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Abstract: As the development of technology such as flash, server-side language, RIA, etc. gives
the advertiser more efficient, strong and attractive opportunity. There is no doubt that the market of
advertising on th e in teractive in stallation will b e in creased. Th e ef fectiveness of i nteractive
advertising such as i n t he Internet, i nteractive telev ision and m obile devices already h as been
examined by a variety of resear ches. Moreov er, adv ertisers have t horoughly tested in teractive
installations as a ne w a dvertising m edium. Ho wever, t here are only a few st udies ab out t heir
effectiveness. Therefore, if ad vertisers know t he factors affecting con sumer’s beh aviors an d th e
interrelation between these factors and advertising effects, they could be further developing their
advertising strategies. This paper is focusing on the interaction with installation-based advertising
and the interrelation between interaction and consumer’s attitudes towards advertising in a pub lic
transportation. As a market place and consumer’s daily life, it is the easiest of approach popularity
as a pub lic tran sportation ab out co nsumer’s a ttitudes. As a result, co nsumers h ave po sitive
attitudes toward in stallation-based, in teractive a dvertising public t ransportation. Especially th e
affect dimension among the three dimensions of consumer’s attitudes is influenced strongly.
Key words: Interaction and installation-based advertising, Human Behaviors, Consumer
Perception, Service design, Bus Shelter advertising
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1. Introduction
Nowadays, there are lots of quite interesting and inv entive things around our environment and most people are
using th e In ternet, as a result, th ey are familiar with c omputer system and interaction with web site and web
banner. The traditional media such as book, sound, or movie, etc. h ave been used for long times and still wo rk
but people started to be fascinated by new media. There can be found similar trend in the area of advertising.
Traditional adv ertising m edia su ch as TV, Radio, Press, and Outdoor ad vertisements are l osing th eir ab ility to
transfer i nformation an d pe rsuade pe ople to buy products bu t in teractive adv ertising m edia su ch as web site,
banner, i nteractive TV and m obile d evices are getting m ore powerful. Th ere is no doubt th at th e u se of
interactive ad vertising will be in creased i n th e future. Ho w can we define adv ertising? ‘Ad vertising’ m eans
‘drawing at tention t o som ething’, o r notifying or i nforming som ebody o f s omething.[10] Int eraction with
interactive advertisin g has b een d eveloped by th e d evelopment o f techn ology an d it will b e con tinued i n th e
future. Interaction gives better opportunity to communicate between consumers and advertising media, therefore,
effectiveness of advertising increases. The effectiveness of interactive advertising has been issued and examined
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by a variety of researches. And nobody doubts that interaction is one of the key factors for interactive advertising.
An interactive installation has been just considered as the monopoly of designers for long times but cannot an
interactive in stallation b e an ef fective m edium fo r adv ertising? Advertisers h ave b een in terested in using
interactive installations for advertising medium because of more attractive and interactive expressions compared
to t he other existing ad vertising media. In order t o better u nderstand its ef fectiveness, we exp lore its work ing
process, exam ine ef fectiveness and id entify so me v ariables th at influen ce ef fectiveness of adv ertisement,
therefore, the possibility of using an interactive installation as ad vertising medium is investigated and analyzed
critically.
This is started from the current state and will present the following ones. Firstly, how interactive installation used
as an adv ertising m edium will b e exp lored. Secon dly, how th e feature of ‘in teraction’ af fects Co nsumer’s
attitudes to ward ad vertising. Fi nally, cu rrent Con sumer’s attitu des to ward i nstallation-based Pu blic
transportation advertising will be surveyed and analyzed based on the first and second one.
According from startin g po int, it b ecomes necessa ry questions, which are; what features a ffect consum er’s
attitudes toward advertising? How are consumer’s attitudes affected by interaction? The purpose of this research
is to investigate these points. The specific objectives of this research are: 1. To identify key features influencing
consumer’s attitudes toward advertising. 2. To identify interrelation between interaction with installation-based
public tran sportation adv ertising an d co nsumer’s attitu des. Based upo n th ese objectives, following hypotheses
are developed: H1 : Con sumers will p erceive v arious fe atures of advertising d ifferently. H2 : Th ese feature
influent Consumer’s attitudes toward each advertising differently.
A survey was conducted to collect the opinions of interviewer living in city of central, Seoul. The questionnaires
were divided in to three secti ons; 1) Con sumer’s behavior abo ut adv ertising, 2) attitu dinal inform ation and 3)
demographic i nformation. Th is exp loratory stu dy inv estigates th e consu mer’s attitu des toward s i nstallationbased a public transportation advertising, especially bus shelter that has not been researched mainly so far.
The goal of t his research is , firstly, it wil l analyze using an in teractive in stallation as ad vertising m edium.
Furthermore, the em ergency o f in stallation-based public tran sportation ad vertising and i nteraction wit h
installation adv ertising will b e stud ied. On t he o ther hands, it will ad dress Consu mer’s attitu des toward
advertising in g eneral an d t he in terrelation b etween interaction and Consumer’s attitu des will b e an alyzed.
Representative ex amples al so will b e introd uced. It will d iscuss and an alyze k ey features

