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AEX|X 3 21=7} e OOHREAL o8l w|Rle I

AFS / ksl AS|utsitist 0|CioAHFLIAD S D4
A4 / SAEm ZHEm A}

HIEHHAO|ME OOHZ LIt St 120N E77F 2 & Qo DEFHA A= OOHZ e 220l BRS
AH[XPZE OOHE et HSAfEshk= ZAo|ch & A= HEHHA0M AHIXES0| OOHE et MSAE0| 02 1Ees A
TSkt 20T} OIEHA 0IZXEE tidez ot Ay 21t ISXAZ OEA AEE AN O0HE FEHol &
2 DXL JAULCE FEX|A0| OOHE T FEHol HEHez O|xl= Fe2 L6k XL ez OoHE &7
842 O0HZ L EH=S Oi7Heto! OOHZ D MSXE owof HAZQICL OOHE RS OOHE A=A 9l&of
Moz FEE DIX|X| Zotct 028t A= OOHZD RE49 5248 EHFH HEHHAOAN OOHZIS| s ut
off sl AAFEE MIEstn ULk
7|¥=: OlEMHA OOHZ T, HSXIA, AE| 27 K84, HUEHE, 45A8os

I }\«]% E|tHCho & Lee, 2018; Shin, Chae, & Ko,

2018; Taylor, 2009). OOH (Out—of—Home)3d il
OAY Jlgo] weksiex B vldloj M % 37 Pee i dae] BNE ol et 3
Dok oaEame) R LA} e 2 Qs welo] 546

ot H

= 3l ot
Hghe thorst #a virlol7h AW AAS slEn 3L Atk OOHZl= HAEe] 7hu]|e] DOOH
9lthLee & Cho, 2019). o|2|dt txd #ghe] ALRAL AFUA =oAL, T eE pToRA
M Zast B4 F sl A7 37 Ho]  AAE 24k e E*lﬂ‘i A%l oL
o] angel Asakest 4= 9tk Ho|thLee  HOlAl Hlolu, HAE AJUAE Foke] Huh
& Cho, 2020). ZH|AH= 3} Alzb} Fzke] A Afids Al ang w=asd 5 ol =9l
okol| olmo] 9lEl A} wlwshd olA ojtjAE  (Kim & Chung, 2020). 18]al A wep A
35 wrpe tlupolar Htsto] amlgEe  oF A VM AAIOIA VR, AR} o] tefet =)
& 2= 9lth(Lee & Cho, 2020; Taylor, 2009). & @4 7] el Azv|ye] OOH3alof of
TR 7|4 2HRF AR Ao glo] Ar ¥F WA S7ISHAL Qlek(Kim & Chung, 2020).
of I = ES = 45zt Okg% 2714 Aitude] Fale AnArE 22kl Hitid 2
731, o= & i mIte] Ao olojzA Ol F7Ish= Alth7F eighel] whet Mo =gA
o gt Fart Qloem, ofo] ujtfu 2o
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1. Az|ciefel WEpA 1] OOHZT
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S 9k bl B SISl 494
Ve AW & A HEe) Bl S A
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25 H(Kaplan—Rakowski & Meseberg, 2019).
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oA ASER A wAl, A9
A S webZ W gae) Awe B

2ol AAEle. EE 1Ae(2029)9] o] o
st wEfH s i OOHo =

4w, wjehH s W OOHYTLE HWsH: 49 B
Weof et AlEw stero] ejw
of. ulebd olebag e Wae] AnA g
83} el A7sh BAskE] Sleide anlot
wjeh 2 EeE Ul ek oF OOHHAe] T
oA WA= Ak st glct wheba
SEESO! Foll A olitel sl o) v
Epul2s W OOHWIeL Piste] Amlart of g
AR oal EAHE S B g

g
&
o

A A-

E

o
{
ol

2. I119] JHELNo] T3l §-24]

=

.

e

o AL §8482 Vg
w84 ez 7Nttt §-8/d(use—
fulness)> 7|&pguidofx 3l
74& B7rel7] flsl ARg-EtH(Davis,
sSr-gdoA= A4
of use)d} A|ZtEl -8
o] = 7HA dAAQl Aldyt wHAE vz WHele
2021), A|ZFE F-842 7hSl
5ol A4l 7

o
jus)

1989). 7]
r=l 8ol (perceived ease

2-A)(perceived usefulness)

Ex] r,]]j]@]i 3o AAH

Ol = = 2=
ERNS P 4 Akl U Aol A
21E golde B4 AL AREshE dlof 7l

J 7= A olr)
(Davis, 1989), 7|&4-gn4lo] olx|H 8A7}
QA Folde An gtel et i) A
AR = Fual 7Hgskedl, ole e
g S0l qolof HUE @S & Q] ujEe]

CHAE5, 2007; Venkatesh, 2000),

s

HEX|AE A27t HiEHHA OOHZX OI20] 0IXl= e 91

OOHY T B} eujoirel 4uab43 4
L O AeluAe} 2 MRS 4] =9
2 ol thoksl galo] AuF W wolwal Qlo] u]
el vtlel A e WAL A QeHE
S, 2020). HAE ApolUA Sefw OOHHIL:
gAEn %o QR YIS BESUAE HE

