & FAsHAL Qlek, AREQIEUlo] o 4fH et
= AR G2EHs 22 JEEAVE
ICT) 71HEY AH=UEHU A A= 2235}
AL Qlep(ahol WA w2, 2015).
AFZQIE Yl 91A 7] 7] 20159 A AA|Z o
2 48980007 ol A 20209 2509 600097t
2 F=3 Adtoltt, Y AFEQIE Y AR mj&
o] 20149 3% 75969 oA 2020\l 17%
10002 Yo & o AEIch AL, 2016), oA H
= wjohs olZoizt
T Qe 7le2 FEEI QtH(Gartner, 2014;
Etnews, 2010).
7HAAFoIW AFEAHREE ofy e} IpA o= U
EQlaet FHAd 71X, A7k 2 AE7HA
AR Bl AlF o2 SAE o, AA L3t A
ol S AHesel dAE Jlrk(Batalla,
2017; Kranz, 2017; Hussain, 2017; v]t]
2, 2015), ARERIEY A7t =efistd QI
Hles A4 BE AREo] AleE ZA HH, ol&
A7 Aok AEE FAE7] Ao s AEE B

Wi FAI(Push) Fefjz FRgA W A7}

w25k

et al,,

ARZCQIEl 7|Hho] TIAZ2|0] Zmofl Cgt BfAA] 7 51

v 02 o AdEct (M dAEA IoTHH 22 E
H, 2014), whebA] mHFLS do AHERIEIUS] A
7t & Zolw, wAIFol AFEAE Ul &-8-5f
MEE ZH8F0] F54E Aotk (Pyun, et al.,

2014).
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PCU mHtIAY Shtel tutolsrt Ho] 487
oA HnE A5 ek ok 2wARtn @
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Kruikemeier & Zuiderveen Borgesius, 2017;
Kumar & Gupta, 2016; Deuze, 2016; A&
k27, 20165 48, =A%, 2016 oA}, =
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U A, AEA o] AR R Aol
ot BE o7 Aol 2 Aold 7dE 4 UA ©
SR, -8, U, 2017)

AT B4 B 5 AT 4 AT e @
A o) ARQIE Y Fh7) 7| ARl
el ope molu], Azgle] EAaA Ay

3 HaYstr] AgtA olck, E3F A
Q08U Fart AdE= AlEsS A 2 fe

2H|AFEO] ARE AAE ©]
&ot7] 98 FistEe Fi 8y S s
Fh(Lee, 2017).

AR IE YL Aol A} Ee] EEAA, AL
2, 7HAAE T A2 oheket tHfo] A9 Aas
ol HAE FE & 4 ek o= BF AREQl
Hul Ago]2o A stttz AZE AA o2z 1A
o] a1 WpAlo| A Hlojup gAE0] M= HHt
o|2 Ao A ofEA wFSFL AR dofl= A
o] "asiry wpA tHfo]ALy Awo] AT} ek
SHA " E ke o] &4k EAS 1HRl A&
1 A3 9 weke] L E ATsl= Ao 4
shrh(obolr 224, 2015), E3F FA14
O] AREQIE Yl gH oA %= Fate] A
B2 eEEe ot 849 4
gk A+7F Fasi

MZE 71goly A&l #8A=lA Wol=
A= el el W A7F o] Folxeh W
Z Rogers(1962)7F & 419 XAk Diffusion of
Innovation) °|&2& A= L

o S ojd 23oM 2R &

f
mln

AN o] FA %

%2 585t of

~
I
ro
m
e
A
=

to| ClAZ2] 0| Ziol| Chet FAE A7t 53

9157]' Lol =] gigk fEF el AFLE V)
4l (Technology Acceptance Model)&
9k, Davis(1989)0ﬂ o8] AAE o] mel

2o|3 &

Aetel SlEp 2 sl el AT B 4
g gked, 7168 830% ol 780 2
24 FEATTL FuEo IR, YU, 2015;

Hernandez, Jimenez, & Martin, 2009; Jin &
Villegas, 2008; 22, 2007; Rao & Troshani,
2007; FHg3t, 2005).

