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222.136(df=155, p<.05C.2 UER} pvalueo] =
oA EA7F 9oyt RMR=0.035, RMSEA=
0.0400.2 n$& ZAlS AL Ho| glom,
GFI=0.928, AGFI=0.903, NFI=0.925, CFI=
0976, TLI=09700.2 UEh} H¥kqo = 44

NeEg 2 3= 3n 922 ¢ 5 du o

=
(Adjusted Goodness of Fit Index), RMR(Root Mean ~ BHA & Aol ALgH S WyEo gk A
square Residual), RMSEA(Root Mean Square Error — HFAQl R4l AHIw== Jsslrtu st 4
of Approximation & AHg- sFlom, SEALA 3l
T2+ NFI(Normed Fit Index), CFI(Comparative Ao} e 2y Al veld 3e1A
Fit Index), TLI(Tucker and Lewis Index)S AFg3} Q018X AyE AyHw, Wi ASHSF
o AZol| &&stATh o] (Fhe p<0.001 FFAA BT Fol3t Ao

o} e FEAFE EYE B AT A} 2 Jehdon, RE ZHHSFSY g 7
89 I8 B2 THHD A€ VI 99 a9 asEel E2H AAAEE A4 050
A AAA B E7], dRE $5%571, 1A Hd 097002 vEht Y B 2
A9PE F5E71ek I AAd 84, & JNE 5| ARdS gHEa e Ao
AEE, ezl v SAWeEEe] gl gl Hoh g AcdE e
X! &?_v‘i"ﬂ% AAsIAEE ol mE 29l (Convergent Validity) & AW E7] $]3ked 70y
7t FHE 38ete] BAES Agson, o Al 2] T (Construct Reliability) 9} 3 - EAFZX| 4
o gt 2y A= % A= ¥ 2, ¥ 3,  (AVE: Average Variance Extracted)S EQld] &
2. 201N QoI =y Ml

T2 X df ) RMR RMSEA  GFI AGFI NFI CFI TLI

A= 222136 155 0000 0035 0040 0928 0903 0925 0976 0970

FoIF - - >.05 <.05 <.08 >.90 >.90 >.90 >.90 >.90
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7] Einy
A= Estimate S.E. CR. i Sg . —r%
A= FEAF
- 7N 559(.637) .050 14.546™"
AAA o
— 713 820(.820 056 11.120 856 672
BAE) 5 (.820)
N =72 1.000(.970) - -
Jug B 24 681(.686) 109 6226
. 768 627
F5%57I — =76 1.000(.886) - -
— =7)8 830(.741) 074 11.235"
A G- E .
. — =7110 735(.629) 075 9.835 799 575
|0 7]
- 5717 1.000(.884) . _
— A ztE f-8A41 .896(.883) 052 17.332"™
Pakas] - AZE #F842 796(.774) 055 14.527°
876 641
&4 - A" 4844 783(.701) 062 12.699™
- A ztd 843 1.000(.834) . .
— FuE %1 981(.843) .061 16.139™
— B L3 999(.824) 064 156557
B = 874 636
— B e =4 784(.684) 064 12.201
— B e =2 1.000(.832) - -
— R h= .593(.500) 071 8.360"™"
— Tjo) %3 989(.891) 058 16.933™
Trje)= 864 624
— Tl o] =4 .999(.897) .059 17.0317
- Tuje] =2 1.000(.807) . _
# e = 2 Al AR 10009 ghol AgE FAMG o % Esimae®] ()€ EEI AT %Y.
#x p<0.001

Az}, Ad AEE 0768 ~ 0.876, P
FEAFE 0575 ~ 06728 EF 71F
0.72} 0.55(Bagozzi & Yi, 1988; Fornell & Larker,
1981; Fornell, Tellis, Zinkhan, 1982) *}3]3}+= Zi
o et ol Ave ¥ ¥
oA Aed ZHPEES FF AT 7HL:10]]
et A3 8BS 2edan 2 5 9
sATe s AN % AEeEA

N O
(Discriminant  Validity)2 74538}7] 98fe] T4

S

rulo

WEEASS AN

= "l 3 D}(Fornell &
Larker, 1981; Fornell, Tellis, Zinkhan, 1982). H]
A% 2 PGS FREAFEASE 27
0575904 H) 06722 vieht 7t el 74
MAE b dBATe AlFEA 0012 ~ 0436

Hop 2 ez yehd SEEg s A
7h gl AoZ FRl HATKE 4, & 5 D).