X]—_Q_% 393 2~ 9oJo P:,E—é‘]—_g_/%]g J—]—jv/l

lo 32

2012).
oz z

eHe Ao F87
Ao comgeiA 84 o Al A
uh ol s QoA ;L gnel g
WAIRA OHY O] FEAE ATsigom, o
o, CORES FEIE HAS A9 ZuT
ueo] FpsAe] 2EE Wel AMGEAGAE
2, 202, R vjep e
54 )0 SAdel digh BAZE A AHolgkd AL
nejsge gy 9, 2020, ATIHE
Fo92 Aelsha veb ) 0OHH L]
EP4) o] Fsh, ol 2 vleh2 ) OOH
el dhs olAA A7 GREe] glo]

ol Hal of7)= 8449 Aol
3. 4EAY

A EZ|A)(persuasion knowledge)©]et A=A agent)
P AeRE By oot AR dSstels
o7} Qtk= AEtiAlAKtarget) 2] W-Eo]cH Friestad
& Wright, 1994), AEX]A|mdloA] HEx= A
Sl gk FA4 A (Topic Knowledge), 4
E2]A)(Persuasion Knowledge), AStAA}R]4]

(Target Knowledge)& &3 WA A5& A=
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st} BhH SR = AEX] gt FA%]4], AE5X]2] (dispositional persuasion knowledge) 2}
MEZ A AEX}X] Al (Agent Knowledge)S 714 Al AEXAl(situational persuasion knowl—
o olg9 AEAEE Tl A5 WA AT edge)®E FET ¢ AUH(HEAEER, 2014; FHTA,

(Persuasion Coping Behaviors)S o}A =W, o]  Z=£9Q 2020; Campbell & Kirmani, 2000; Ham,
Aol HA50] Aus op7|ghty, webA AS o4t Nelson, & Das, 2015). AFEHES F7P7F 15
A7E DS Aol A Bdekel A5AY] ool of & ASshal Alkejiths AS wAAE =t
gk #2419 2457} =om MEZ2o] =t} AEo| #g}stalA}l hH(Sagarin, Cialdini, Rice,

Sk

=
Trts, AL 2021), 99 & and Serna, 2002; Wei, Fisher, & Main, 2008),
}.

T , R

o WHS BA o 4 Qs AL, ASANS A ASAN0] wA) ZukEw o1xH, 7HAE Aol
Qlo] AEARS] A5 omg HAshaL ofof tfgdr sk TejHz Hc e 9 Stuf oo
& Qufs AARO ZAZE oujsltls Zojth  BEA Al o3RS u|x] A ErH(Van Reijmersda et

(Bearden, Hardesty, & Rose, 2001), =, AE  al, 2016). ¥l fx|d Alo|y x| g2 HE =

lo] nm QIAISH= uiAE 9] FE Fel AEA A2 Fa giteo] RAAQl JaFs vl

Qlut Ay= olsjstal IE <ls) whAyst 24 Aoes d9E EARTCAES, 2020). 59 @

T ohE 4 Qe Seoln], A AT AW 1ol A%, B FAle] ASsieis ows A
o= 2z

ZA0® ols) WAIsHE Ayto] ohjel iRl sl o] thae] amlxis el djs) 5943l

(Ra

AEe wrgstel AL = AUrke.g., AFF,  HEE FsHA 2 9 of2H(Calfee & Ringold,

2022a; Bearden et al,, 2001), 1994; Obermiller & Spangenberg, 2000), gl
HEFH 22 = *HE9~ Bee Aleg 5 Q= =0 AT anxtelA EEFom dlotts Eudle
71 SHAIES ZItK(Dahlén, 2005; Friestad & Wright, 1995).

Lojelah 9l9h 2o AbE S|4 muk ohel sjeld
Helozs EaEe Qe ABE AUS el AgenAel H5AN g dolel ol o
S} 202 A BF gE 2 F9 Ol (Lee, Kim, & Ham, 2016),

Pao) QAE $84S FUOR AT Uel  Heso] fEt fE W o) ofE Solw 3247
L AT GRS oA AFEAEA, oldE

aAp skt wael eldE §8Ae

she Amo| olste] BeEm, oS AMAE AW, 2012)

sfeld o] MELg A5 ASHES H ol 2 AiIA AfdREemAe] AEAAE
B oaaR off gl SONE ARRPIZE £ AR ASAAE SABP a, Bis 5 A
AeheEAs], 1A, 012) P & el Sl o sj9ia die] folsiit Iy vl
A dvlgpe] A5 dhgh AgARelet & 4+ 4 9l Aolela @AEl Alojch Faio] et @
I Aol Sl WELs U COMERel 21 HEk el A5 NS £AT S ol
T84 Q] oWd GRS vAL] Avnel W Siolu, webd Fa Aol wEE Qe
ooskth ASAAE 27 AHeld SHomAe A Fask thel# $rHObermiller & Span-



genberg, 2005). DeLorme?} Huh 12|31 Reid
(2009)9] 5tol] wh=w, Fatof thgh 3]91%] ]
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2023) 4% HE5AAE vEpH S Ul OOHAL
B0l FAA e vE Jom oiddllE 4
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.