aEy FZole 7leegRde] e s

oIt vlElelol ot ol gl i ol&auz

011‘4- Kim & Lee

(2016) AUFEE Q1e Aestsd| lo], x7he

Sl -84 slo] Lm|ake] 2ol zaeheln 5
7% S ujx= Aoz Busiyct kA ot
& -8R S| W s AR E A
A FEEE Fate] it aite] zo|7) =AE
Al = a7t AUtk

2. 2+ 323 A¥(Sensation Seeking

Tendency)®°] tgF A+

87 Aole] S4e ujelmet g 487
o =g ofagel 10 Faw auomd
Hop|A] Brs| ATE Gk o] F §13) R A
Aol oLyt sheleal, Q17 BAX B4, woln
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24, FuH QAT 5o FojAA choFe W
£ g3l th(Hirshman, 1980). ©] & #Zt 5
3
ol

TGS A AuREL o Sae Aug
=

-

] TAS (Thrill and Adventure Seeking), ES
(Experience seeking), DIS(Disinhibition),

BS(Boredom Susceptibility) ® FAE T ~dd}

EAFHTAS)= & EU fdS S71= 430
H, BAFHES)= ol HmfolA] kil =&
dHe dote A4S St 29ADIS)= o
Fohal TR e "HAstE = Feld. dH
of thet MIFAEBS)S AR WHEE = ol
U, B2 FoE FoA we AFe wRtv

(Zuckerman, 1994).

AHE =2 245 mdl(Activation Model of
Information Exposure)o] <JstdH, E43 AR
of gt =5 82 7HQ1e] o ot 4w
L goJskar ik, wiZoll 574 mivoiy Farel
S AR =EE= AgolA 8Abuih A%
2o A5 FASAY HE et A
o] 278ttt (Donohew, Palmgreen, & Duncan.,
1980). & o] &A= ZHIutet A9 A=42
, ofoll ==str] §Jsff AHAloA S A
ARt A= F5H "ok A 9 Aol &
& o] &A= A Y A= o] AFH R Fot

4

D)

v
o
©
k1
=
u
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ool
filo
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ofr
ol
K
=
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N
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ot

-
ol
el
rr
oN,
ot
o
tlo
s
rO
=
os)
)
0Q
(oW
oy
n
)
=
o
<
D
-+
L,

A= QI tH(Arnett, 1994).

ulcio] Tl Hopdl AL 7hzt 27 Aol o
olgAEOA BT oR HET 4+ At WA
Ake Slak wetolq A7} ol %ol HeH(Chang,
2016; Chang & Tseng, 2013; Lang, Shin &
Lee,2005; Donohew, et al., 2000). HA]A] 4
Fob AT AT, T 2T Aol & A
T 2o A2 WAA} ML} 2 S ENE
¥ th(Lang, Shin, & Lee, 2005; Donohew
et al,, 2000). 7zt F7 Aol &+ A2 4l
718t M 2& W& Fra(deH,2010;
Niederdeppe et al., 2007; Zuckerman, 1994),
FTAFEO] AT FE2E, HEZL WME SO0l A
|E HAA L 2 AFA HAA WEel
LTt ALY A2 E AEFtH(McNamara &
Ballard, 1999), whebal FaL A2k A| 8442 2
Zh - A% Aol ARt Fal et WA A}
=9 A5 2Hshs Ao] Basiths A& AL
5tthH(Donohew, Philip, & Elizabeth, 1998).

aH|A; Yt TR fofolA eFA,
T, S4%1(2010)2 HARAS T S5l s It
o] BANA A2t - A 2HANE dopH
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8 olGASE U SlEmsl 28 ABIAS
M oz naegl,
olelet Aol Ante A, AEL A

sAgA0] e HAIQl AR ARYe 4 7
o] e ol gl A RAAQ AFoE Q1A
o T2 Alpit FHH s F4AY 5 9l

3. A48 (Innovativeness) ] that A+

FAPE & ARIEEY 28 ofolr oLt
71, A 1A 88tAY =82S 6t
© B%= ¥dH (Rogers, 1962). H4l4d2 o
ol whet 71 g4, AlE P4, 4vRF g4l
dor e o] ALHrt 7Y FAES M2
S AESHL AAES WA EAE 5 e 5
22 oJu|slH(Hurley & Hult, 1998), A& Al
qo AE B2 AET vwe ARe Y
gttt (Dannels & Kleinsmith, 2001), 4H|#} &
S MzE RS =-sAY s&stel= 3ol

tH(Tellis, Eden, & Simon, 2009;
& Hofacker, 1991).

