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Abstract In this study, the differential effects of exposure-type digital signage advertisement and interactive
digital signage advertisement were examined through the moderating variables of regulatory focus and
self-construal. As a result of the study, in the case of individuals with promotion focus and independent
self-construal, interactive digital signage advertisements had a more positive effect than exposure-type digital
signage advertisements. However, in the case of prevention focus and interdependent self-construal, there was
no difference in effect between digital signage advertisement types. Therefore, we can help to establish a

customized strategy according to individual characteristics using digital signage.
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A2 mjtjo] 7]&o] Wgdto] whe}, £2]3g9]
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FT AE o] Y FYsto] ket HAAE A
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YR &&sl= 71 AT 2R HAE ALo]
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QA ABAEL Teo] Fao] =EEE= Ao] ofE,
Hop 55402 Faof Iofstal APsr|E Aot
o] vt IoH3). SRR HAE Aoy |2k
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HIZHE9] Y HE5Z Wrofdittal A 2ol A9, Fare]
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https://www.youtube.com/watch?v=sLJbNMnn7Rc
https://www.youtube.com/watch?v=FDKIA8_Wx60&t=3s

Fig. 1. The example of experimental stimulus

AT thet 221 HES 9ol ] 9%/}
9l TiohY 189S o AMHA 2AME St
k. 1 23 12 tXg Alo]U A Fa(M=6.44)%
H5A8Y tAE AU A) FM=2.89)°] thel 22
Z 0 & Q4lok= Ao 2 YeERFH1(16)=6.901, p<.01).
EG B YO BEFEL Sro] 9IX/3 oy
59 Yo% HARESEYS B85t & 275

o] YRR B Aol ArhstEon, 4 ARA
F ZHAA SH 1092 A0 26589 3] A

= 2419 AFolA AR 9] 2F2 7H AR S
Joto] P2 AF2H o= o2 on, & ot
Al Apotsl Al [25]9] Atoll A ARSE 2371
I 7d Axr 4T 44 57 E Aotsi At 4
OEH AfotsH oz o] Ealoto] dglof] B8ttt

fol da ru

AR gt &
YA g Aoy ] . ( =5.93)% 4 7—‘4’0—63 g A
oJYA] FaL(M=2.56)] thgt 14] 2ol 7} F-2l5HA] Lt
FrHu(263)=18.130, p{.01).

E3H B =79 S48 FA HEE S 9
sto] 3719] £ ARESISY] wizol, 23 1 U4
S ATE & JES 71 Bt o] Y
W2 HEoto] ARSorgiTt. O A 1 He I ¥
EE 7F9] Cronbach’s @ A= 0.921% A YEREY]
2ol & Bt Lote] G E SEotglon,
Table 10 SEHRA oL o] gk AFHHE o
T EEHAE A A5k

ok

Table 1. Means and standard deviation

Promotion Focus Prevention Focus
In Inter In Inter
dependent | dependent | dependent | dependent
Exposure-type 4.28 4.50 4.27 4.72
Digital Signage | (0.93) (0.94) (0.99) (1.00)
Interactive 5.37 4.83 4.46 4.73
Digital Signage |  (1.32) (1.03) (1.39) (1.41)
Notes: seven—point scales. Numbers in parentheses are standard

deviations.

427245
4217411104 7K 1-291 4B
7Hd 1-13+ 71 1-2014 HAE AtelyA] Fals
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Table 2. ANOVA results

Source Means d.f. MS F-vales
A. The Types of Digital Signage Advertisement: 1 10.605 8.223***
Exposure-type Digital Signage Advertisement 4.44
Interactive Digital Signage Advertisement 4.85
B. The Types of Regulatory Focus: 1 2.489 1.930
Promotion Focus 4.74
Prevention Focus 4.55
C. The Types of Self-construal: 1 0.623 0.483
Independent Self-construal 4.60
Interdependent Self-construal 4.69
AxB 1 6.085 4.718**
AxC 1 3.650 2.830*%
BxC 1 4.373 3.391%
AxBxC 1 1.304 1.01
Error 257 1.290
*% 001, ** p¢.05, * {1
P e 2R et A JFL WS A0 52
2 digelgich. FAHoR AT P2 S A & E
BB AeA8d UAE Aolyx] Fart =& 0
3 OAE AlelUA] Be] H5] B8 FAAN ANE 7}
4.8
A QA dEdS 7H AHARECIAlE HAE Ale]
UX BagdE Gk Jolvt gle Ao oastat.
24 73}, A Aox| Fngg Ao 4
SRLEI} oI UERATHR(1,257)=4.718, p(05: 4 e
Table 2 311). T3t Fig. 20419} o] 42791 4<%
29 YAE AlelyA] Fal(M=4.39)°] Bls) d=2g 42 ) ' )
= X]E A}O]q;(] 3’5]-7(1\/[—5 11)01] \:Hﬁ} FHE7]— ]:1 0 = Fromotion Focus Frevention Focus
3 174 W= = o Fig. 2. The interaction effect of regulatory focus
A9 B5S BAATHE(1,143)=18.630, p<.01), o
232 Aeols &3 dAY Alo|YA] BalM=4.44) s
o} o289 HAIE AlelyA] Fa(M=4.61)°] thet
T 2ol 7k e bA] QROFTh(F(1,120)=0.795, py.1). et 5.0 T
A 7Hd 1-13} 714 1-2= AR '
4.8 LT
4227K42-10t 7t 2-29| AS e
71 2-13} 7H 2-2004% B2 Aoluix]) Fh P
P8 2pEel BIRe Aol e ehg Aoz d
Astoict. FAH 0 A EE S Aolsho] 7 vt
AMAE AL JEAEY UAD AolUA FW sz '
Independent Interdependent

29 T Aol el ula) B8 FHH avke
A LA, JEEH Aolslado] 4T AuASolA
£ A AoluA] BILAFE A= Hol7t 91 AL
2 oAstelet B4 A3, T AoluA Bug9w
Aol i) 4oAL8I7} £ 5P LERATHR(,257)=
2.830, p{.1: Table 2 Z1).

Fig. 3. The interaction effect of self-construal

EZF Fig. 3004 Yehd vie} Zo] 554 Zlofs A3l
7% =29 HAE Aol A Fa(M=4.27)°] vl A=
285 fAE Alo]y 2] Z31(M=4.97)°] thgt =7} o
% 34 25 HATHE(1,136)=16.709, p<.01). Kt
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