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Abstracts

How the Effectiveness of Video Advertising in Facebook Fanpage Is Structured?:
Based on the Relationships Among Media Engagement, Advertising Engagement,
and Behavioral Engagement

Jang, SuYoung

Master, The Graduate School of Mass Communication, Chung—AngUniversity

Hwang, Jang—Sun

Professor, Department of Advertising & PR, Chung—AngUniversity

Doh, Sun—Jae

Associate Professor, Da Vinci College of General Education, Chung—AngUniversity

The current study examined how video advertising in Facebook could be effective, Specifically, it was inves—
tigated how media engagement, advertising engagement, and two characteristics of video advertising—enter—
taining and informativeness—could influence on behavior engagement and WOM intention, Experiments were con—
ducted with real video ads in Facebook to examine hypotheses proposed,

The result shows that media engagement and two content characteristics—entertaining and informativeness—are
supported to influence the advertising engagement, Accordingly, ad engagement affects behavior engagement and
WOM intention, In addition, ad engagement plays a critical role of mediating between the content characteristics
and ad effectiveness (behaivor engagement and WOM intention),

The study can contribute to the relevant academic area with showing the causal relationships among me—
dia—advertising—behavior engagements, Practically, various types of engagement should be considered in the

process of planning social media advertising strategy.

Key words: Media engagement, Advertising engagement, Behavior engagement, Entertainment, Informativeness
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