influencing

Consumer’s at titudes toward adv ertising an d in terrelation b etween interaction with in stallation-based p ublic
transportation advertising and C onsumer’s attitu des. Fin ally, the do cument will conclude everything that was
studied and analyzed and suggest further research.

2. Literature review
Nowadays, many studies related to advertising have been archived in a various way. Advertising can reach huge
audiences with si mple messages th at present op portunities to allo w receiv ers t o und erstand what a pro duct is,
what its prim ary fun ction is and how it rel ates to all t he other sim ilar produ cts. This is th e m ain functio n of
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advertising: t o c ommunicate wi th s pecific a udiences.[11] The object of a dvertising i s usually t o c hange or
influence attitudes. It aims to persuade people to buy product A instead of product B, or to promote the habit of
continuing to buy product A.[13] It is not simple to explain advertising. There can never be a single answer to
the question ‘How does advertising work?’ because advertising as an i dea, is as wide and varied as the conce pts
‘persuasion’ or ‘communication’.[9]
During t he process of st udying a dvertising, m any aspec ts have been studied an d a nalyzed t oo. Consumer’s
attitudes toward advertising are on e of them which are ov er the past 60+ years, attitudes have become a central
component i n many t heories of persuasive com munication.[20] It have been st udied a nd e xamined t he
relationship between consumer’s attitudes and the effectiveness of advertising, as a result, they could find strong
evidences abou t it. It is

defined attitu des towards adv ertising as a learn ed pred isposition to respond in t he

consistently favorable or unfavorable manner to advertising in general.[15] Advertising had important economic
and social effects, and developed a set of belief items related to positive and negative outcomes of advertising in
these two specific areas.[1] Likeability does have a persuasive effect, because it directly affects our feeling about
a brand.[3] Consumer’s attitudes toward each different advertising media also have been studied. The Attitude
towards the ad or likeability has an important effect on the viewing of a commercial and so on its reach.[12] As a
result, they found that advertising attitudes influence recall and buying interest and Consumer-related factors are
important when evaluating how persuasive the advertising is. Furthermore, there have been various studies about
each advertising media such as ‘Consumer’s attitudes towards online shopping in New Zealand’[32], ‘Exploring
the effectiveness of taxis as an advertising medium’ [23] and ‘Attitude toward Location-Based Advertising’[24].
Surely, there have been lots of studies and examinations in research area to compare traditional advertising and
new m edia interactive a dvertising a fter a ppearance of new interactive media as adve rtising m edia. It takes a
consumer’s perspective an d exam ines consumer’s perceptions of di fferent types of ads to u nderstand the
perceived differences between the Internet-based advertising and traditional advertising for both brand building
and directional purpose. As a result, we believe that the Internet has the potential to better support goal-oriented
consumers, thus providing a great potential for Internet-based directional advertising.[34]
The feature of ‘Interaction’ has been a hot issue since using interactive advertising, therefore, the effectiveness of
‘Interaction’ has been examined by various ways. Jefkins explained messages are said to be more readily seen
than heard and visual messages have greater impact than those which require the effort of reading. This tends to
make written and read information the ha rdest to acce pt and recall. It i mplies that press a dvertising has t o
overcome many p roblems, esp ecially in multi-ethnic so cieties o r wh ere th ere is a low lev el o f literacy [13 ].
Interactive media refers to a carrier of messages which provides for the possibility of interaction with messages
conveyed in that medium. So, th e internet including th e Web is an in teractive medium wh ich prov ides fo r th e
possibility o f interactive co mmunication with messages.[29] Adv ertisers h ave tried to use multiple ad vertising
media at the same time to inc rease the effectiveness of advertisements and t here have been a lo t of tri als to add
the featu re of ‘in teraction’ i nto trad itional adv ertising media to m aximize th e ef fectiveness of ad vertising.
Therefore, there have been lots of trials t o add ‘Interaction’ into physical space. Physical characteristics greatly
influence the activation of our attention, the decisive factor being the extent to which the stimuli stand out from
other stim uli i n th eir su rroundings.[12] As researches abou t how each different f eature in fluences con sumer’s
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attitudes towards different types of a ds. Therefore , it is necessary to c onfirm it. Accordi ng t o the research of
MMS, percentage of top 20 advertisers using outdoor was 35 per cent at 1992 but it increased as 88% at 2004.
Other cases, t erminal post ers can be very at tractive an d at tention getting. B us s helters oft en provide t he
advertiser with expanded coverage where other outdoor boards may be restricted.[2]
This study starts fro m the current state and will present the fo llowing ones. Firstly, how interactive installation
can be u sed as adv ertising m edium will b e ex plored. Seco ndly, how t he feature of ‘in teraction’ affects
consumer’s attitu des toward advertising. Fi nally, cu rrent co nsumer’s attitudes toward in stallation-based bus
shelter advertising in Seoul will be surveyed and analyzed, based on the first and second one.

