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(£ 6) 4EOIMH Al UEH DOOH BT AT 438 EfE 20

0l HESHA4 SLE C.R. g AzE AVE
Q35 0.708
Q59 0,79 0.069 14,233***
Q60 0.825 0.078 14,753***
OIAIOIX|HE Q238 0.793 0.068 14.364%** 0.89 0.58
Q298 0.811 0.074 14, 674%**
Q300 0.816 0.074 14,767
Q34 0,862 0.073 15.502%**
Q84 0.739
olgmol Q207 0.766 0.091 14, 281%** 084 0.56
Q369 0,717 0.086 12.796***
Q86 0.854 0.104 13,223***
Q370 0.764
Q3 0,771 0,048 21.835%**
iRl &3t Q2 0.818 0.061 16.362*** 0.87 0.62
Q353 0.737 0.071 14,294
Q4 0.829 0,065 16.621%**
Q64 0.849
Huos Q81 0.763 0,057 15.677%** 0.82 058
Q65 0.747 0,054 15.136%**
Q72 0.659 0.058 12,834***
Q141 0.798
Z2l0|HAIE 0.83 0.66
Q129 0.989 0,053 24.108***
*=8I|& ».5 ».196 .7 ».5
P<iniz yes yes yes yes

Note: ***p( 001

1oAYy 3 79 o] 54 Ak Al My WHelE 1Ho] HatiAE ol Ao Al
(E 7) 4EQIME A 25T DOOH 21 Me md Efgts #5dnt

delelald QIAIO|X|HE 0|2Ho| iRl E St HFHRE I2f0|HAIE AVE
QIA0|X|HE 1 0.58
0|2mo| TATERE 1 0.56
JHRISE 5} 750%** 776%** 1 0.62
pSI=ESR=2 B659%** 658%** 666*** 1 0,58

IO A 1o7* —119* .035* .049* 1 0.66

Note: ***p( 001, *p( 05
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HE A" 7|& 5 9=3 DOOH Hale 444 WSK(Personalization), ‘A H-5-8A(Information
g A8y L5 utilization), ‘Zz}o]HA] T (Privacy Concerns)

staom, 574 A= ) 9 57 90l 22719 SA ol =S SIrh

J89 24EE Belslsicl, 1 A3, ol 2) o7 2 ol
B4, BN, meoluA, QlAOlHE 4

= 817 FAQQlT 3817 FES wEElGom,

Q7 AE Bl £ AU AL UE
AT 4RSS AX HE 467 AL, 1097 , : :
A o = DOOH #11¢] 57b 2 2018 *emaw_ o
Wi FEOIA ol kNS Flof 2k 7ok 3 HAg 20101 ‘ol o] A HE (Engage—
TR PH FHOE Y 9l umom N b o n
S Al Aslo] ErE B o ment)= H|E|o] QIAIOIAHE Hdo= *ﬂ-‘ﬁr T3
=k 7} A3 o] ZH} v
‘j]‘c:: ;j\::j O:O] i e ) //}\]15 #3ke ®HM, Voorveld et al (2018)9] <A tof 4]
olg ZAoR duo] ZAKdelphi study)S A4 )
Ui SR Sl EAdephl ST By e ey elAelqrEs) o)
sidonl, HEslgel 29 wme) AWy WAS
o ) o i A2 A’ T12] a1 Ephron(2006)¥} Heath(2009)
i 6()]—’19’] Xéﬂ(purification)s = Sx]-oﬂ éxﬁ o] Lol AAIE FEA Qolul 7o uieto)
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Abstracts

Alternative to the Cookies, Development of Al—Driven Personalized DOOH
Advertising Scale

. Focusing on context—recognition advertising

Kim, Na Kyoung
Director, SM C&C Digital Media Department

Ko, Han Jun

Professor, School of Media & Advertising Advertising and Public Relations

Amidst the current digital cookie—less issue, Al—driven personalized DOOH (Digital Out of Home) are gaining
prominence as a viable alternative platform, and their significance is growing, This study specifically examined
the creation of key elements and measurement tools to assess the success of advertising, with a particular em—
phasis on Al—driven ersonalized DOOH advertisements,

In order to achieve this objective, the development of a scale was conducted using a 9—step framework that in—
corporated Churchill's 8—step scale development paradigm and Devellis' (1991) suggestions, The concept and extent
of composition were determined by conducting a thorough analysis of literature research on Al—based personalized
DOOH advertisements from various perspectives, This study involved conducting a Delphi survey three times with
a panel of 15 experts in advertising academia and industry, The aim was to refine the major components and
measurement items of the scale, Additionally, an online survey was conducted with 352 individuals who were se—
lected based on their exposure to personalized DOOH advertisements, which have a high potential for growth,
Subsequently, the foundational elements that serve as constituent factors were identified by conducting the initial
exploratory factor analysis, The second confirmatory factor analysis and validity verification were then employed
to establish the components and scale items for context—recognition Al-based personalized DOOH advertisements,

The study yielded a final situation—aware Al—driven personalized DOOH advertising effect measuring scale
consisting of 5 components and 22 measurement elements, This study is the inaugural effort to incorporate the

platform value of OOH media and establish the groundwork for the scientific validation of assessing its impact,

Key words: AI, Al—-driven Personalized DOOH Advertisement, Personalized Digital OOH Advertising, Customized

Advertising, Advertising Effects, Scale Development
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