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ABSTRACT

The Effects of Media Creativity and Interactivity of Indoor Digital Signage
on the Attitude

Sungbok, Chang

Assistant Professor, Dept. of Design & Formative Arts, Cheongju University

Dongsup, Youm

Assistant Professor, Dept. of Advertising & Public Relations & Communication, Mokwon University

The purpose of this study was to investigate the effects of creativity and interactivity of indoor digital sig—
nage on the media attitude and brand attitude, For the study, a survey was conducted to ask 213 university
students about indoor digital signage that had been actually used in stores, Subsequently, the correlation be—
tween the factors were examined based on regression analysis, The result suggested, first, regarding the media
creativity of digital signages, originality, complexity, and suitability has positive influence in media attitude;
complexity, harmony, and suitability were the positive factors in brand attitude, Second, in interactivity of dig—
ital signage, both participation and responsiveness has positive effects on the media attitude, but only re—
sponsiveness had a positive effect on the brand attitude, Third, the media attitude towards digital signage had a
positive effect on the brand attitude, These findings are academically meaningful as an investigation of media

creativity, and also provide a practical direction for indoor digital signage as an advertising medium,

Key Words: Digital Signage, Media Creativity, Interactivity, Media Attitude, Brand Attitude
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