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ABSTRACT

Effects of POP Advertising
: Moderation Effects of Involvement

Cho, Jae-Soo(Joongbu Univ)

The purpose of this study is to verify effects of POP advertising which have been
increasingly interested and used in the practical area. Specifically, this study verify effects
of POP advertising types(advertising POP, promotional POP, informational POP) on
consumers' awareness, attitude toward advertising, brand attitude, and purchase intention
depending on consumers involvement. And, this study identify moderating effects of
consumers’ involvement on the step of advertising-effectiveness model.

Our results show that there are difference of effects among types of POP on consumers'
awareness. In addition to the information POP and the promotion POP are more influential
effect on consumers' awareness than the advertising POP, which appears the same on
consumers' purchase intention. And then, our results show the promotion POP and
information POP are moderated by consumers’ involvement. Based on this research findings,
we suggest some practical and theoretical implications.

Key words : POP Advertising, moderating effects of involvement, POP advertising
effectiveness model.
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