3. Installation-based bus shelter advertising
3.1. An Interactive Installation as Advertising medium
Over t he past decade Installation a rt has ac hieved m ainstream status wit hin cont emporary vis ual c ulture. Its
ascendancy has given rise to many new terms, and has affected not only art, but also culture. An installation has
opened t he fi led m ore t han ever t o e xperimental st rategies bey ond t he t raditionally ones s uch as vi sual
illustration. Installation art b asically comes from traditional sculpture and many artists h ave tried to incorporate
lots of media to create an experience, as a result, interactive installations could be found from the 1990s because
of improvement of techn ology.[18] Especially using sensors has become essential for interactive installation to
make communication from interactive installations to audiences. The development of new technology induced
emergence of interactive installation, as a result, the use of it has expended the domain from arts to commerce.
Lots of sho wcases show th e opportunity of u sing it as med ium fo r advertisin g and pro motion with t raditional
marketing m edium. C onsumers want m ore st rong a nd i nteresting advertising, as a resu lt, an in teractive
installation i s con sidered as medium for ad vertising an d promotion st rongly. M any a dvertising age ncy st arted
using an interactive installation, therefore, this new medium is appraised as taking advertising medium to a new
level. Using an i nteractive in stallation i s q uite ne w t rend at t he m oment b ut m any fa mous com panies s uch as
Nokia, Yell.com, PRADA and DIESEL already have been used similar technology with design to promote their
products. These kinds of trial became the foundation of an interactive installation.[22]

3.2. The Emergence of Installation-based Advertising
For many years, lots of media have been used as methods for advertising and promotion with developments of
technology. Film or printing are very representative of traditional marketing methods and the Internet has being
used by popular of using the Internet.
The effectiveness of trad itional ad vertising media h as been reduced after appearance of interactive advertising
using new med ia, i nteractive telev ision and m obile. The Internet seems to b e t he hottest m edium after
popularization of the Internet. Through the last decade, the number of Internet users by world region underwent
explosive growth. Web a dvertising m ay take place t hrough ba nners and prom otion website that provi de
information about the company or products. Moreover, the development of technology such as flash, server-side
language, RIA, etc. gives the advertiser more efficient, strong and attractive opportunity. There is no doubt about
the m arket of advertising on th e Internet will b e i ncreased. Fo r ex ample, Ford m otor co mpany reduced th e
percentage of magazine advertising from 23.5% to 21% but increased the percentage of the Internet advertising
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from 3% t o 3.5% at 2006. People reduce the time for newspaper, magazines and radio but spend more time for
the Internet because people started to think the Internet as an integral part of our lives. The traditional advertising
media in cluding bus sh elter advertising, t herefore, a re gi ving room t o i nteractive advertisin g. Th e in teractive
installation has been adopted by many advertising agencies that recognized an in finite number of po ssibilities.
The sex ual asp ects of t he interactiv e i nstallation ca n be explained as t he following points that are Increasing
more emotionally rich experience, No limitation for using multiple media resources, Two-sides communication
with physical action, and Making users to participate positively. [2]

