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Abstract In this study, we investigated the effect on digital signage, a new outdoor advertising medium.
Specifically, this research examined the differential effects of interactive digital signage and simple
touch digital signage through control variables such as involvement and self—efficacy. As a result,
interactive digital signage showed positive advertising effect compared to simple touch digital signage.
In addition, interactive digital signage has a more positive effect than simple touch digital signage
when involvement is self—efficacy is high. However, the effect of the digital signage types was not
significant when the self—efficacy was low. Lastly, involvement did not affect the effects of digital
signage types. In this study, we can help to establish a customized customer strategy that can maximize

digital signage effect.
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Table 1. The Results of Manipulation Check

The Type of Digital Signage Means The Type of Involvement Means

Simple Touch Digital Signage 5.90 High 4.71

Interactive Digital Signage 2.51 Low 2.41
t—value 17.486%xx t—value 23,098k

# p<.l, #x p<.05, **x p<.01

Table 2. Means and Standard Deviations

High Low
Involvement Involvement
High Low High Low
Self—effic|Self—effic | Self—effic | Self—effic
acy acy acy acy
Simple Touch Digital 4.80 3.96 3.70 4.75
Signage (0.95) (0.59) (0.89) (1.53)
Interactive Digital 5.33 4.78 4.94 4.40
Signage (1.17) (1.13) (1.23) (1.34)

Notes: seven—point scales. Numbers in parentheses are standard
deviations.
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Table 3. ANOVA Results
Dependent variable: Attitude of Advertising
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Source Means d.f. MS F—value
A. The Types of Digital Signage: 1 20.023 15.652%#%
Simple Touch Digital Signage 4.30
Interactive Digital Signage 4.86
B. The Types of Involvement 1 4.678 3.657*
High 472
Low 4.45
C. The Types of Self—efficacy 1 3.168 2.476
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Low 4.47
AXB 1 0.901 0.704
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Error 252 1.279

# p<.l, #k p<.05, *x*x p<.01
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