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Abstract In this study, the Interactive advertising in the Outdoor Interactive Digital Signage is taken
as the research object, and the effect of the advertising in the Outdoor Interactive Digital Signage
compared to the traditional advertising on consumer propensity is studied. Based on the research
methods of literature data and case analysis, we first researched and analyzed the impact of the
development of the Internet and artificial intelligence on Interactive Digital Signage advertising,
combined with consumer trends and habits, according to the characteristics of Interactive Digital
Signage advertising, and '199IT —Internet data Based on the data in the Resource Library, and using an
example analysis method, three reasons for the impact of Interactive digital signage advertisements on
consumer spending tendencies are proposed. The purpose is to provide reference for future companies
to use Interactive digital signage for ad placement and help companies. Increase product sales to

increase product value and customer trust in the brand.
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Fig. 1. Size of Chinese Internet Users and Internet
Penetration. Unit:10,000 [4]
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Table 2. Digital Signage Development [8]
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Table 3. Features of Interactive Digital Signage
Advertising[9]

Advertising Content

RFID:short—range two—way communication is
possible.

NFC: Advances in display technology using
Interactive methods enhance the interaction of
the content itself with users,such as touch and
gestures.

Interaction

It is easy to express interactions and contents
with the development of IT technology, so it is
possible to use life—oriented information, news,
and web life information, which is more flexible
than existing contents or media.

Personalization

Utilize wired and wireless network technology
to perform mass media and personal media
functions continuously, regardless of location.

Mobile, web
peristalsis

Large—scaled, high—resolution content can be
used with fusion technology. Multi—screen,
single—screen, random screen

convergence
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Fig. 3. Subjective factors of consumer
perception of brand
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Table 4. Listerine

Video
picture

content

This is a digital signage advertisement for American oral
cleaning company Listerine. The ground in front of the
display is affixed with 4 signs of different colors. When
the experiencer steps on different positions on the sign,
the person and expression in the display advertisement
will also change. When standing on the darkest color, you
can get samples of Listerine products. This ad conveys: if
you have the courage to approach others, Listerine will
help you.

analysis

Use motion recognition technology to determine the

existence of the user, use the changes in the screen as
a guide, determine the distance to the user, and achieve
interaction and feedback. The user changes the screen to

make the user feel vivid and interesting.

Table 5.

magnum

Video
picture

content

The world's first facial recognition Interactive billboard. The
mouth image of the ice cream bite was generated by the
computer, so that the participants could "bite" the ice
cream with their mouths, which could not only achieve
single—person interaction, double—person interaction, but
also multiple people's simultaneous interaction. By
scanning the unique QR code, users can also receive a
photo of their ice cream tasting, and the photo will also be
posted on the Dream Dragon Facebook page.

analysis

After using the face recognition technology to identify the
smiling faces of pedestrians, Interactive devices were
used to create a "real" picture of pedestrians tasting
Menglong ice cream. Guide users for sensory interaction.

Table 6.

GMC-SUV

Video
picture

content

The GMC Interactive digital signage advertisement set in
the shopping plaza. In the picture, the man interacts with
the user by asking questions and using the guidance of
expressions and actions to make people happily
participate and leave a deep impression.

analysis

Use facial recognition technology to perceive the
existence of users, analyze and reflect from the user's
age, gender, movement, participation, etc., and guide
users to take another action to allow users to participate
in interaction, increasing the user's impression and
favorability of the brand .
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Table 7. Samaritans

Video
picture

Samaritans is a psychological counseling agency and is a
nonprofit organization. This outdoor Interactive ad was
placed in a busy subway station near a phone booth. The
video shows a case where a girl on an outdoor billboard
next to a telephone hall makes a call, and the phone in
the phone booth will ring. When a passerby picks up the
phone, the voice of the girl will come out of the phone:
Thank you for picking up (roughly means how many
suicidal calls we receive each year, welcome to join us
and help those users.)

content

Use telephone ringtones to attract users' attention, guide
users to participate in interactions, and let users increase
the feeling of authenticity through emotional
communication.

analysis

Table 8. Cadbury

Video
picture

Cadbury has set up Interactive digital signage ads for
chocolate eggs at bus stops. When people touch the
chocolate eggs falling from the top of the screen, the
chocolate eggs will immediately melt and fall. At the
same time, the total value of the "melted" products is
gradually increasing, increasing the sense of achievement
of the customer participation process.

content

Interact with users in a guided and engaging manner, and
make the advertising content change with the upgrade of
the experience through touch, increasing the interest and
participation of the advertisement.

analysis

Table 9. French national railways (SNCF)

ey

picture |y "
On September 13th and 16th, 2013, many colorful
arbitrary doors were installed on the streets of Paris. Each
door represents a different European city, Stuttgart,
Germany, Brussels, Belgium, Barcelona, Spain, Milan, Italy,
content Geneva, Switzerland, and so on. When you open the door,

you see an Interactive display screen. People can interact
with the people or scenes on the screen. For example, in
Milan, people can interact with a mime artist. In

"Brussels", painted portraits can be obtained. In Barcelona,
a group of people will dance with you. In Geneva, you can

raft on the lake, enjoy leisure time and so on. These
Interactive activities with rich local characteristics create a
diversified European travel experience for people and
make people feel as if Europe is close at hand. From
October 2nd, posters related to the event can also be
seen on the Paris Metro and buses.

Connect scenes and people in different areas through
images and networks, use motion recognition and scene
recognition technology to reflect user behavior and
interact with users in a guided manner.

analysis
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