3.3. Interaction with Installation-based Bus Shelter Advertising
There have been many efforts to find out the feature of interaction to help the limitation of mass media that only
communicate by one-way from 1950s. After this, many scholars have been researched and studied about it. The
main difference between traditional advertising media and interactive advertising media comes from interaction.
Traditional adv ertising media ju st co mmunicate v ia on e-way wh ich means t hat th ey just give i nformation and
there is no interaction between advertising media and consu mers. Consumers, therefore, become passive in the
process of accep ting in formation. B ut in teractive adv ertising m edia use t wo-ways c ommunication t hat m eans
advertising m edia give co nsumers i nformation basically an d t he co ntents a re c hanged by t he behavior of
consumers, therefore , cons umers can be more activ e for c ommunication. For insta nce, c onsumers can get
information of p roducts f rom advert ising o f m agazine by rea ding t exts a nd visual i mages bas ically but
promotion website not only give consumers basic information but also change contents by consumer’s behaviors
such as clicking menus and choosing items to see m ore detail information, therefore, consumers can find more
information actively. Especially interactive installation is installed in physical space and use physical sensors to
measure users’ behaviors, t herefore, i nstallation-based ad vertising has l oop o f interactivity t hroughout
consumer’s be haviors a nd p hysical senso rs. O nline-based ad vertising just have i nteraction via m ouse o r
keyboard normally but installation-based advertising can have interaction via more various type of consumer’s
behaviors. For instance, the distance measuring sensor can detect the distance of objects in front of it, as a result,
it can be used for virtual touching screen which means that consumers can navigate by reaching out to a ‘hot
spot’ instead of touching screen or pressing a button. Bend sensor can measure the amount of bend. It can be
used for punch ball game. There are probably some consumers who simply do not want to see place-based media
and i gnore the m whene ver they can, no m atter what kinds o f i nformation a nd e ntertainment are of fered. T he
limitations of outdoor ad vertising t hat were Simple Messages, No Guarantee of High Recall, High Cost and
Limited Availability of Best Locations. [19]
Bus sh elter adv ertising canno t get con sumer’s atten tion ef fectively bec ause of one -way communication b ut
installation-based bu s shelter adve rtising can do two-ways communication by usi ng ph ysical sensors or touch
screen, therefore, it can give consumers more attraction by interaction. Consumers can play entertainments or get
information wh ich i nstallation-based bus shelter adv ertising gives while th ey are waiting a bu s and t hey h ave
interaction with advertising naturally. Installation-based bus shelter advertising can give consumers information
basically and persuade them to buy products effectively via interactivity.

4. Installation-based bus shelter advertising and consumer’s attitudes
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4.1. Consumer’s Attitudes toward Advertising
Attitude is learn ed, no t in stinctive. It is not b ehavior; it is a pred isposition toward s a particular beh avior. It
implies a relatio nship between a person an d an object. Th e formation of attitu de, th erefore, is based on
experience with th e obj ect.[4] Th ere h as l ong history about d efinition an d st udy of at titude. Attitu des h ave
become a cen tral fo cus of man y persu asion th eories because so cial scien tists b elieve th at attitu des gu ide and
direct human b ehavior.[20] Especially th e relation ship between con sumer’s attitu des toward adv ertising and
advertising effectiveness has been analyzed by many studies. The Consumer-related factors are i mportant when
evaluating how persuasive t he adv ertising is.[28 ] Attitud e can be consid ered as lik eability in adv ertising and
according to the resea rch, advertising that is appreciated (i.e. likeable) is more effective than advertising that is
not very likeable.[12] The Figure1, which is illustrated the relationship of attitudes towards the ad, brand attitude
and purchase in tention, th erefore, attitu de to wards t he ad affects brand attitu de and this resu lt af fect purch ase
intention finally.[17]

Figure.1 Attitude toward the Ad, Brand Attitude and Purchase Intention[17][5]
The st udy a bout consum er’s attitudes toward a dvertising and brand has bee n done in va rious ways because
consumer’s att itude is in terrelated with ef fectiveness of ad vertising. Attitude con sists of cogn ition, af fect and
conation. The three c omponents ha ve relationship i n a c omplex way. Pu rchase i ntentions rel ate t o beliefs an d
brand ev aluations, and lik elihood of bu ying a brand has b een sho wn t o b e i nfluenced b y attitu des to wards
advertising as well as attitudes towa rds bra nds. T he thre e com ponents, t herefore, have bee n used t o measure
consumer’s att itudes.[4] Blyth e sug gests ab out ch anging con sumer’s attitu de toward adv ertising for m ore
effectiveness of advertising as th e following 4 ways: Add a new salient belief, Change the strength of a salient
belief, Change the evaluation of an existing belief, and Make an existing belief more salient.[4] If th e th ree
components of attitude are in balance, it is difficult to change the attitude because the attitude becomes stabilized
[4]. Advertisers have tried to change consumer’s attitudes and it is one of the most important subject to them.

