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A study about the teaser advertising effect on a digital signage in a
convenience store for viewing the original content : focusing on BGF
Networks' Barter advertisement

7|04g|* 7|EH°|=**

(== i , & o

Youn-Sung Kim*, Tae-Yang Kim**

8 % = 365Y, Mok A HAA HAH, A, $4F, 28 delwoly T tiA™ Alel YA (Digital
Signage)& %3 Yot 94 ez 2 FEE AR & Hia o AR AF7A gAY Apo|y=
(Digital Signage)9} #HH = Ao JojA &= YA d Alo] Y =(Digital blgnage)/] Z1eA] 59 FW EE 4|
A A ZHdw 2AS E ARy Ag5HPey, sjg txg Alo]y=(Digital Signage)®] E] A (Teaser) il
7FAA Qi mAE Aol dig A7E A MFstAlY Fdth oo 2 AFE Fa, WM vAE
Abol Y A (Digital Signage)7t &uvlAb, AAAENAE thdst 94 —Eﬂlz A9E AFsta %ol 7hsd i
stel A" Abo] Y| (Digital Signage)wre] @ QoMo B Jtha] B3k FAlol 2020, A AALS mE
U9 ALE] o] & A mlgiE, YAE Zelxo] did 87 Folva i FAS el YxE Zelx(
oAl E AFOR QAAstE ANAS HAFE e AFEA Y BFgS AAstaa g

of F
>

=

H

Q0| : gAY Alolux|, B4 %, 2= v Fw, AF o

Abstract We are exposed to video content and numerous information from digital signage such as convenience
stores, coffee shops, restaurants, and elevators on buses and subways 365 days. However, so far, studies have
focused solely on the technical effectiveness of digital signage or the consumer experience aspect of digital
signage, and little has been done on the impact of teaser advertising on the intent of viewing. Through this
study, we hope that the digital signage of convenience stores will develop into a differentiated digital signage
area that provides diverse video content experiences to consumers and viewers and allows them to communicate,
suggesting a direction as a research that shows that digital content (video) is now recognized as a product in an
environment where demand for non-face-to-face and digital content is gradually increasing in 2020 after the
global COVID 19.
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