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Objective: The purpose of this study was to find out how advertisement frequency
in SNS content affects the user's response characteristics regarding ad detection.

Background: With the popularity of SNS, native advertising has steadily become
one of the most popular advertising technologies in the advertising field. However,
there is not much research on user response characteristics. In order to enhance the
effectiveness of advertising, it is necessary to identify the various response characteristics
of users regarding advertising. In particular, the frequency of advertisements is an
important factor in SNS native advertising design.

Method: This study uses a tachistoscope to measure user response to the frequency
of advertisements in SNS content. The advertisement frequency was defined as low,
medium, and high frequency. The time taken to make a judgement for a SNS content
and the accuracy of ad detection were measured under each experimental condition.
The significances of the ad detection accuracy and the judgement time according
to the ad frequency were analyzed using the analysis of variance.

Results: According to the frequency of advertisement, there was no significant
difference in the judgment time of the user regarding the SNS advertisement. However,
gender had a significant impact on the judgement time of advertising, and it turned
out that men took longer time than women. The analysis result of the rate of accuracy
in judging the content shows that the frequency of advertisements also significantly
affects the accurate judgment rate of the advertisement content and the general
content. When the advertisement content and the general content are both at
intermediate frequencies, the judgment rate is the highest. As a result of gender
analysis, the accurate detection rate for the contents of the advertisement differed
significantly according to gender, and the accuracy rate of women was greater than
that of men. On the contrary, there was no significant difference in general contents
according to gender.

Conclusion: Regarding the judgment time for SNS content, the frequency of
advertisements is not an important factor. Gender, however, must be regarded as an
important factor. Both the ad frequency and gender should be regarded as important
factors in aspect of ad detection rate.

Application: The results of this study can be effectively used to develop an advertising
strategy and design that enhances the effectiveness of SNS native advertising.
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1. Introduction
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2. Method

2.1 Research object
2.2 Experiment
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Figure 1. Tachistoscope
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Figure 2. Experimental scene

3. Results
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3.1 Analysis on the judgement time of SNS contents with Ad frequency
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Figure 3. Average of Judgement time with ad frequency

3.2 Analysis on the judgement time of SNS contents with gender
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3.3 Analysis on the detection rate of SNS native Ads with Ad frequency
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3.4 Analysis on the detection rate of SNS native Ads with gender
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4. Conclusion
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