4.2. Interrelation between Interaction and Consumer’s Attitudes
“Browsers and searchers, object interactivity will lead to more vivid mental images and thus higher purchase

intentions than will passive content” [31].
The process o f co nsumer’s perception i s on ad vertising. Motive a ffects the values on the six factors s uch a s
‘Entertainment’, ‘In formativeness’, ‘Irritatio n’, ‘Credibility’, ‘In teractivity’ an d ‘Demo graphic’ basically and
each six factors affect attitude towa rd advertising. Interactivity is consider ed one of the most important values
for interactive advertising.[34] There is no doubt that the interactive advertising provides more capabilities and
thus more chances to consumers when it is compared to traditional media. For instance, the online-based banner
ads can pro vide m ore in teractivity th an t raditional m edia. In stud ying i nteractive m edia, Liu id entifies a fourdimensional structure of the interactivity: active control, two-way communication, freedom of choices, and felt
synchronicity. C onsumers can d o act ive co ntrol vi a t wo-way com munication basically, have m ore freedom of
choices between c hoices a nd t hus feel sy nchronicity.[14] Thi s specific o f i nteractivity m akes co nsumers t o
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participate activ ely an d h ave positive attitu de to ward adv ertising. Ph ysical ch aracteristics g reatly in fluence th e
activation of our attention, the d ecisive factor being the exten t to which the stimuli stand out from other stimuli
in th eir sur roundings.[12] Installation-based adv ertising g ives consumers th e oppo rtunity to exp erience of
physical i nput and output b y usi ng p hysical senso rs basically, as a resul t, co nsumers feel st ronger m otive
compared to any other advertising media.

4.3. Representative Examples
Case I: Yell.com (2006, Agency: AKQA)
Client: Barbara Newman, head of communications and brand development, Yell.com
Yell.com launched digital six-sheets on the bus shel ters that have inte ractive screens. Pedestrians can use it to
find a map of the area and information of surrounding restaurants, pubs and bars, therefore, people can try to use
their services instead of using via online and recognize the services naturally.[7]
Case II: Nokia Bus Stop Advertisement: Memory Game (2007, Agency: JCDecaus)
Nokia Bu s Stop Ad vertisement th at was in stalled at b ut shelters was created to pro mote n ew mobile p hone in
London. The i nteractive in stallation h as a custom b uilt flat screen navigating with t ouch screen. Th e screen
shows p romotion video cl ips basi cally an d when a user t ouches t he scr een t hen t he i nteractive m emory gam e
starts, therefore, use r experiences integrated services while waiting a bus. This advertisement was appraised as
taking poster advertising to a new level.[33]
Case Ⅲ: PUMA USAN Showcase + Music bus shelter (2008, Agency: IPDecaux)
PUMA launched a new running shoes brand ‘USAN’ at Korea that the advertisement was s hown 103 posters at
bus sh elters in Cen tral Seo ul. Th e i nteractive ad vertisement was built at 1 0 bus sh elters on th e m ain street
between June 2008 and August 2008 that has been built with touch screen. This campaign was customers could
have second-experience for brand new product unless they visited off-line shop. Furthermore, it was noticed that
the music in advertisement could be free download through website.[25][26]
Figure 2 Installation-based Bus Shelter Advertising

Case I: Yell.com
(Source: Campaign 2006.)

Case II: Nokia
(Source: YouTube 2008.)

Case Ⅲ: PUMA USAN Showcase+Music bus
shelter(Source: ADIC 2008.)

5. A survey on consumer’s attitudes toward installation-based bus shelter advertising
5.1. Objectives
There have been various studies to identify key factors influencing effectiveness of advertising but there have
been not enough st udies about consum er’s attitudes towards eac h a dvertisement. It is necessary t o m easure

105

consumer’s attitude toward each advertising media to extend their effectiveness. This is the first study to h ave
been conducted to investigate key features influencing consumer’s attitudes toward advertising and in terrelation
between in teraction and co nsumer’s attitu des to ward adv ertising in Seou l. No wadays, ad vertisers are tryin g to
use installation-based bus shelter advertising to maximize the effectiveness of bus shelter advertising instead of
using normal posters. This study, therefore, becomes necessary. What features affect consumer’s attitudes toward
advertising? How are con sumer’s attitu des af fected by in teraction? The pu rpose of t his research st udy is t o
investigate these points. The specific objectives of this research are:
1. To identify key features influencing consumer’s attitudes toward advertising; and
2. To identify interrelation between interaction with installation-based bus shelter advertising and consumer’s
attitudes.
Based upon these objectives I develop the following hypotheses:
H1: Consumers will perceive various features of advertising differently; and
H2: These features influent consumer’s attitudes toward each advertising differently.