(Boerman, and Rozendaal,

< A

2
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mlo] A AR vAE Ao ekt

(%%, 2020), R FASNSE QANGoDE
Sol s el QA frgAe] S 0] 1
AR daFe vRE HSoklh w15 ASA4
o] s AR gt A7t FYEE A
S 113 w(Brinson et al., 2023), A% A
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bl et e 7

& AR,

4, HEpA Z2E A1

miAef - eheh A Al
(credibility), A& 7lFsAd(trustworthiness)?} 5
ARst g o2 olaed 4~ QltH(Engelke, Hase, &
2019; Kiousis, 2001; Kohring &
Matthes, 2007; Otto & Kohler, 2018; Tsfati &
Cappella, 2003). AB|AE2 ARlo] WA ¢h=
ARol= Aoz o5 d 7]&o]H(Gaziano,
1988), AlZ|7} 7h= REe vhefRt miAl FeEfollA

WS (trust)olgk &+

Wintterlin,

AE gits A5Al7]7]9)(Bochner & Insko,
1966; DeBono & Harnish, 1988; Homer &
Kahle, 1990), wltjofo] thgt 4l=l= Fal ay}
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Aol B oE Hro| UHo] ofr]elx]

of wel AyE e, wkeF o Hrol Zajn



94 Journal of OOH Advertising Research

AR WEsk 4= 9lan, olof <lxjE Al
o sz wak chopslA HakE/lE SichSundar
& Nass, 2000), ©Jol ¥ <47} AlbsH7|E,

242 Brlab) Sl PHew A Sephe

of ofleh, At A s W7 A A A
HOp wAR], AR Ex]9) wiA|e] Al#dw v
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Al AR, a2 AR Al 7] Alem A
5k 4= QltH(Eysenbach, 2007; Li & Suh, 2015;
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=5 HY 4 QrR(Attaran,
Quigley, 2015; Friestad & Wright, 1994) 333l
of els} QA W, Bk Al wAAE
sl g W e o] Hoks BES
ofgA shdakzAlel wet Qg WA e 2,
A Yot S ASslEs RS 144
Pk A e] g A gEs =
QFato] siAstAl wu, o]= AR} HAIA] F
2}, T8 HHEE &5 159 AlRE IaA]
71t (Friestad & Wright, 1994), $9} @& A}
it ofeh I Hakomle] A
S Eek ga 9 HAS e o 2lejg
(e}
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Qlt}(Ham, Park, & Park,

HEA|Ho] Fj]la] Eqom

= =oded
2017), °l= %
el AEAMe B o] ujiolu, o] Hol
AhstHA] A= o)8l7] wizo]th(Ham, Ryu, Lee,
2022; Hudders De
Pauw, Cauberghe, Panic, Xarouali, & Rozendaal,
2017). B3] HEA|Ho] 2745 Helrio] Frie
= 9)5t=(Calfee & Ringold, 1994; Obermiller
& Spangenberg, 2005) Aot Ayto] =t
o= A7} W (trust)T} Al (belief) 02 A 2]
Tlo] e wWebofa] HAILE|o]F o (Agrawal &
Maheswaran, 2005; Giffin, 1967), ©lo 3ozt
& A1g)e] Ay ojuz ke 4 9l7] ol
t}(Soman & Cheema, 2002;
2020; Tsfati, 2010; Tsfati & Cappella, 2003).
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Navarro(2022)2] 7t 2l 2}
ol AL, Ajelo] 2w gL AR /)%

(information skills), AX

z]q A = ASF /HE_X}JO] HI=
(o]
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Abstracts

Impact of Persuasion Knowledge and Credibility
on Metaverse OOH Advertising Usage

Jong Woo Jun

Ph.D. Professor, School of Communications, Dankook University

Heesoo Kim

Master. Dept. Business Administration, Soongsil University

OOH advertising could be an effective communication method even in metaverse, The ultimate goal of OOH
advertising in metaverse is to lead consumers to interact with the advertisement, This research reveals how
OOH advertising could interact with consumers in metaverse via research model, The survey has been conducted
to metaverse users, and the result shows that persuasion knowledge impacts on OOH advertising usefulness
through metaverse credibility, However, the direct impact of persuasion knowledge on OOH advertising useful—
ness was not found, The research also found OOH advertising attitude mediates between OOH advertising use—
fulness and intention to interact with OOH advertising, Moreover, OOH advertising usefulness did not directly
impact on intention to interact with OOH advertising, The results show importance of OOH advertising's useful—

ness providing significant implications of OOH advertising effectiveness in metaverse platform,

Key words: metaverse OOH advertising, persuasion knowledge, credibility, ad usefulness, intention to interact
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