- 282 -



bl

160

of et 018 371, Al

\

LBA: Location Based Advertising)

(
\

/ ZHK 2IR7 (8T

O A1
ool

(]
=

47

-.110

&7

-
AJm

%O

X

oW

470"

-.020

&7

-
AJm

%O

X
gr

252" 145"

096

X0

oF

™
N

124 064 6617

116

)

Ho

061 .008 365 442"

097

Fulel =

¥ 7p<0.05, p<0.01

Ho

AA

W
w

-

S
€

474

672

627

Ajm

%O

i3

oW

S75

Ajm

%O

X
ar

012 ~ 436

-110 ~ .661

641

el

o

™
N

636

)

Ho

624

FolelE

|

Ko
ol
-

Ny

—_—

2 gelgglch

o|
£

R

3|
L

o

A77H A%
o)

i

b o]

L
hu
3|

Az Az
SERLE

g 7hd
i

Aol AA

oy

g
&

5719 A

pud

1:3

72} 2t

ATl AAE <]

Ase

4

[¢]

=2

4]

X

o)
T

ag

ol
)

X

)
o
i
o

No

ol

= B
O
T
o H
T %
T
°
o O
= o
G
N
oF wﬂ
X
oo
~
o
N —~
G
= o
w
I o
KT
o T
T
ho B/°
52
%
Mo
™
of- &
ﬁo
SR
5 T
B (-
—_
™ i
H o
o
iy

Fe vl

P1el oA

Azs

NELS
===

7327}

22

ek 2 A¥, W

- 283 -



e b NP IPN = il
H 6. fFEHo MEr
T2 X df ) RMR RMSEA  GFI AGFI NFI CFI TLI
pshor =y 227.506 161 0.000 0039 0039 0926 0904 0923 0976 0972
F8I1F - - >.05 <.05 <.08 >.90 >.90 >.90 >.90 >.90
df=161 g @
IV 5 Hm LA L%
Jeal ] A
’ 333 /a2 e
D ET S
092 L B2 | At “x 7 5 = = ¢
Oy S Il ol il
@ ag [ 89 %3 ; P T s 198
55 21 Aen o R Y] Pz
152 t_v;s;o ) At 750
o4 Jei85 1y, 571 /17‘.581 52 s «./ ” e £ -
: Aen Yugs L > u2e KT =3
o5 0‘;501 P ™ 5587 cg.’:se ,,/ #84 ~~\\/333
o e wm~e P\ &
& \ oo e 1276 e [EE A
o -570 13
xoRe
&587
PR BT e
Lo amt|[yo 2z 2] [y o3 | [ 2me]
a7 2. AT 43 &
#* AR AgE e AL V14E TS nleid, A2AIFE B2E3 AFY
7 7. d70d AT At
7} A 72 Estimate S.E. CR. p A=A 3
7Hd1-1 AAA BAE7 - A" 84 .122(.185) 045 2.704 .007 A A]
7Hd12 e H $E%7] - 49§84 416(.414) 147 2.836 005 2] A
713 A9 H FEZ7] - A" G884 -.062¢-.066) .108 -.570 569 717+
7 2-1 AdE F84 - FaHE 673(.750) 058 11546 .000 2| 2]
71d2-2 AE 848 — = .145(.131) 114 1.276 202 71z}
7443 FUHE — Tl E 484(.393) 130 3.726 .000 )R]
¥ Estimate?] ()&= X3 AT 3.
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Ay / 2Hf R7[BHETI(LBA: Location Based Advertising)0fl et 012 7|, X2 284 LTI} 7t 7AZY 24

olgTz W
M = 7é1 T nebe T 13és TG

My = By G
75 = Byt + By TG

S RY WY
BAAH B3 BI1E) x; = 0.640¢, +0.588, z, =0.966&, +0.093, z; =0.823¢ +0.418
NP E FEF7IE) x, =0.581&,+0.485, 25 =0.693&, +0.601
A A E F5F71(E) 75 =0.885¢, +0.178, x, =0.741& +0.362, zg = 0.629¢, +0.530

y, =0.883n, +0.127, y, =0.775n, +0.237, y; = 0.834n, +0.246,
y, =0.701n, +0.357

ys = 0.843n, +0.178, ys =0.833n,+0.201, y, =0.823n,+0.214,

F A = (n,)
ys = 0.684n,+0.317
el =) Yo = 0.500n, +0.727, y,, =0.807n; +0.368, y,;; =0.892n,+0.174,

1 = 0.897n, +0.168

7b 0.122c=2.704, p<O0DE YERY} frefn|et | H(Hel ek mA Aol

—g_ T —t—]:—
FEFE vA = Aoz AT ek 7 of g Ae ElstaAt stk 1 A, F
A 118 AR EHJAT 7 128 Y 7E Wlg 7He) B3 AZAI7E 0.673(=11.546,

O.

o iz AP E F5 Frle A4E F8& p<o0ne YEhy fend g vAE

el BHel 9FE A Aotk g Ae Ao dAEh mebd M 218 AA

gostad ek 1 A3k T oAg a0 £ AQnh M 228 A7 83D @ A
z %_9_/\4.& ?—uHQ]C X4(+)9] oﬂé;]:-%