5.2. Questionnaire
Dimensions of attitu de th at were m entioned b y Jim B lythe were u sed to measure consu mer’s attitu des to ward
advertising.[4] Dimensions of attitu de consist of cognition, affect and conation and they have been used widely
to measure attitudes. To suit research objectives, several questions, three questions for cognition, five questions
for affect and four questions for conation, were made for each dimension. The each items was rated by using five
point by 1 = Di sagree st rongly a nd 5 = A gree st rongly. The frequency of t aking notice of a dvertising,
furthermore, was measured by asking how often the consumers had notice of advertising in the most recent year
by five cate gory of very rarely, rarely, sometimes, often and very often. Four more questions were included to
measure how each features, visual im pact, creative i dea, and information, interactive function, brand and other,
affects consumer’s attitu des toward adv ertising by putting a value of 1 to 6 for each

feature. Fi nally th ree

questions were used to ask personal details.
The questionnaire was divided i nto t hree sections, w hich were u sed t o c ollect co nsumer’s be havior ab out
advertising, attitudinal information and demographic information.

5.3. Methodology
A pi lot su rvey was co nducted wi th t hree pers ons t o c heck how well t he que stionnaire was de signed an d
understood before st arting s urvey. S ome weaknesses i n quest ionnaire were found during t he process. T he
following points are indicated:
1. Some words are not easy or clear to understand by ordinary people.
2. Questions to check how each features influences consumer’ attitudes are required.
The difficult or vague words, therefore, were changed basically. For e xample, each title of cognition, af fect and
conation were replaced as your thoughts, your preferences and your actions. The questions to check interrelation
between each features of ad vertising an d consumer’s attitu des were add ed. A to tal of 70 qu estionnaires were
distributed and 56 usable questionnaires were returned. Regular consumers (15+ years of age) who live in Seoul
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are selected ra ndomly on the street. Of the se, 32 were fe male and 24 were m ale consum ers. T he structured
questionnaire was used for consumer intercept survey.

5.4. Data Analysis and Results
From a marketing view of point it is i mportant to profile the regular Seoul consumers before we start discussing
the results of the data analysis. Business strategy decisions will b e affected with this. The demographic features
of regular Seoul consumers are exhibited in Table 1 blow. Age is divided by 5 groups such as ’15-24 years’, ‘2534 y ears’, ‘ 35-44 y ears’, ‘ 45-54 y ears’ an d ‘55+ y ears’. T he a reas o f Seoul are di vided by 3 se ctors suc h as
‘Central Seoul’, ‘nearby Seoul’ and ‘Others’. The percent of male and female are 43% and 57% respectively and
80% of total comes from 15-34 years old group. 44% of consumers live in Central Seoul.
Table 1. Sample Profile
Q20. Gender

Q21. Age

Q22. Address

Categories
Male
Female
15-24 years
25-34 years
35-44 years
45-54 years
55+ years
Central Seoul
nearby Seoul
Others

Count
24
32
23
22
7
3
1
39
8
9

Percentage
43%
57%
41%
39%
13%
5%
2%
69%
14%
17%

In ord er to id entify k ey features influ encing con sumer’s attitu des toward advertising and in terrelation between
interaction with i nstallation-based bu s shelter adv ertising and con sumer’s a ttitudes, exp loratory fact or an alysis
was employed. First of all, the res pondents were asked to rate six variables, using a 6-point scale, which ranged
from 1 (W orst) to 6 (M ost) to m easure key featu res influencing co nsumer’s attitu des to ward ad vertising in
general. Secondly, 5 -point sc ale, w hich ra nged f rom di sagree st rongly t o a gree st rongly, was used t o i dentify
interrelation between interaction with installation-based bus shelter advertising and consumer’s attitudes. Finally,
5-point scale, which is ranged from very rarely to very often, was used to measure consumer’s watching behavior.
Table2 shows the analysis of the consumer’s watching behavior. 39% of consumers notice bus shelter advertising
often o r ve ry often an d 48% of t hem not ice i t som etimes. 6 7% o f c onsumers not ice i nteractive a dvertising at
least sometimes and 50% of them have see n interactive bu s sh elter ad vertising. Th is an alysis sho ws that most
consumers notice bus shelter advertising and interactive advertising and bus shelter advertising has been exposed
more than interactive advertising in general among regular Seoul consumers.
Table 2. Watching Behavior
Behavior Variables

Q1. In general, do you notice bus shelter advertising?