Goldsmith

3, 2011), wEhA] 7i1e] 71E o
& ARESte] 574 AlEFT ARjA 01%011 ] 2] =
FFol el @ A7 M= Uch(Robinson &
Leonhardt, 2017; Hoffmann & Soyez, 2010;
Tellis, Eden, & Simon, 2009; Im, Bayus, &
Mason, 2003),

714 SAgel Bt ATES
AL e AEL Fuist, A

< d Ao sAAY dF=

.

>
=)
oo

HEH o

°l&

R
[>

o
o)

og
EPthH(Kim, Benedetto, & Hunt, 2017; Kim,
Hunt, & Lancioni, 2015; ©]3F4, 2013; Kim,
Benedetto, & Hunt, 2012), AB|A}] QlEY]
B 3Eol TRk AFollA= Fiele] ZFAAL Q=
4l A%kl Ul Okof 22 FFe
S 2 eyttt (Blake et al., 2007;
Limayem, Khalifa, & Frini, 2000). ©]A & o]
BA0] A M2 AlFol thek AHj= o]
ojAH, 53] 7l& 2 A AlFo Fujore] &
P vt AdEo] RuE A Kim &
Kim, 2017; Janjua & Shahjahan, 2015; Jai &
Tung, 2015; Goldsmith et al, 2010).

et olga Asiehs el olgxe HAl
glo] 7HAl= ARk S Ho AlE &
Aol o8l A e ettt A= ok
(Goldsmith & Hofacker, 1991). E3tF A& w}
2 oh=2A yehtr] ol 54 AlFoll it /\Pﬁ
Aol EAY BAETE & AREel %A ¢
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]’ O O
Soyez, 2010). =R
A Etolvt TAA Eof whet

The 22 Al

_llN

ot B uE ot (Hoffmann &

/k(—)]o] =

SRS

S
=4 g8 5 9

t}

A3 Eopel “11}54 414 okoﬂ o) ot

Mo o
A
ol
o
ﬁ
E
O,
&
il
_{
O
o -
rir
_&;
o,
9
o)
2
e

3l o FA A oA} (Lyons & Henderson, 2005;

Lin, 2003). X3l +=84&
o1 901 Al 2

2 N2E AESE

st= Aol &7k o

2ol AEaaef 22 AR SHof ddiAL
=4

2 4 ousfr|= A
Minttu, 2005).

ZALE I TH(Saakjarvi &

GEAI PoHE(014)0] AT mut 913
7)) A% A o] gl At JgS B4
3 AP ML o g F71. A2E &4, S8kl
A4 BE muke 9X)7]nE A4H oz A}
88 Aolet olgolme] FAHQ Farele )2l
the Aol AFHG oY Aol B 48
A% N2 714S e Fue & 4
X7\ u o] QoI ME B A% g0l
wolrh webd ARe Hu1eS B8 ¥n 4
YA Aol e £E4 AES A A

S8k 2wy g

shizdl Fas Welom A m ol Be A

PATolA ol Ao HARFS AR 71%o]

U Ael o] Qg um% Ml B4 WeE A
, 2014; A, AR

AR, AAZF 2004; Lewis, Agarwal, &
Sambamurthy, 2003).
7H°u A A

4, A8 BB Ad w2 ik I

o] AR E vigto g sl EA rjufo| A7} ol
= AkEollA FaEs 5}
Zpo] AgE AR Asfo] Tat BA|7}F FupEc) ®

3 AHEIE o] PSS Ao 97

Sy OMEP ol g & OP— AA7E dlolg ol &
T AE FARYA ol &ANA EFe Aol v
ol YA W=t T A} o] §AF Apale] HE
of &g FAEE BolHE & vk Heol ¢=d
theFAlob A, 2015).

