MASHEr BEFDEREEHFERTHTERFEBEL R 2252 48 369

e s BRI FIR% (2022) 0T B A AT | A B AR D
i 5 Bl ﬂﬁ%%?P“*ﬁW@Aﬂ%%ﬁ%iiﬂJ’fﬂﬁﬂfﬁ’
Fo L4 X %ed | O369-396 -

CES S
B2 3 AR

F1.2 5
B2 B gt B ER b

&

APETHEREFEFRTR LY > BALREPN FERLANENR L k(R
AR CREBR R A %4):175'*‘“3,11}2%;;-}2}l;.,ﬂ’—)\ﬁiﬁim@ﬁﬂ =
TEDEBANERLNHR Lk PP B AT NI R I REEF B
B2(@ AT vs AR AT)X2(BE AR vsREA L) FIFR o E 2 Ahg
ERER A ERRIFRFZOMNERFEIRFORIER AL R A
WorARR G T I REREBSERIF R B ARS o AL R 70 Rl
LR Jgag\ﬁv#u_ﬁ,zxa’@immﬁ 63 ;ﬂ}, S iRl AL
G R OO N R H@ﬁ%4~*¢m ﬁ4§%m%cﬁ
[ ﬁiﬁ**&?'ﬁM“}%%iiféﬁﬁ%% ‘]%11’.£f§~ R - HO)E T
ZEBACR L BFEERAMZBL IR BR L % U S N I T e
CEREBARLAOBT B LR FHE ALY zam@@ﬂéiﬁumé
FARA LRI ERER LIRS BT AT RR R ENL R A

LA andm o %E/f@“’m@v R Lk WR BB Lok R 2
AL RRVEREARPALEFEFALRIER S &
=

RS,

\:\

-

et t e AAE R NAE B FERTAL ASH

A2 f’k’—‘ﬁ o T FEE 4 ¢ fred.fu@nkust.edu.tw
2022/05/11 # 45 5 2022/08/18 13 37 ; 2022/08/31 4% =



370 EMEEER -+ N5 HHUH

Hsu, C.W,, Fu, J.R., & Liu, E.L. (2022). The effectiveness of personalization:
Using product involvement as the moderator to explore the difference of ad
effects of pop-up and banner personalized advertisements in the mobile web
context. Journal of Information Management, 29(4), 369-396.

The Effectiveness of Personalization: Using Product
Involvement as the Moderator to Explore the
Difference of Ad Effects of Pop-up and Banner
Personalized Advertisements in the Mobile Web

Context

Chiung-Wen Hsu
Department of Intelligent Commerce, National Kaohsiung University of Science and

Technology

Jen-Ruei Fu”
Department of Intelligent Commerce, National Kaohsiung University of Science and

Technology

En-Lun Liu
Department of Intelligent Commerce, National Kaohsiung University of Science and

Technology

Abstract

This study examines the impacts of ad personalization and ad type on ad effects
(i.e., attention, attitude, and recall). Moreover, the moderating effect of product
involvement is investigated. The lab experiment with a 2 (ad content: personalized vs.
non-personalized) x 2 (ad type: banner vs. pop-up) factorial design was conducted.
Mobile webpages and experimental ads are built for subjects. Ad attitude, ad recall, and
product involvement are measured by questionnaires, while ad attention is measured
with the eye-tracking recording. A valid sample of 63 participants is collected out of 70
experiment subjects excluding 7 incorrect eye calibration cases. Results suggest that (1)
personalized ads improve ad effects no matter which ad type is presented. (2)

Personalized pop-up ads receive more ad attention and ad memory than personalized
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banner ads, while no significant difference is shown for ad attitude. (3) Neither non-
personalized pop-up ads nor non-personalized banner ads increase ad attention or ad
recall; non-personalized pop-up ads receive less ad attitude than non-personalized
banner ads. (4) High product involvement enhances ad attention for personalized pop-
up ads while it has no effects on ad attitude and ad recall. In addition, the study offers
an alternative evaluation of ad effectiveness, which is further evaluated with ad
attention based on how it is affected by information processing. In addition, the study
results provide the mobile advertising sector with significant references regarding

advertisement design and placement in order to strengthen ad effectiveness.

Keywords: pop-up ads, banner ads, personalization, Mobile web advertisement,

product involvement
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