Q2. In general, do you notice interactive advertising
(Promotion website, Web banner, etc.)
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Factors
Very rarely
Rarely
Sometimes
Often
Very often
Very rarely
Rarely
Sometimes
Often
Very often

Count
5
2
27
16
6
6
13
21
13
3

Percentage
9%
4%
48%
29%
10%
10%
23%
38%
23%
6%

Q3. Have you seen interactive bus shelter advertising?

Yes
No

28
28

50%
50%

In order to exa mine h ow con sumer’s attitu des toward ad vertising are affected b y key featu res; i n terms o f
stopping c onsumers t o l ook at adve rtising, m aking co nsumers curi ous ab out a dvertising, m aking consumers
recommend ad vertising t o others a nd m aking a dvertising memorable f or c onsumers; t he mean sco res f or al l
factors have been compared. The findings of key features influencing consumer’s attitudes are presented in Table
3. Each factors is labeled as visual impact, creative idea, information, interactive function, brand and other.
Table 3. Key Features Influencing Consumer’s Attitudes
Mean of Factors

Attitude Variables

1

2

3

4

5

6

Q4. What features make you stop to look at advertising?

4.93

4.66

3.16

3.34

3.43

1.48

Q5. What features makes you curious about the advertising?

5.05

4.45

3.27

3.52

3.21

1.48

Q6. What features makes you recommend the advertising to others?

4.75

4.44

3.26

3.60

3.38

1.39

Q7. What features makes an advertisement memorable for you?

4.80

4.64

3.39

3.57 3.20

Overall mean

4.88

4.55

3.27

3.51

3.31

1.39
1.44

The factor of visual impact scored the highest at 4 .88 overall and the factor of creative idea m arked the second
score at 4.55 . The factor of interactive functio n was selected as th ird important fact or at 3.51. Th is an alysis
shows that th e facto r of visual i mpact affects co nsumer’s attitu des to ward adv ertising most in g eneral an d the
factors of c reative idea and interactive f unction are also im portant but t he fact ors of i nformation and bra nd
affects co nsumer’s attitu des toward adv ertising less. As can b e seen from th e ab ove tab le, th e first h ypothesis
(H1) has been partially supported. The results showed that consumers perceive various features of advertising
differently. In order to id entify in terrelation b etween in teraction with in stallation-based bu s sh elter adv ertising
and con sumer’s attitu des, atti tude variables consist of three areas such as you r t houghts, y our preferen ces and
your actions basically and each area has 3 variables, 5 variables and 3 variables in themselves respectively. The
mean scores fo r all attitu de variables have b een co mpared. Table.4 shows t he findings of con sumer’s attitu des
toward installation-based bus shelter advertising. Overall mean of t he three major factors was rated at 3.37 and
each three factor was rated at 3.47, 3.54 and 3.09 respectively. This analysis clearly shows that consumers have
good attitu des to ward i nstallation-based bus shelter advertising and in teraction with in stallation-based
advertising influences consumer’s attitudes toward it. Es pecially, interaction with installation-based advertising
has a great influence on consumer’s preferences with a mean score of 3.54.
Table 4. Consumer’s Attitudes toward Installation-based Bus Shelter Advertising
Attitude Variables

Mean

Q8. I think this interactive advertisement is reliable.

3.33

Your

Q9. I think this interactive advertisement is clever.

3.82

thoughts

Q10. This interactive advertisement makes me interested in the brand.

3.26

Overall mean of Cognition

3.47

Q11. I like this interactive advertisement a lot.

3.34

Your Preferences
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Your Actions

Q12. I think this interactive advertisement is persuasive.

3.43

Q13. I think this interactive advertisement is amusing.

3.70

Q14. I think this interactive advertisement is attractive.

3.66

Q15. I think this interactive advertisement has a strong appeal.

3.57

Overall mean of Affect

3.54

Q16. I would enjoy with the interactive functions of this bus shelter.

3.25

Q17. I would recommend this interactive advertisement to others.

3.11

Q18. I would like to try the interactive functions again next time.

3.23

Q19. I would like to buy the product advertised.