8} ZARAFI} 04166=2836, p<ODORE 1} 7z}
Bt fron|d e nxe Aeg AolE wd Aotk e AL ‘
Qb Wapd 7 125 AAET JH 13 0 AT, = ws te] gast AmA4r)
< AR E AGPE F5 F7] 0 0.145:=1.276, p>.05)E YEh} on] 9]
A4 840 Aehe 9B WA A g WAX g Aoz FAFAn. ge
otk g AL BAstuA Atk 1 A, M 228 A14EA
FOUE 0 EEH ABADL 000 %o W e At ge
(t=-570, p>.052 Yeh} on| 9= dggS . 2
nx|7] &= Zoz =) waba 7HA
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o2 AN W M 32 AR @ BIWEG PANSE AEA A2
o 27} o2 2¥ES ou|dtkHair et al,
2006). oW o] Hlwe Tee] AFPE A
etey A3 Heo] obd 7holAl# Aol HAB W
BAgoE B AT A% ge ATEY S Fi H9T 4+ ATkBender & Boners
9] OF R 3 (alternative model)S At 1980; Bentler & Chou, 1986, 1987). ¥ oA
TS AREA st B2 ARHE AN AFERFES a9 3, dihed e ' 4
Al slo] A7Ate] AFEFo] wEAl H o o} P
Adojgtn #& & jitk & A2t 2% a9 49 tijtRYS AT EH, X7k

O:

@ AT ddrgoe] AT = e A el g o8 B F, BAH B F71%
ojtt. wetA £ AFolx AT AFRIe dHE F5F7], AGHE F5E7|dA
no 97 B4 Rl dRde I FuEER e Vel AR a9 5 A7
o AAet EAe FoEa dAFRFe] R Hg FiHY = 9T F A
T AR EA S old F BY M WxAA des &
ol gl R E e AT & (competing model Q18 = Qom, F 2o th3k v A
or rival model)o]BnE P, ] ERE(nested B8 2 A7} AAse AFEREY A4
mode) S AAst] Hud F Stk WEREY 2 AWE F dS Aot
@ At AGHT Y ATRIH FY  A7EI goRad $NARE T 9%
Eaualkaia
Bitel
et
E557]
7848 |[784 |[788 |[=e5
| 1 | 2 | 3 1
| ofelE1 ” Foje| =2 || ojolE3 || oje| 4 |




HEY / 2HIY IA7[BHETI(LBA: Location Based Advertising)®l thst 0|8 57|, X|ZHEl f&4, ZTED} 7t FARE 24
K
=
&
8y |[ w8y |[ w8z |[ v8%
1 | 2 | 3 4
| JojelE1 || FOfo|£2 || Jojol 3 || Jojo| £4 |
O824, tiorzH
9. ATEHD Ciot2 3ol vl Zot
THE X df P RMR RMSEA GFI AGFI  NFI CFHI TLI
ATEY 227.506 161 0.000  0.039  0.039 0926 0904 0923 0976 0972
tjorma 224,001 158 0.000 0036 0039 0927 0904 0925 0976 0971
v A 7} X = 3.505, dfy = 3, p=0.320
Aok AFRFP =227506df=161, p=.0000 A AAG AFEFPe] T ke s g
o2 UYehgoen, utEdel  y=224001 AT F UAUTh
df=158, p=.0000= 'te}dt}t. o|2jgt Azt=
ATEYP ddRF o] =350 df=35F
o] o] ekt YepA okd=3, xX’=7.815 4 % =9
o]%gol™ p<05 FTAA o)) BAHLE &
oulgt Ae]S Kol fhe Ao A B AFe AneZe giow 9 A2
Thp>.05). WebA SIx719kg o] oidt o8  Eutd A AX|7|NkAH|AE 7|Rte R
57 &, AR B B dvE 5 dFREHI e fX7INREae gig ol &xtE
70, AG9HR FE5%7]19 Fuee 7 37f 0 9 o] & FrIet A §840] FuEHE ¢
o] AZE F7I3 tijtEgel vlg] 2 Aol  Fujekd wXe JAAFA BAE Al
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Structural analysis between use motives, perceived usefulness and
advertisement effect of mobile LBA(Location Based Advertising)

Youm, Dongsup

Dept. of AD & PR & Journalism, Mokwon University

This study was conducted to identify the use motives of LBA users which is on the rise as a base of
location based service in recent mobile environment due to the expansion of Smartphone and the cause
and effect relationship of perceived usefulness on the advertisement attitude and purchase intention. Study
results showed first, only economic compensation motive and general information acquisition motive in
LBA use motives positively affected the usefulness and regional information acquisition motive didn’t show
significant effects. Second, usefulness perceived by LBA positively affected only the advertisement attitude
and didn’t significantly affect the purchase intention. Finally, attitude about LBA positively affected the
purchase intention. This study has a academic meaning to provide the basic data for the researches about
LBA by examining the use behaviors of LBA users based on their use motives and is expected to provide
the meaningful practical implication for the planning, producing and strategy establishment by numerous

LBA companies and advertisers who are preparing for LBA.

Key words : LBA(Location Based Advertising), use motive, perceived usefulness, advertisement attitude, purchase

intention
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