=Hiel A AREQdEY] Zlso] sfefof Hls)

tha Aoz ARgEE A & ¢ e, ol
a4

L AE Asjett BASE aasol e A
BUHUE VMo s Pk FelA BA
ahel7] SIshA WA oloh BRIE WAl Al okt
7b ga=olok Btk 53 olg4 Aol Aug
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% 9l AHQl A8 AR} ohd o] BEHE



Q1 HAE AN R 4 YEE FEAO] WA
21 7ho|=ekelo] nhaiw ofok & Zolth, olej3t 7]
ok 2ol ke RS BRI EHS A
Ui B Aae] H2e o] ¥ 4 9l Aolth

(Penttinen, 2017; Mirsa, 2016; 54,
Lolzh A4 el A HRE &-gsto] o]
AL ApYES Heligtttd dAdg A e B2 tha
g fdelE Fojsfof & Ao|ch(QthH, A4
|, 23544, 2014).

JAEfUlof A o] APEE Zaf| 2] thekdt Hof
oAl A7} o]FojA|aL glon, HTo=
Wb mupkd el adu|tio] Ao A Zirs]
3Jx]31 Qltt Limpf & Voorveld(2015)2] ¥3tof
M AP AR Hafol tigh $el= 2ok o
8 o BRHA FFE vjAH, olgt IF
< Y0 Bk FARAL| v S5k 4§
= Ao &z Yeytth Jeong & Coyle(2014)°f 9]
S, F2ol52 Faet A" o ogh AP
o Hrp B wAb, = APl A P v A 4=
A= HE AL AolA A" g 27t

o 2 95 vk Fune A9E ANY,

FF FUIAE AEAEUAOIN $0H of
80) Art wgele R BAH ¥ ojugle 4
HE 7bto g Jurt Algss Wakoes Hekd
Aolct. Mgole Aguus sto|=etelo] up
BEREEEER EXE e D EERRE
o AAE AASAL RISt ke guet 23

stol= HA B4 o] 8AE AET 4 gl=E A7
2 .=

elof vlsf 7l JEE F-Esh= dl 3o

o B S U AFAR B SE
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= ek HE Foluz AREQl
EjUl Y= 2k 23 g Ao|th(t A g el A,
2016)

AFERIEUS 7|REo R A F == Fal A
7b S8 2AE A o2 A o9k T WA 7t
o|=ael Aol o] FolXitH, o] 8AHE9] wredgh
b FAA Rl ¢1AlE A= Wl =Rel
Aolth, MEAR FAZF AgH ez et
FEA7E AAlo] Y= AR 2 Au|A gt
Aeier 4= QA feh, oA e Fae] =&
o] M2E9} U7t okl Q= & Aol
A ARl andEs o 4 oS Aot (AR E,
2014). E3F AR EUS FRAsHs 71e2Q 59
o] FH|&} HEo] A Y 2RV FoE 4 QL
+ Foets =&t AAE Add Urke Aol

Okazaki®} S2E(2009)0] UHE o] <5
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ABSTRACT

A Study of Users’ Attitudes toward IoT Advertising
:Focused on Recognition, Sensation Seeking Tendency, Innovativeness,
and Privacy Concern regarding Display Advertising on Internet of Things™
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Yong—Ik Yoon
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Many companies and academia have highly interested in Internet of Things(IoT) as future growth forces in various
fields, IoT is going to change advertising as well in terms of new and active platform of business environments,
This study is focused on users’ recognition of IoT advertising, and investigated relationships among variables such as
sensation seeking tendency, innovativeness, and privacy concern regarding psychological aspects of users,

The results of the study show that users’ recognition of IoT is positively related to attitude and click intention to
10T advertising, Attitude and click intention to IoT advertising turned out to be positively related to sensation seeking
tendency and innovativeness, Moreover, those who have high innovativeness were influenced by privacy concern
affecting attitude toward IoT advertising, The results indicate that users’ privacy concern has not affected widely to
sensation seeking tendency,

In summary, users recognition toward IoT seems to be important for effects of IoT advertising, Sensation seeking
tendency and innovativeness could be important factors of positive impact on the attitude and click intention toward
10T advertising, It means that various psychological factors should be considered to get workable strategic designs and

efficient operation of the IoT advertising,

Keywords : Internet of Things, Internet of Things Advertising, Sensation Seeking Tendency, Innovativeness,

Privacy Concern, Advertising Attitude, Click Intention
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