2.75

Overall mean of Conation

3.09

Overall mean of the three factors

3.37

Firstly, th e f actor of you r t houghts had a higher m ean scor e of 3.47 th an th e overall mean sco re of 3 .37. The
attitude variable of ‘I thi nk this interactive advertisement is clever ’ had the highest sc ore of 3.82 am ong three
variables and the attitude variable of ‘Th is interactive advertisement makes me interested in th e brand’ had the
lowest score of 3.26. This result shows that interaction with installation-based bus shelter advertising has a good
influence on t he factor of c onsumer’s t houghts. Sec ondly, consum ers rated the fact or of you r pr eferences th e
highest mean score of 3.54. Especially, the attitude variables of ‘I think this interactive advertisement is amusing’
had a h igher mean score of 3 .70 th an th e other attitu de variables in the factor of your preferences. Th is result
imply t hat t he fact of i nteraction m akes cons umers l ike t his adv ertisement, pers uade cons umers, t hink t his
interactive advertisement is amusing and attractive and give consumers a strong appeal.
Finally, the factor of your actions had a lower m ean score of 3.09 than the overall mean score of 3.37 but it still
means that the factor had a good influence. Especially the attitude variable of ‘I would enjoy with the interactive
functions of t his bu s s helter’ had t he highest score o f 3.25 am ong f our variables. C onsumers, as a re sult, pa y
attention this advertisement more during enjoying the interactive functions and this result have a great influence.
As can be seen fr om the above table, our second hy pothesis (H 2) has been pa rtially supported. The resul ts
showed that the suggested features influent consumer’s attitude toward advertising differently.
The ab ove-discussed all resu lts prov ide e mpirical evidence to i dentify ke y feat ures i nfluencing c onsumer’s
attitudes toward advertising and interrelation between interaction with inst allation-based bus shelter advertising
and consumer’s attitudes.

5. CONCLUSION
5-1. The Result of Research and Summary
In th is research, we rev iewed in stallation-based a dvertising and analyzed to use it adv ertising m edium,
furthermore, t he factor of i nteraction is also studie d. In o rder t o better u nderstand t he ef fectiveness of
installation-based adv ertising, th erefore, co nsumer’s attitu des are also

analyzed. T o id entify k ey features

influencing con sumer’s attitu des t oward advertising i n g eneral an d interrelation between in teraction with
installation-based bus shelter advertising and consumer’s attitudes, the survey with questionnaire was conducted.
Three dimensions of attitu de, cog nition, affect an d con ation that were used in the qu estionnaire, therefore, the
result shows the following facts. First of all, consumers notice bus shelter advertising and interactive advertising
with positive attitu des. Secon dly, the factor of visual imp act and creativ e id ea influ ence con sumer’s attitu des
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toward advertising strongly in general, moreover, interactive function also affects consumer’s attitudes. Finally,
the fact of in teraction af fects con sumer’s attitudes to ward in stallation-based bu s sh elter adv ertising, th erefore,
consumers h ave po sitive at titudes toward in stallation-based bu s sh elter adv ertising. Esp ecially th e af fect
dimension among the three dimensions of consumer’s attitudes is influenced strongly. The fact of 50 per cent of
respondents have not seen interactive bus shelter advertising is found by the survey and they feel interactive bus
shelter a dvertising amusing, at tractive an d st rong ap peal aft er e xplanation. T hey, furthermore, t hink t his
interactive advertisement is reliable and clever. According to Web magazine of KFAA/ADIC[26], there has been
considerable growth in the outdoor market of Seoul in recent years and the type of this format is running at more
than 6 0 per c ent of r oadside i nventory t hese day s. T here i s n o d oubt t hat m uch m ore i nteractivity out door
advertising will be continually important. But a decrease of creative quality has been pointed out and the fact that
six-sheets m ay b e to blame is warn ed. As a resu lt, in tegrating d igital tech nology in to them h as b een tried in
recent years and t here have been s uccessful results. Digital technology is not only for new media anymore and
finding new ways to in tegrate d igital techno logy in to th e traditional advertisin g media is on e of the important
challenges for advertisers. Academ icians and a dvertisers nee d t o do m ore co ntribute to t he u nderstanding of
effectiveness of these new formats with various features of advertising.

5-2. Limitations and Future Research
As th is is th e first ev er research con ducted on Seo ul data, it h as set th e groundwork for fu rther research . Th is
study has some limitations. First of all, only 6 factors were used to identify key features influencing consumer’s
attitudes toward advertising, therefore, more key features should be suggested to choose by consumers. Secondly,
this stud y is only fo cused on i nterrelation b etween i nteraction and con sumer’s attitu des t oward ad vertising,
therefore, t he study a bout ef fectiveness o f advertising such as i ntroducing products, persuading co nsumers to
buy products and enhancing brand attitude. The interactive installation bus shelters are developing all the world.
For instance, MIT will built ‘EyeStop’[30] in Florence, Italy and city of Seoul already has ‘MediaPole’ which are
based on multi-touch screen bus shelters. It has function of city information and entertainment such as ubiquities.
Finally, the sample size of the survey was relatively small. A larger sample should be used to carry out any future
research in this field.
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